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ENGINEERING AND 
MINING JOURNAL 


1954 EDITORIAL BOX SCORE 


HE Mining Men All Over the World Read and Prefer 


Feature Articles on 
33 divisions of metal 


Engineering and Mining Journal Because... 


E&MJ gives them more help on the technology of exploration, 
mining, milling, smelting and refining than any other mining 
publication. 


For nearly half a century, the E&MJ Price Service has been the 
accepted standard on which ores and metals have been bought 
and sold in foreign trade, as well as in the United States. No other 
mining publication has an editorial service with this traditionally 
accepted “official” stature. 


Advertisers prefer 
Engineering and Mining Journal Because. . 


They know it is the only mining publication that truly covers 
the world-wide metal and nonmetallic mining, milling, smelting 
and refining industry. They recognize its outstanding editorial 
and advertising values . . . its ability to help increase sales. 


Manufacturers are becoming increasingly aware of the fact that 
the market covered by E&MJ is, in reality, a horizontal as well 
as a vertical market. The large variety of metal and nonmetallic 
mining and milling industries covered by E&M/J are not subject 
to the same economic pressures. 


For example — lead and zinc production may temporarily decline 
due to unfavorable market conditions while the taconite, titan- 
ium, uranium and a host of nonmetallic mining industries are 
booming. The smelters and refineries are an additional important 
supplement to this market. 


EDITORIAL READERSHIP GETS 


oes ENGINEERING AND 
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THE MINING GUIDEBOOK ISSUE. 


@ A McGRAW-HILL PUBLICATION 
y 330 West 42nd Street, New York 36, N.Y. 
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T.R.... the only publication 
in the buying guide field that 
qualifies for the circulation 
authenticity and incompar- 
able advertising evaluation 
factors and standards nec- 
essary for membership in 
the outstanding A.B.C. and 
A.B. P. organizations. 


T.R. contains 9400 pages, vastly the 
largest and most comprehensive publi- 
cation in the purchasing guide field. 

T.R. circulation exceeds in num- 
bers that of any single edition of 
any other guide...In terms of Purchas- 
ing Power of the purchasing men who 
order it, pay for it, and use it, 7. R. Cir- 
culation is more than double the circulation 
of any other such guide. 

To largely major extent subscriptions 
are screened to accept only substantial 
purchasing powers and upper level finan- 
cial ratings in industrial field. Average 
rating is high...see ABC Audit. 

Continuously for past ten years the 
only guide having U.S. Govt. contract. 
Substantially all important Govt. pro- 
curement offices use regularly. 

Conservative estimate indicates use 
of T.R. by more than 60% of total in- 
dustrial purchasing power of U.S. 

Sizeable foreign circulation in 116 
overseas trade centers. 


11,322 ADVERTISERS IN 
CURRENT ANNUAL EDITION 


THOMAS REGISTER 
461 8th AVE., NEW YORK 1, N. Y. 


Representatives in all principal areas 





BOVE COMBINATION. 
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Salesmen yyy | make sales by calling on the 


ACTIVE buyers re of their products 2 


ofl > 
A FRANCHISE CIRCULATION publication 


Pid 





does the same thing. It goes only to 








knows these buyers by name @*g:- and 


makes his living calling on them. No other 





method of circulation am can produce this 





every time! 


Write for booklet ‘‘How Franchise Circulation Operates" 


THE INDUSTRIAL PUBLISHING GROUP 
1240 Ontario Street *© Cleveland 13, Ohie 


Flow Industry & Welding Applied Hydraulics 
Flow's Material Handling Welding Illustrated Occupational Hazards 


illustrated Commercial Refrigeration Precision Metal Molding 
& Air Conditioning 
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STRIAL MARKETING 


shop talk... 





s The reports are coming in — and, 
in general, indications are that IM’s 
readers approve of the format 
changes we started making last 
month. To be sure, we’ve had some 
constructive criticism. In fact, you'll 
find evidence in this issue that 
we've taken such helpful sug- 
gestions to heart and are continuing 
in our attempt to make improve- 
ments in our style. We will continue 
to welcome suggestions from any 
and all of our readers. 


® Much of the credit for IM’s new 
look must go to our art director, 
Ed Wagner, and his hard-working 
staff of artists. While the redesign- 
ing program has been a highly co- 
operative project involving the en- 
tire IM staff, art director Wagner’s 
skill and experience have played a 
vital role in the project. 


= Perhaps you have noted the 
change in the name of Robert New- 
comb and Marg Sammons’ monthly 
column — from “Employe Com- 
munications” to “Company Com- 
munications.” The reason becomes 
obvious in this month’s issue with 
an outstanding discussion of exter- 
nal company publications (starting 
on page 50). Rather than limit our- 
selves to monthly commentaries on 
internal communications in indus- 
try, we’re tackling broader horizons. 
External publications are becoming 
of increasingly greater importance 
in industrial promotion . . . and far 
be it from IM to neglect this trend. 

We feel particularly fortunate in 
having the Newcomb-Sammons 
team on our staff of contributors. 
There are few who will question the 
right of Bob and Marg Newcomb 


— they’re a husband-wife team of 
communications consultants — to 
speak out on anything to do with 
company communications. For many 
years they have served the nation’s 
leading industrial firms in develop- 
ing new and more effective ways of 
communicating with their employes, 
stockholders, customers and friends. 


= Speaking of regular features, 
you'll want to give special attention 
to IM’s “Trends” department. On 
page 60, you'll find the second in a 
series of two reports on the con- 
tinuing trend toward automation in 
industry. This month, associate 
editor Fred Borden has rounded up 
some mighty interesting facts about 
automation in the manufacturing 
industries. This special report sup- 
plements the “Trends” round-up 
which appeared in the June IM, 
giving the views of editors of elec- 
tronics and automation business 
publications on this important sub- 
ject. 


s An article of special interest in 
the December IM will be Angelo R. 
Venezian’s annual report on busi- 
ness publication volume. In addition 
to a very complete picture of de- 
velopments during the past year, Mr. 
Venezian will analyze the outlook 
for the future. 

You'll also find an outstanding 
article by Robert Allen, president 
of Fuller & Smith & Ross. Mr. Allen 
presents the agency man’s angle 
on the always interesting subject, 
“How to Choose an Industrial Ad- 
vertising Agency.” 


td 


Complete table of contents ... pages 6 &7 














Metals Engineering at 


As described by K. R. Knoblauch, 
Metals Industry Sales Manager, 
Minneapolis-Honeywell Regulator 
Company, Industrial Division 


“Every design and production decision we 
make is based primarily on analysis of the 
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metals and engineering factors involved. 

“In Product Development, for instance, our 
Metals Engineers not only recommend the 
metals and their sources, but also select 
ceramic materials and components. Our Metals 
Engineers in the Industrial Engineering and 
Raw Materials Departments then service the 
manufacturing stages, buying material accept- 
able to our metals engineering group as a 














Inspecting a Brown ElectroniK multiple point strip chart recorder, 
which is undergoing final test in one of Honeywell’s Philadelphia 
plants, are K. R. Knoblauch, Metals Industry Sales Manager; 
B. W. Smukler, Buyer of Raw Materials; A. F. Allwein, Development 
Engineer; G. E. Tranter, Industrial Engineer . . . all members 
of the American Society for Metals and readers of Metal Progress. 


Minneapolis-Honeywell 


whole, saying what and where it is to be 
purchased. 

“Customers frequently ask us for assistance 
in the processing of metals, die castings, 
forgings and the like. Thus our metals engi- 
neering influence extends through all phases 
of metalworking, into heat treating, machin- 
ing and finishing, in customers’ plants as well 
as our own.” 


The Magazine of Metals Engineering 


Metal 
Progress 


A publication of the American Society for Metals 
Originator and sponsor of the National Metal Exposition 


7301 Euclid Avenue, Cleveland 3, Ohio 
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(ADVERTISEMENT) 
STREET ENGINEERING MARKET 

= THE PROBLEM, The urban highway 
problem has been given top priority 
by the Nation’s experts. Half of all 
traftic volume is on urban streets, 
only one-tenth the Nation’s mileage. 
® TOTAL CURRENT MARKET. Vast 
sums are being spent currently to 
improve and maintain our city 
streets. Out of an estimated 1955 to- 
tal of $6.0 billion to be spent for all 
U.S. highways, $1.7 billion will be on 
urban highways. 


Construc- Mainte- 
- Object of tion nance Total 
Expenditure (millions) (millions) (millions) 


Urban streets ... $ 600 $ 455 $1,055 
Urban exten- 
sions of State 
systems . : 575 55 630 
Total urban 1,175 510 1,685 
Rural roads ........ 600 720 1,320 
State highways 
(other than 
urban exten- 
sions) 


Total all 
highways ... 4,200 1,850 6,050 


® OPERATION EXPENDITURES. Not in- 
cluded above are operation expend- 
itures. This market involves addi- 
tional hundreds of millions of dol- 
lars, on parking, street cleaning, 
street lighting, etc. 

A BPR breakdown of partial data 
reported to it is as follows: 


Distribution of enditures by Urban 
Places for Allied Street Functions: 1951 
Maintenance 
Allied Street Capital and 
Functions Outlay Operation Total 
Total 100.0% 100.0% 100.0% 
Parking 
facilities 33.1 7.4 13.7 


Street ; 

lighting . 11.8 58.1 46.8 
Street clean- i 

eae 2 26.6 20.7 
Sidewalks 3.5 2.6 5.2 
Storm sewers 37.4 5.9 13.6 


= ITEMS NEEDED. Almost every type 
of equipment and material used in 
phases of road construction, main- 
tenance and operation is needed by 
the urban highway market. 

STREET ENGINEERING delivers 
every specifying and purchasing in- 
fluence in the total maintenance and 
operations market. STREET ENGI- 
NEERING will go to over 14,000 
persons, each individually screened 
for his value to the advertiser. With 
no need to conform to precedent or 
existing circulation patterns, “waste 
circulation” has been kept to an ab- 
solute minimum. STREET ENGI- 
NEERING’s circulation is 90.39% 
“effective,” a figure approached by 
no other publication in its field. 

The Research Department of 
STREET ENGINEERING has pre- 
pared the following reports, which 
are available on request: 

Facts and Figures on Your Ex- 

panding Street Market 
Truck Ownership of Cities in the 
United States 

Write for copies or more com- 
plete market information to 
STREET ENGINEERING, Gillette 
Publishing Co., 22 W. Maple St., 
Chicago 10, Ill. 





. 2,425 620 3,045 
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Why the business boom keeps going . . no end in sight yet . . 
Politics will be a factor in keeping industry going under full steam, 
according to a report by IM’s Washington editor, Stan Cohen 


Confessions of an industrial distributor ................ 
Listen to a veteran distributor as he tells you which of his suppliers 
he likes and which he doesn't, and why. It may sting a little. 
By R. G. DeVries 


Super sales meeting . . 750 dealers hear the gospel ....... 
In a razzle-dazzle display of showmanship, Butler Mfg. Co. rents an 


entire 215-room hotel for a two-week show to inject enthusiasm 
and knowledge into its dealer salesmen. 


The printed matter monster . . is it getting too big? ........ 
Are you allowing yourself to be maneuvered into a position of wasting 


money on excessive quantities of sales literature? Is your distributor 
the villain? The dangers are pointed up here by advertising manager 
Harold Elfenbein. 


How do you land new distributors? ............0eee00. 
A distributor's point of view is: don't stint on sales literature 


if you are seeking new distributors. By R. G. DeVries 


Chain-reaction . . A. O. Smith keeps diversifying ......... 
For this company, one product has led to another. How does it keep 
abreast of its new markets? After three marketing reorganizations 


in ten years, the company has an answer. By Leo Anderson. 


Picture postcards . . you can win distributor help like this . . 
Try shooting a few installation photos yourself; mail them on post- 
cards to distributors and they'll be shooting them, too, this way. 


It’s elementary . . blueprint makes an industrial ad ....... 
Tired of phoney themes, Perfection Stee] Body Co. returns to simplicity 


with this idea, and gets good results. 


How to use centralized control in your export advertising . . . 
The ever-present problem with any centralized control is: how do 


you adjust to each local situation, Here’s how Worthington Corp. 
does it. By O. S. Cornejo. 


Let’s get back to old fashioned selling! Or should we? ..... 104 
Gone are the dear, dead days beyond recall, but you still hear some 
sales people urge us to return to them. Here’s why we shouldn't. 


How to pick an industrial agency . . as Perkin-Elmer did it .. 105 
These are the guides used by one industrial advertiser. His advice: 
be sure you know very clearly where you're trying to go, or your 
new agency can't get you there. By Paul A. Wilks 
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42 trade show exhibits for the price of mone ............ 112 
It sounds impossible, but that’s the story told by Barry Controls. 
It happened at the Machine Tool Show, and here’s the secret. 


What do you mean, sales promotion? ................. 116 
We're doing it every day, but do we have a really clear conception 


of it . . one of a series of articles by Richard J. Brown 





How to catch customers with direct mail ............... 124 
By now, almost everyone's seen or heard of Wolverine’s hard-working 


mail campaign. Here’s why and how it came to be. By H. A. Harty. h ut differe t H 
’ nt! 


45 show exhibits travel in one truck .............-..+-.- 130 
It's not magic, but ingenuity that does it for the Producers’ Council The PACKAGING family is a big one 
and its traveling show of building product exhibits. —but how different its important mem- 

bers! Doll makers need packages—so do 

heavy-chemical manufacturers; but the 








Powerama’s special problems . . teen-age riot, lost kids ... 134 | former is strongly sales-slanted in his 
Here are some of the complexities of staging the biggest one-company packaging needs and purchases, the lat- 
show in history . . and how General Motors untangled them. ter mainly preoccupied with protection. 


PACKAGING has grown too big for one 


magazine to deal adequately with both 
Case histories . . how to get them ..............+-++-- 138 comeutner and industriel intesetn and 


i. Getting documented success stories for your product and the ads needs—and the INDUSTRIAL segment 
that sell it can be a lot more fruitful. By Winfield L. Redding. is too important for one-handed sales 

attention and promotion. That’s why 

ae Ae a different magazine had to be born— 
\ Got a complex story to tell? Carboloy does it with ads .... 144 and why it has met with such a warm 
This all-type, editorial style ad had a lot to say . . and its very welcome by its carefully selected readers. 


complexity made it look interesting. By Charles St. Thomas If you can sell anything on the list below, 


there’s a big potential payoff for your 
advertising in the pages of 


Maybe the poor fellow likes to read the business paper ads . . so why industrial Packaging 


: ; : ; x 
discourage him, ask the Copy Chasers. Why indeed, advertisers? BAGS © DRUMS & PAILS © CORRUGATED 


CONTAINERS @ WIREBOUND & NAILED 
SOO ee 
| © CARBOYS e@ CASE 
Executives tell ‘why we merged’ .. top management forum . 188 LINERS @ BARRIER MATERIALS © VPI PAPERS 

Three companies who recently have acquired affiliates tell the market- @ WET STRENGTH & REINFORCED PAPER © 

’ ; FLEXIBLE CORRUGATED PAPER @ COATED 
ing reasons behind the mergers. PAPER @ MACHINERY @ RUST PREVENTA- 
TIVES @ PROTECTIVE COATINGS e DESSI- 
CANTS & DEHYDRATING AGENTS @ INTERIOR 
BRACING @ TAGS, TAPES, STRAPPING, STA- 


Who says the average ad reader is playing hard to get? ... 163 


| 
i DEPARTMENTS PLING EQUIPMENT & OTHER ACCESSORIES 
; Advertising volume in business Personnel changes Send for a copy and complete data about 
pe ener Meena eaecingnies 154 Advertiser changes 192 pha ea cha = 
ran cation to ARADE, the News 
RE ORIN, o 4 Agency changes 193 Magazine of Consumer Packaging. 
iH Copy chasers ~..............- nlite 3 163 * 
hain abtatene a6 Media changes 197 | HAYWOOD PUBLISHING COMPANY 
sx eT. ca y Problems in industrial marketing 16 22 EAST HURON ST., 
Hit IM reprints available 196 CHICAGO 11, ILL. 
14 Sales promotion ideas - 176 
Industrial shows _-.. 195 
es Top management forum 188 
| 1 Letters to the editor - Ceo ae 7 8 
1 Marketing aids _.... po eee Trends —. 60 
NIAA news .... PORN Ee aA reed | Washington report _ 22 
News . ie Soe Ue Bee, ee Which ad attracted more readers? 45 
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Every way you 
look at it... 


A Only 
Chemical 
Engineering 
Progress— 


published for 
chemical engineers 
in responsible 
charge— 


predominantly 
reaches 
and sells 
chemical 
engineers! 


Chemical eS 
Engineering 
@ Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 West 45th Street, New York 36, N. Y. 


Remember... 
the engineer is educated 
! 


ee 


‘, to specify and buy 
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LETTERS 


to the editor 








Ad manager's gripe: it's 

hard to compare circulations 

= We would like to take this op- 
portunity of expressing our compli- 
ments and whole-hearted approval 
of the letter you published in your 
September issue by D. C. Miner, ad- 
vertising manager, E. F. Houghton 
Co., Philadelphia, on special issues. 

We concur with Mr. Miner’s feel- 
ings in this matter and hope that 
ultimately enough people like Doug 
will force publishers to do away 
with these “specials” and concen- 
trate their efforts into doing a better 
editorial job and in standardizing 
the information they give out on the 
distribution and circulation cover- 
age of their magazines. 

This point brings us to the par- 
ticular “gripe” we would like to 
present here. As you are un- 
doubtedly aware, with very few ex- 
ceptions, it is almost impossible to 
fully evaluate the coverage which 
various magazines have which are 
covering specific allied fields. For 
example, there are four or five mag- 
azines covering the power field, and 
the same number in the petroleum, 
chemical, laundry, etc. With two ex- 
ceptions, when you sit down to make 
a study of the 
these magazines have with respect 
to markets, types of personnel with- 
in certain groups, it is an impos- 
sibility because you cannot compare 
“apples with apples.” 

We are among many advertisers 
who are faced today with the prob- 
lem of watching rising space costs 
in relation to a somewhat static 
budget. As such, closer scrutiny is 
often necessary to see what publi- 
cations could conceivably be dropped 
from an existing schedule. This 
could be accurately accomplished, 
based on a true evaluation of cov- 
erage of the magazines 
reaching specific fields, if these mag- 
azines would all follow a set stand- 
ard of informing the advertiser of 
their coverage. 

As the matter now stands, each 


specific coverage 


various 


magazine presents its individual 
story, highlighting some segment in 
its circulation setup which it uses 
as the key means of obtaining your 
advertising support. With more and 
more individual magazines coming 
on the scene each year, the adver- 
tising manager’s job of evaluating 
these magazines becomes increas- 
ingly complex. 

In all fairness to his management, 
he should be able to give a very 
sound reason why he is using “such 
and such” a magazine and not using 
one or two others. This is impossible 
under the existing arrangement. 

Perhaps this is a project the NIAA 
research group could take under its 
wing, as evidence of its sincere in- 
terest in rendering an important 
service to those of us they repre- 
sent. 

We would welcome comments on 
this matter. 

W. J. MILLER 

Advertising Manager, Yarnall- 

Waring Co., Philadelphia 


Asserts some publishers’ sales 
letters harass ad managers 


® Do you have a “beef” column in 
which you could carry a message 
from me to publishers in general? 
One of the things that continually 
harasses advertising managers is un- 
necessary mail. For example, I have 
just received the following letter, 
from which I will delete portions in 
order to save feelings: 


To Manufacturers: 

Here’s the Table of Contents for the 
November issue of , which 
will carry the complete story on the 1955 

Convention at , Oc 
tober 10-13. 

Please note that in addition to the 
write-up of all convention activities, in- 
cluding a detailed account of the papers 
and discussions, the November 
will also carry several extremely timely 
articles of particular importance to all 

men. 
Your ad in the issue will 
reach a highly interested audience of key 
Continued on page 12 
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eoeece that’s what the new 






king-size format of 
MODERN CASTINGS 
Magazine offers to 






every advertiser. 







While all MODERN CASTINGS editorial matter 
is prepared and selected to be of direct benefit to 
readers, it is also arranged to be useful to 
MODERN CASTINGS advertisers! 


By running editorial matter next to every 
advertisement, each page receives “bonus” 

reading time — without the usual “bonus” charge. 
“Guaranteed Editorial Position at No Extra Cost’ 
is just another reason why the new, bigger 
MODERN CASTINGS and 

American Foundryman is proving to be 
increasingly effective* in the casting market. 














85% increase in inquiries over a year ago. 


moderns | Modern 













oundryman 






and American Foundryman 





GOLF AND WOLF ROADS, DES PLAINES, ILLINOIS 








November 1955 /'9 









PIT anD QUARRY’s CRS program guides the 


information to a specialized industry... 




















1 
| 
Thanks for the opportunity to express my opinion. These are the sections 1! 
in PIT AND QUARRY | find the most important to me. oo SS 
 Plont Stories ” Advertisements : the 
_—. Technical Articles —— Trade Notes 1 Prompt Return 
+ News of the Industry ___ Washington News Letter |! of 
_— Legal Decisions —— Traffic News ' This Card 
& New Machinery Other 1 : 
We produce Wastdh dah Dravk . i ' 
My company position or title is Brora ; soi 
My chief duties ore Liapeinatanen 9 oval aputnalion$| Si ase of fu end 
The address below is correét and complete ex€ept as noted. | Quarry is at your 
1 service. Don’t hes- 
Toc & panstoe . oo 
BARSTOW SAND & GRAVEL ' a es 
RIVERSIOGE wISSOURT ' a Saale ag 
s aR! T eat ne  'oe88 4 : peokiome ork. 
er 4 
ses CLAM ro Date 2ZO- AS 








’ Continuous Reader urvey serves a two-fold purpose: 


| It serves as a valuable editorial guide 
for the editors. 


2 It gives us information for verifying 
our entire circulation. 


Because of the industries’ constantly changing methods, the readers of PIT 
AND QUARRY are faced with many new problems. Mailed to ALL readers 
of PIT AND QUARRY, our Continuous Reader Survey enables us to provide 
up-to-date information to help readers solve these problems. It also proves 
that PIT AND QUARRY goes to men whose titles show they have buying 


influence. 





P anrdou 444 for mentioning it, but the net result of our effort lt 
to maintain editorial supremacy is that PIT AND QUARRY leads in 


Greatest editorial lineage 

Largest producer circulation 

Lowest rate per thousand 

Substantially greater advertising volume 
Highest subscription price 


VY RWN = 
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editors in the difficult job of giving specialized 


-always current to the needs of the reader 





You, as an advertiser, benefit through our continuous 


effort to make every issue of PIT AND QUARRY 


more valuable and useful to its readers . « « 


Gian example... THE JANUARY 1956 


Annual Forecast and Review Number 


The January 1956 isue will show that 1955 was another peak year for the 
PIT AND QUARRY industries and that production will continue at a high 
volume into 1956. 





Forecasts and reports on 1956 plant expansions and production in the 
PIT AND QUARRY industries will appear in the January issue. This infor- 
mation gives both readers and advertisers a clear picture of future profit 
possibilities. Over the years, forecasts made by the editors of PIT AND 
QUARRY have been remarkably accurate. 


Also...complete program and advance information on 5 big conven- 
tions to be held in January and February. 


Because the materials of the PIT AND QUARRY industries are vital 
to the steel, glass, paper, petroleum, construction and many other industries, 
, ae ———— advance reports are given showing expected consumption during 1956... 
invaluable information to both you, the advertiser, and the reader, in future 


production plans. 


Mew Werree Grate Crovhing end Heresang Pram: of Mmmovers Mommy & My Co 

















The readers of PIT AND QUARRY 


annually produce over 3 billion dollars Also in the January issue... a review of important machinery develop- 
worth of cement, crushed stone, sand and ments in 1955. 

I, lime, , miscell - 
pete ec 0 i pment THIS ISSUE-NOT A 13th OR EXTRA COST NUMBER-INCLUDES 
uutdatinies. amiaaanladan THE REGULAR EDITORIAL CONTENT ON VITAL BUSINESS AND 
of steel, glass, paper, chemicals, high- PRODUCTION METHODS AND TRENDS. 
ways, bridges, dams, and buildings of The Forecast and Review Number is your big plus value, extra reader 
all types. interest...extra distribution... AT NO EXTRA COST TO YOU. 


Plan now to use BIG space to get your story over to the buyers in the 
PIT AND QUARRY industries. Send space reservations... TODAY. 


on 
PIT AND QUARRY 431 S. DEARBORN ST. @® CHICAGO 5, ILLINOIS 
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Civil Engineers 
specify or buy 
construction 

materials 


New construction techniques and complex 
processes have greatly extended the respon- 
sibilities of professional Civil Engineers in 
specifying the materials required to execute 
their designs. 


In a new study of 293 Civil Engineers en- 
gaged in ali fields of construction, 92% 
reported that they specified or purchased 
up to 41 different types of materials. They 
also indicated preferences for materials and 
installed equipment by brand name. 


This is why it pays to sell the 39,000 pro- 
fessional Civil Engineers who each month 
spend more time reading CIVIL ENGINEER- 
ING than any other publication. 


Send for your 
copy of Survey Report #2 for details 


Engineers are educated 
to specify and buy. 


CIVIL 
ENGINEERING 


The Magazine of Engineered Construction 


-THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 West 39th Street, New York 18, N. Y. 






AMERICAN 
SOCIETY OF 
Civil 
ENGINEERS 
FOUNDED 
1es2 
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LETTERS .. 


continued from p. 8 


men. May we reserve space 
for you? 


Sincerely yours, 


There is certainly nothing crim- 
inal about a magazine “whooping it 
up” for an edition of (in their 
opinion) unusual interest. However, 
what’s to keep them from checking 
their schedules and refraining from 
sending these letters out to adver- 
tisers who already have an adver- 
tisement scheduled for that partic- 
ular issue? Their unwillingness to 
take the time to check their mailing 
list only means that hundreds of 
their customers have to do it if their 
letter is to be taken seriously. 

I get a lot of these announcements 
referring to issues for which we 
already have scheduled advertising 
and it does waste a lot of time 
checking back to find we already 
have this “important” issue covered. 
Thank you. 

J. W. BROWN 

Advertising Manager, Detroit 

Diesel Engine Div., General 

Motors Corp., Detroit. 


How to personalize a booklet: 
ten changes per press run 


& We find we have aroused con- 
siderable interest with an unusual 
24-page sales brochure for Machine 





& Tool Blue Book. A Hitchcock 
representative is presented pho- 
tographically in various poses on 
15 of the pages. Since each of our 
representatives uses the brochure 
as a handout, and, there are ten 
such representatives, it was nec- 
essary to make ten changes on the 
press before the entire job was 
completed. 

The cover (below) includes a die 
cut to accommodate the salesman’s 
business card. Succeeding pages tell 
our story of editorial staff, editorial 
advisory board, testimonials, a list 
of 50 and 35-year advertisers, 
readership, mechanical excellence 
and direct mail facilities. 

Total print order was only 3,000, 
or 300 for each man. The booklet is 
printed by offset in two colors. Only 
the black plate was changed for 
each 300 copies. 

Our salesmen report that the 
space buyer or advertising manager 
who scans the booklet invariably 
makes some comment about the 
“model” who at the moment is sit- 
tirig on the other side of his desk. 
While the booklet was more costly 
than one without changes in the 
run, it was so out of the ordinary 
we believe the cost was more than 
justified. 

VINCENT C. HOGREN 

Executive Vice-President, 

Hitchcock Publishing Co., 

Wheaton, IIl. 5 








OSE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 








Down on the Washita River in Oklahoma a kindly climate makes possible encourage 
rears the completely outdoor installation of the their continuing expansion. 

Southwestern Station of the Public Service 

Company of Oklahoma. Designed for an ulti- For manufacturers and suppliers to industry 
mate capacity of 500,000 kw, the initial installa- and power, the South and Southwest promises 
tion is 160,000 kw. excellent business in 1956. Devote to this re- 


gion — through SOUTHERN Power and INDUSTRY 
Throughout the South and Southwest util- — a share of your advertising in proportion to 
ities are engaged in a dramatic — and success- the growing potential of the market. You will 


ful — effort to meet the growing power needs be more than pleased with the increased sales 
you will get from this territory. 


of this market’s fast expanding industry. Dur- 
ing the decade ending in 1956 it is estimated 
that private utilities alone will have invested Southern Power and Industry 

approximately $5 Billion in new generating 

facilities, Nearness to low cost fuel supplies 806 Peachtree St., N. E. Atlanta 5, Georgia “ 
and the economies of open air design which 
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Precision metalworking is the 
major production operation 

on almost all products 

of Blackhawk Manufacturing 
Company, Milwaukee. 

This growing company identifies 
itself as the “world’s largest 
manufacturer of hydraulic tools.” 
The Blackhawk line includes 
jacks, “Porto-Power” remotely 
controlled hydraulic jack 
equipment and pipe benders, 
plus hydraulic cylinders, pumps 
and valves. Illustrated here 

in a modern Blackhawk plant is 
a battery of automatic 

screw machines used for 
manufacturing thousands of parts 
for the products 

this company sells. 





Every metalworking company is in business to manufacture products they 
can sell successfully . .. and the first and biggest order of business is to 
keep Production supplied with everything it needs. 





At the Blackhawk Manufacturing Company, for example, 96.9% 
of every purchase dollar is invested in the machinery, equipment, 


materials, and supplies used by Production. 







WY 
...the production way 


The McGraw-Hill Magazine of Metalworking Production, 





¥ 






Published every other Monday 





“oy 
gerne ete 


wer ear REE 
. ga 





urchase dollar’’ 


No wonder, then, that Production’s engineers and executives have Metal- 
working’s most important buying voice. 










No wonder, either, that American Machinist is the most powerful advertis- 
ing force in America’s biggest industry. It is edited exclusively for Metal- 
working Production ... gives Metalworking Production the most help... 
attracts more production-responsible subscribers than any other metal- 
working magazine .. sells Metalworking Production with unmatched im- 
pact and long-sustained results. 


to bigger sales in Metalworkin 


McGraw-Hill Building, New York 36, N.Y. 


Member of the Audit Bureau of Circulations and the Associated Business Publications 












cals and raw materials asked 
for a composite catalog devoted 
exclusively to their needs for 
complete, up-to-date data on 
properties, specifications and 
applications. 











CMC stands alone, 
recognized throughout the 
chemical process industries as 
the exclusive composite catalog 
of chemicals and raw materials 
information! In fact, the de- 
mand for CMC is so great, dis- 
tribution will be increased to 
18,000 guaranteed. Ask for 
facts on how CMC completely, 
economically, sells the big 
process industries market. 
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MATERIALS CATALOG 
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A reader asks. . 

About two years ago, you printed 
some dollar-saving suggestions to 
help the advertising manager with 
a small budget make it go as far as 
possible. 

We're an infant company which 
has no ad manager, and the word 
“small” fails to describe our budget 

tiny or infinitesimal would be 


| much more accurate. No advertis- 


| ing agency in its right mind would 


touch us with a ten foot pole . 


| they’d lose their shirt if they spent 


more than ten minutes a month on 
our account. 
We are going to try to handle our 


own account .. at least until such 


| a time as we're big enough to be- 


come attractive to some advertising 
agency. We’re not quite sure how 
to approach our task. Can you give 
us a check list of things to do or not 
to do? combination president, 
vice-president, secretary-treasurer, 


| sales manager, chief engineer, ad- 





vertising manager, production man- 


| ager and office boy. 


= Yours is an interesting problem 
faced by many young companies. 
You’ve already taken the most im- 
portant step in your advertising 
program in that you have been wise 


| enough to recognize that advertis- 





ing is a necessity for any young 
company if that company is to be 
really successful. 

As you must know, a surprising 
number of companies grow the 
slow, hard way until finally they de- 
cide that now they can afford to ad- 
vertise . . and then with much fan- 
fare start their advertising program 
. . five or ten or fifteen years late. 

Good luck with your program. 
Here are a few suggestions: 


1. First of all determine your ob- 
jectives. What do you want to ac- 
complish? Who are your potential 
customers? Where are they located? 


PROBLEMS 


IN INDUSTRIAL 


MARKETING 


by BOB AITCHISON 






2. Don’t spread your money too 
thin in too many different places. In 
the case of business papers, deter- 
mine the best one or two for your 
purposes. Then concentrate your ac- 
tivity in these one or two publica- 
tions. Don’t buy just one or two ads 
a year in a number of different pub- 
lications. You'll be pouring your 
money down a rat hole if you do. 


3. Follow Starch and Readex 
ports on industrial ads. Those with 
the higher scores may suggest tech- 
niques you can apply to your ad- 
vertising. 


re=- 


4. If you do not feel equal to taking 
on the copy chore, look around for a 
free lance writer. Talk to some of 
your ad manager or agency friends 
. . they’ll be able to suggest a good 
free-lancer. 


5S. The same applies to layout artists 
. they’re easier to find than free 
lance copy men. 


6. After you've lined up a good 
artist, frankly tell him that you have 
to operate a bit on the frugal side. 
Establish a definite format for your 
ads . . perhaps one general layout 
will do for three or four ads. 


7. Forget about using color or bleed 
ads. Instead, use your money to buy 
a greater number of black-and- 
white, standard size ads. 


8. But don’t try to save by having 
the publications set the type for 
your ads. The results are average 
at the very best. 


9. Spend some time talking to the 
space representatives for the publi- 
cations in your field. They’re in a 
position to see what the better ad- 
vertisers do . . and often can give 
suggestions you'll find helpful. 


10. Use product publicity releases 
as much as possible. Here again, 
space representatives can give you 

Continued on page 18 
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Hills-McCanna Company 
Homestead Valve 


Throughout the process industries, you'll find fluid flow control 
problems aplenty — manual, automatic, special. And to meet the 
needs of process men who must have valve facts immediately at 
sollte eo ; hand, you'll find Chemical Engineering Catalog always within 
Luzerne. Rubber Compahy reach every working day throughout the year. 


In the current edition of CEC, 68 manufacturers of valves de- 

scribe their products in detail. Included are application and 
vell Company, Wm 24 performance data, size, design and construction features. Nearly 

Republic F Meters Company 34 ee . . . . . . 

* 9 testbed lead 500 additional companies likewise provide their catalog infor- 

ae antrals Company mation in CEC. It is exclusive in the process industries... bound 

Rockwell Mie 2 to sell process equipment— engineering services— materials of 

Schutte & Koe 2 pany . 

Spence Engin pany, Inc ; construction, 

Star.Tank & Filter Corp . 8 

seemenat Vebiee, ioe For proof of how CEC provides inquiries that lead to sales of 

nited States Rubber Company 21 ° . , 

United States Stoneware C products or services such as yours, call in your Reinhold catalog 

Vanton Pump & Eq ont Core . 

Vogt Machine Co., Hen representative today. 

Worthington Corpor 

Yarnall-Waring Corporation 






28 TYPES OF VALVES SOLD IN CEC 
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bin needle 
butterfly packless 
compressor check pinch 
. control piston CHEMICAL ENGINEERING CATALOG 
manual plug 
pneumatic quick opening 
electric reducing (pressure) 
operated regulating 
custom-lined flow rate 
diaphragm actuated a F { Mw Sa o LD 
— pressure and 
oat temperature 
flush-bottomed safety and relief P u B hi $ H ; N G 
tank standard types : ORP ORATI re ] oy, 
gage glass gate 
hydraulic globe 430 Park Avenue, New York 22, N. Y. 
jacketed check, etc. 4 
made of corrosion- tank car Chicago * Cleveland 
resistant thermostatic los Angeles * San Francisco * Seattle 
materials union-check | Denver * Houston 
mixing vacuum-tight 
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Which Directory 
Makes Your Dollar 
Most Productive? 


eo 


DIRECTORY 
ry \ takes your sales story to 


] 18 industrial buyers* 


per dollar of cost 
*Based on 1954 BPA 





SS" 


ci 














DIRECTORY 
ters \ takes your sales story to 
23 industrial buyerst 
Se / per dollar of cost 


tBased on 1954 ABC 





MacRAE'S Blue Book 
takes your sales story 
to 3O industrial buyers: 


per dollar of cost 


Based on current circulation 





These figures, based on cost per page, per thousand 
of effective industrial-buyer circulation, tell you plainly 
where your directory dollar works hardest and produces 
most. MacRAE’S 1955 circulation is over 90% SIC 
industrial, concentrated on big buying metalworking and 
processing plants, contractors and public utilities. That's 
why your BLUE BOOK Dollars are the most effectively 
productive dollars in your advertising budget. Reserve 
space now in the 1956 issue. 


It Produces 


MacRAE’S toox 


18 East Huron Street, Chicago 11, Ill. 


Consult your 
agency or 
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PROBLEMS . . 


continued from p. 16 


good suggestions. Write publica- 
tions such as Industrial Equipment 
News and New Equipment Digest. 
They'll be glad to send you printed 
“how-to-do-it” material on the 
proper preparation of new product 
news releases. 

11. If you think you have something 
that merits a feature story in the 
main editorial section of a certain 
publication, get in touch with its 
editor. If it looks good to him, he'll 
more often than not be willing to 
send an editor out to give you an 
interview. 

12. Try to avoid copy changes after 
the type has been set . . type altera- 
tions are costly. 

13. Talk to your engraver. He can 
give you good tips on how to keep 
your plate costs to a minimum. 
14. From time to time you may 
want to have pictures taken of your 
product in use at the plant of a cus- 
tomer . . . perhaps out of town. It 
isn’t necessary for you to make the 
trip yourself . . arrange for an or- 
ganization such as Interstate Pho- 
tographers, McGraw-Hill Field Photo 
Service or United Press Newspic- 
tures to take these pictures for you. 
They all have New York offices, 
but can offer service almost any- 
where; they do high calibre work, 
and their rates are reasonable. 

15. Although your funds won’t per- 
mit a substantial expenditure for di- 
rect mail, don’t overlook this im- 
portant medium. Perhaps you can 
publish mimeographed or multi- 
graphed newsletters. 

16. Many small companies have 
given themselves a good boost, by 
taking space in the right trade show. 
You don’t have to have a large 
space . . a ten-foot spot will serve 
you very well. Be sure of one thing, 
though: don’t have a dead exhibit, 
have something going on. Have your 
product in operation, if this is pos- 
sible. 

17. Read the advertising press. 
These publications offer a wealth of 
how-to-do-it information that can 
be of definite help to you. * 
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“Look what we’re missing !” 


“We think we’re doing a pretty good job in the 
foundry industry. But look what these cards tell 
us,” said one sales executive, ‘“‘we’re missing a lot 
of our potential.” 


It’s amazing how often we’ve been hearing similar 
remarks when advertising and sales executives 
begin to check FOUNDRY Sales Control cards 
against their own sales performance records. 


In an industry that’s spending one million dollars 
an hour for materials and supplies, it’s worth some 
specialized effort to go after a larger chunk of the 
business. These Sales Control cards are just one 
step in FOUNDRY’s PLUS 5 Sales Development 
Service that helps you evaluate potentials, and 
plan a concentrated advertising and selling program 
to improve sales to foundries. Write for the folder 


that outlines FOUNDRY’s PLUS 5 Sales Develop- 
ment Service. This unique service is provided 
exclusively by FOUNDRY-— the magazine that 
covers every worthwhile foundry in the industry. 
FOUNDRY, Penton Bldg., Cleveland 13, Ohio. 







More than a magazine... 








..@ complete sales devel 
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There’s one market moving so fast you can’t measure 


; ! ook up it in yesterday’s terms...or today’s... but tomor- 


to the 
whole 


row’s. That’s the expanding electrical products market. 

Take just one aspect of it ...communications. 
From electron tubes to transistors to printed circuits 
and modular units...one new development after 
another sparks one new product after another. And 
the same’s true for all types of electrically operated 
machines, appliances and equipment. 

Designers of these products all share the same tech- 


* 
ex andin nological problems ...which means they’re all guided 
by the same technical magazine... ELECTRICAL 


MANUFACTURING...at the design engineering level, 
where the plans are made and the materials and 
components specified. 


...1n one 


Products for communications 


are just one part of the big 
ELECTRICALLY OPERATED PRODUCTS MARKET 


which includes all the thousands of 
different machines, appliances and 


equipment used in 8 fields*. .. 


POWER. GENERATION AND DISTRIBUTION 
MANUFACTURING AND PROCESSING 
CONSTRUCTION AND MINING 

BUSINESS AND SERVICES 
COMMUNICATIONS 

TRANSPORTATION 

MILITARY 

HOME AND FARM 


*These 8 broad fields include 86 separate industry groups of the Standard Industrial Classifications 








Look what’s happening. The transistor, designed 
for a telephone circuit, pops up in the control circuit 
of a machine tool. A tube developed for radar is built 
into a microwave cooking range. A timer planned 
for a guided missile may operate the cycling of an 
automatic laundry machine. 

All this makes ELECTRICAL MANUFACTURING 
the basic magazine of design engineering for the 
whole field of electrical product manufacturing. 
It’s the only publication that keeps today’s engi- 
neers posted on the new electrical-electronic tech- 
nology, the new materials, the new components— 
in terms of their application to electrically operated 
products. This means you can cover this whole 
Original Equipment Market... 


design 


Ilectrical 
Manufacturing 


afiaad mag azine 


Top: “Gunsight’”’ on Motorola portable microwave TV 

relay equipment. 

Bottom: Collins Radio Company 20V-2 1,000/500 watt HI-FI 
AM Broadcast Transmitter. 





era eens ctnra enamamtrtee sere nares 


ona /' 

The Gage 

Publishing Company 
1250 Sixth Avenue 
New York 20, N. Y. 


Top: Capehart all-speed, high fidelity phonograph with new 


“‘Colortone”’ Controls. 


Bottom: A 35mm pick-up unit of Du Mont’s new “‘Electronicam” 


TV-Film System. 
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How the 

M.B. Skinner Co. 
uses ads In 
businesspapers 
to sell clamps 
competitively... 


OBJECTIVE: 

To sell gas and water company 
officials on purchasing Skinner 
clamps rather than the clamps of 
a competitor. 

SCHEDULE: 

Two-color pages in four business 
publications. 

RESULTS: 

“The past year, 1954, during which 
these advertisements appeared, set 
a new sales record for the articles 
advertised for all time. The in- 
crease over ’53 averaged 22%.” 
AGENCY: 

Jones & Taylor and Associates. 


building better 
businesspapers... 


better businesspaper 
advertising 


Tue Associated Business PUBLICATIONS 


Founded 1906 


205 East 42nd Street, New York 17, N. Y. 
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Why business boom 
keeps going.. 
no end in sight 


= Eagle-eyed experts who watch 
the business barometers see no sign 
that the business boom is nearing 
its end. Consumer demand, which 
was the major factor reversing the 
post-Korea slump, remains strong. 
Huge expansion programs in steel, 
aluminum and automotive products 
which are shaping up will add to 
the momentum. 

Commerce Department 
are convinced that consumer buying 
checked the 1953-54 recession, and 
forced business men to abandon 
cautious appraisals of future equip- 
ment needs. So far as anyone can 
see, the powerful underpinning of 
consumer buying is still there. Hous- 
ing starts, which stumbled in mid- 
summer, have regained their stride, 
despite stricter mortgage terms. And 
the auto industry, confident that the 


experts 


_ trend toward suburbia has broad- 


ened its markets, is predicting that 
1956 will be another 8,000,000-car 
year. 

From all appearances business 
men are rapidly concluding that 
their sights were too low when they 
began retrenching on capital expen- 
ditures last year. Recent surveys 
show expenditures for plant and 
equipment in fourth quarter 1955 
are running 3% higher than origi- 
nally estimated, and that 1955’s 
total will be close to the $28.3 bil- 
lion 1953 peak. 


Votes at Stake .. Barring the un- 
foreseen, Congressional leaders will 
brush aside caution and vote cuts 
in personal income taxes next year. 
This means more buying power for 
consumers, and does not sit well 


REPORT 


by Stanley E. Cohen 


with classic economists who contend 
that it is unnecessary and even 
dangerous to build buying power 
in inflationary times like these. But 
with the 1956 Presidential sweep- 
stakes a wide-open race, neither 
party is inclined to behave too much 
like statesmen, with so many votes 
at stake. 

Spokesmen for business organi- 
zations see little prospect for reduc- 
tions in corporation taxes or ex- 
cises. “Trouble is,’ one unhappy 
lobbyist says, “business men them- 
selves won't fight for corporation 


tax cuts. Most executives are man- 
agers with little equity in their 
business. Personal income tax cuts 
are money in their pockets, while 
corporation tax cuts go chiefly to 
stockholders.” 

With the presidency at stake there 
will be lots of rough and tumble in 
the next session of Congress. 

While there is mounting concern 
over violent mass picketing, like 
that at Perfect Circle’s New Castle, 
Ind., plant, there is little likelihood 
of labor legislation. Even if it comes, 
one seasoned labor relations expert 
says, federal restrictions on mass 
picketing will inevitably be accom- 
panied by some limitation on man- 
agement, too. 

There’s fair possibility of legisla- 
tion covering the lush “health and 
welfare” funds which have been set 
up under recent labor agreements. 
Backstage investigations show some 
of these huge funds are being pil- 
fered. When the “build up” for this 
legislation gets under way, “horrible 
examples” will be cited in which 

Continued on page 26 





In Residential Air Conditioning, Warm Air Heating, Sheet Metal Contracting 


Keep your sales story before 
key men all through 1956... 


IN THE HANDS of the 11,000 dealers, contractors, Here’s an issue with regular editorial content to at- 
and wholesalers who do 80% of the available busi- tract immediate readership PLUS a complete, up- 
ness . . . received as part of their paid subscription to-date product reference section to guarantee con- 
... used whenever sources of supply are being sought tinuing attention throughout 1956. 

and buying decisions are being made. Nowhere can your advertising dollars be more 


That briefly sums up the tremendous value our profitably invested! Capitalize on this opportunity 


January Directory Number offers to advertisers. by giving your product line the full treatment. 


Contains 


an alphabetical listing of all applicable products... 
names and addresses of all the manufacturers 

. a listing of all known trade names ...a 
guide to the products advertised in this 

issue and the manufacturers’ names... AND the 
normal editorial content of a regular issue. 


Used by 


well over 200 advertisers each year, many 
of whom take spreads, inserts, and multiple 
pages to present complete product information. 


No Premium 


is charged for the “‘plus’’ values provided. 
Space rates are the same as for any 

other issue. It is not a 13th or extra- 
cost number. 


Published each January 
since 1934 


KEENEY PUBLISHING. . . . 6 N. Michigan, Chicago 


@ AIR CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal CLEVELAND: 737 National City Bank Bldg. LOS ANGELES: 672 S. Lafayette Park Place 
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*Your Electric Light and Power represen- 
tative will be glad to show you the actual 
list, names and all, for this company, and 


for any other leading electric utility you 
care to name. 


Asst. 
Cons. 
Dsgn. 


Electric Light and Power 
reaches these key men* 
in The Montane Power Company 


TG 
it 


ae 
i 


a 
ae 


Mer., Columbus, Mont. 
er sei Mgr, Conrad, Mont. 
Lec. Magr., Deer Louee, — 
., Dillon, . 
oor. a tale os 
Gen. Pit. . Fishtail, Mont. 


The Montana Power Company’s Kerr hydro-electric power plant in Northwestern 
Montana where a third 56,000-kw unit was installed late in 1954 to boost capacity 
of this plant to 168,000-kw. 


The Kerr hydro-electric plant is one of 12 hydro plants in the Montana Power 
Company’s system which includes a 66,000-kw steam-electric station. 

This company is one of the largest electric utilities in the Northwest where it 
serves more than 132,000 electric consumers — 462,000 people — in a 90,000 
square-mile area. The Montana Power Company has spent about $48 million since 
1945 for new generating, transmission and distribution facilities. 





They hold the reins =| 
to harness rivers 


Back of every hydro-electric project, new power plant or new electric 
power development stands a group of important key men. They hold 
the reins. The purchasing power is in their hands. When you reach 
them you are speaking to the men who are spending billions of dol- 
lars every year for new electric power facilities. 


And reach them you can! 


Electric Light and Power reaches the key men in every leading 
electric power company in the nation. 


Your sales story in last month’s issue of Electric Light and Power, 
for example, reached the key men, shown at the left, in the Montana 
Power Company. You also reached a similar group of key men in 
the electric Properties that account for 96.7% of the nation’s elec- 
tric utility generating capacity. You reached the key men in the 
companies that are serving 98.8% of all U.S. electric customers. 


It is this kind of penetrating coverage that is making sales for Electric 
Light and Power advertisers. They are getting to the men who hold 
the reins in a $4 billion market. And the market is still growing. 


It is predicted that the electric power industry will double in size in 
the next ten years. If you are not getting your share of this growing 
market, ask one of our representatives to show you how and why 
Electric Light and Power can help you increase your sales. Haywood 
Publishing Co., 22 East Huron St., Chicago 11, Illinois. 2 


ELECTRIC 
LIGHT ena 
POWER + 
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ELECTRIC LIGHT AND POWER sd 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 


. 


SALES OFFICES: 


CHICAGO 11, ILL. NEW YORK 22, NEW YORK 
22 E. Huron Street 130 East 56th Street 
WHitehall 4-0868 PLaza 1-1863 

Walter J. Stevens W. A. Clabault 

G. E. Williams B. H. Dutton 

CLEVELAND 15, OHIO WEST COAST 

1836 Euclid Avenue McCDONALD-THOMPSON 
PRospect 1-0505 San Francisco Seattle 
Orrin A. Eames Los Angeles Dallas 
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Working 
Alone? 





Mavse you own your 
business, sell your prod- 
uct, and write your own 
advertisements. 

If you need a lift in sales 
and advertising, a cus- 
tomer magazine by 
William Feather may be 
the solution. Better and 
less expensive than do- 


it-yourself. 





A TESTED CUSTOMER 
MAGAZINE FOR 
ESTABLISHED BUSINESSES 





Complete details, samples 
and cost information will 
be sent upon request. 
Anyone in a business not 
competitive with our 
present customers can try 
our magazine on a test 
basis. Quit anytime you 
find the magazine is not 
doing an effective adver- 
tising job. 




















I 


The 


WILLIAM FEATHER 


COMPANY 


9904 Clinton Road, Cleveland 9, 


Ohio 
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WASHINGTON .. 


continued from p. 22 


management’s trustees acquiesced 
in the doings of the plunderers. 


U. S. Buys Machine Tools .. 
For the first time since defense plan- 
ning got under way, Uncle Sam has 
been forced to go into the market 
and buy machine tools in order to 
round out the capacity of a vital 
defense industry. The product in- 





volved is steam turbines and turbine 
gears for the electric power gen- 
erators of naval and maritime ves- 
sels. The eight firms in this industry 
reported they are unable to invest 
the necessary $70 million in tools 
which will not be used unless an 
all-out emergency develops. 

Under the program worked out to 
solve the problem, the government 
will buy the tools and store them in 
the plants of the eight companies. 
The companies will be required to 
purchase or lease the equipment at 
any time they are placed in opera- 
tion. 

Use of defense stockpiles to manip- 
ulate the laws of supply and de- 
mand has been a hot issue here, in 
view of uncomfortable shortages of 
metals like copper and aluminum. 
On several occasions, the govern- 
ment has tried to ease supply situ- 
ations by deferring delivery of 
metals ordered for the stockpile. 
Recently, however, the issue came 
to a head when spokesmen for cop- 
per and brass warehouses claimed 
inventories were dangerously low 
and that 30,000 plants with 850,000 
employes might be hurt unless 100,- 
000 tons of copper were released 
frorh the stockpile itself. 


Wanted: Atomic Companies . . 
New invitations for more business 
men to get into the new-born nu- 
clear industries are being issued 
publicly by the Atomic Energy Com- 
mission. Companies interested in 





developing moderate-sized power 
reactors, with capacity up to 40,000 
kilowatts, have until Feb. 1, 1956, to 
submit plans. AEC is prepared to 
provide substantial financial assist- 
ance. AEC also wants to hear from 


companies that are interested in 
participating in the power reactor 
technology program. 

Commission experts feel power 
reactors now being planned and 
built are a “first generation,’ and 
that at least five to seven years will 
be needed before improved, “second 
generation” designs result. As they 
see it, the transition to nuclear 
power will be slow and orderly, 
since there is no pressing demand 
and there is ample time for thor- 
ough testing. 


Coal Hopes Strong . . The coal 
industry is applauding Mobilization 
Chief Flemming’s recent action 
warning against further increases in 
imports of crude oil. 

Coal spokesmen insist their in- 
dustry will weather the current 
competition of oil and natural gas, 
and that it will more than hold its 
own against atomic energy. 





With crude oil imports curtailed, 
they expect to hold their own until 
supplies of gas and oil begin de- 
clining. After that they expect that 
coal will be used as a source of 
synthetic gas and oil. 

As for the atom, they plan to take 
it in stride. As they see it, nuclear 
power will be used chiefly to sup- 
plement coal in high cost areas. By 
their estimates the electric utility 
industry alone will be using approx- 
imately three times as much coal in 
1975 as the 115 million tons a year 
now being used. ® 





Hew vextne & PLUMBING EQUIPMENT NEWS 


DUN & BRADSTREET Ccecaclemon Fen 


PROVIDES COMPLETE COVERAGE OF ALL WORTHWHILE HEATING, 
PLUMBING AND AIR CONDITIONING CONTRACTORS... 
WHOLESALERS... AND ASSOCIATED GROUPS 


HE HPEN-D&B Plan is designed to 
e give you top-quality Coverage of 
the complete chain of distribution in 
this Market. Under this Plan, all firms 
are thoroughly screened, identified 
and located by Dun & Bradstreet. 
Then, HPEN covers... 


e@ all heating, plumbing and air con- 
ditioning Contractors with DUN & 
BRADSTREET Net Worth ratings from 
$5,000 to $1,000,000 plus 

(sic classification Nos. 1711, 17AA, 
RU ok 


e all heating, plumbing and air con- 
ditioning Wholesalers with DUN & 
BRADSTREET Net Worth ratings from 
$20,000 to $1,000,000 plus 

(sIc classification Nos. 5074-5-6-7) ... 


e house-heating Engineers associated 
with large Gas Utility Companies... 


e known volume-buying Manufactur- 
ers as verified by DUN & BRADSTREET’S 
Directory... 


e and the most active Manufacturers’ 
Agents, as verified by the publisher. 


The HPEN-D&B Circulation Plan keeps 
pace with all changes and activity in 
the Market... gives you the most com- 
prehensive and accurate Coverage 
possible. Be sure your 1956 Schedules 
include HPEN —it’s your most eco- 
nomical advertising buy. 


Gas Heat 

Radiator Heat 
bing 

Piping 

Ventilating 

Air Conditioning 





CIRCULATION BREAKDOWN 
as of October 1, 1955 


Contractors 30,747 
Wholesalers 2,988 
Manufacturers’ Agents 641 
Manufacturers 748 


House Heating Engineers 1,003 


| Total Circulation 36,127 


IN B P| Published by The Industrial Press, 93 Worth St., New York 13 








BASIC 








influences 


329,000" 


civil engineers 
with a 3-hour plus 
readership per copy. 






_ influences @ 
40,000 


mechanical engineers 
every month 


plus 9,000 undergraduates. 
influences 


1S,O000O0 


mechanical engineers 
who consult it before 
buying 40 times a year. 


Gay... publications, like “hard” money, are basic. Their 
position is largely determined by the character of the institutions 
which issue them. 

In industry, the basic books are the Engineering Society maga- 
zines. The reason is basic, too. 

These magazines are owned, through their Societies, by the 
engineers themselves. They are published by engineers, circulated 
exclusively to engineers, and written and edited by the acknowl- 
edged leaders in specific fields. 

Engineering Society magazines command high respect because 
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influences 
19,000 
chemical engineers, 
with the greatest advertising 
growth in the field. 






influences 


35,000 


electrical engineers, 
the largest group 


in this field. 


influences 


10,000 
mining engineetsy 
blanketing the metallie; 
non-metallic and coal fields. 


influences 


"1 ,OOO 


metallurgical engineers, 
penetrating the 
metals industries. 


they report consistently and authoritatively the most significant, 
the most vitally important developments that engineers must know. 
They are the fundamental workbooks of the engineering profession. 

That’s why Engineering Society magazines are basic for adver- 
i! tisers. When product facts are presented here, they command 
1 attention, and influence the men who must be sold before purchase 
orders can be written. 


Remember -engineers are educated to specify and buy! 


4 November 1955 / 29 





















REVOLUTION? 





Urges graphic arts 
center to foster new 
low cost printing 


® cHIcAGO—The greatest revolution 
in printing since the invention of 
movable type 500 years ago is now 
taking place, but U. S. publishers 
and printers may miss the boat if 
they don’t take needed steps soon. 

So said O. M. Forkert, graphic 
arts consultant, at a meeting of the 
Chicago Business Publications As- 
sociation. He listed these needed 
steps: 


1. Create an American graphic arts 
academy, similar to one in Sweden 
which is contributing importantly to 
progress there. 


2. Start an editorial training and 
research center that would offer 
training in all new processes in the 
graphic arts. 


3. Establish fair trade rules in this 
field, to end unfair marketing prac- 
tices that can hinder introduction of 
new processes and equipment. 


4. Take a more active part in ex- 
change of information on printing 
with other nations. 


“At the last international confer- 
ence on such matters in London, 
this country was not even repre- 
sented,” Mr Forkert asserted. “Yet 
they were talking there about really 
astonishing new developments in 
printing. 

The basis of the new develop- 
ments, he said, is the use of photo 
composing equipment, in place of 
conventional hot metal type-setting. 
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He warned that European coun- 
tries are moving along rapidly in this 
field: 

“In Russia, there is no metal type. 
It is all plastic type and photo com- 
position. 

“There is a danger of American 
publishers and printers becoming 
too isolated, in the face of the biggest 
innovation in the history of print- 
ing.’ Mr. Forkert observed that 
many of the great strides taken by 
foreign printers have been accom- 
plished with U. S. money. 

Illustrating what new processes 
can do, he held up for view a 66- 
page book, printed by new methods, 
for which production costs were 
only $280. He said that the new 
equipment was lower in cost and 
reduced the time needed to set up 
for printing. 

“This is upon us,” he asserted. “It 
is being done right along.” He cited 
a news release packet released re- 
cently by General Motors in intro- 
ducing one of its new cars. The 
release, he said, included a note 
explaining to editors that for pub- 
lications using photocomposition 
methods, column-width photographs 
were included. 

[More evidence of growing use of 
the new methods turned up at the 
annual convention of the Southern 
Newspaper Publishers Association 
at Hot Springs, Ark., where a slide 
film, prepared by the Intertype 
Corp., was presented, showing the 
use of photo composing machines in 
plants of the St. Petersburg Times, 
Milwaukee Journal and South Bend 
Tribune. } 

Asserting that printing is entering 
the electronic age, Mr. Forkert fore- 
saw the printer of the future as a 
man standing by a machine watch- 


ing for a little red light “to signal 
that a press job is out of register by 
a hundred thousandth of an inch.” 


Predicts more Americans will 
show in foreign trade fairs 


® cHicaco—More and more Amer- 
ican industrial companies will be 
using foreign trade fairs to promote 
their export business, predicts an 
American executive who has been 
close to such fairs. 

He is Fitzhugh Granger, manager, 
foreign merchandising services, In- 
ternational Harvester Co., Chicago, 
who took part in a U. S. trade mis- 
sion to Spain during which he visited 
the Barcelona trade fair. 

Mr. Granger told a meeting of the 
Export Managers Club of Chicago, 
“I believe there will be a steadily 
increasing number of American 
manufacturers and exporters par- 
ticipating in big overseas fairs.” 

He said that such international 
trade fairs are a “well established 
and popular means of displaying 
and selling merchandise in many 
areas of the world. Active U. S. par- 
ticipation in the trade fair program 
will offer an unprecedented oppor- 
tunity to display American goods 
and provide American information 
and counseling services.” 

Another speaker, George C. 
Payne, manager, Chicago field office 
of the U. S. Department of Com- 
merce, described government par- 
ticipation in international trade 

Continued on page 32 

















Made in USA . . This symbol will 
identify American exhibits at international 
trade fairs. Decals for use on machines 
and posters of the symbol are available 
from the Commerce Department. 





Here's a vital Industrial Market 
you may have overlooked .... 










Your Expressway to a 
6-Point Metals Market 
® Process Heating 

° Forging 

© Steel Plants 

© Finishing 

Baking and Drying 

Heat Treating 















Because Process Heating, Heat Treating, Melting, Refining, Forging and Finishing of 







Metals are highly specialized functions in industry, specialists need top-calibre editorial 


devoted to their specific problems. Only “Industrial Heating" provides this editorial service. Its editors and con- 





tributors have had many years of experience in the field—where the work is done, where the equipment, acces- 






sories, and supplies are purchased. And, "Industrial Heating" is the accepted authority in this field—a working 





tool. 


| Circulation | Sales are made to those who actually decide, and "Industrial Heating" circulation de- 
livery of 18,000 is grooved to reach those operating men who can and do buy. Op- 


erating officials concerned with the constant reappraisal and modernization of their plants heat processing opera- 





tions are our readers, and "Industrial Heating" is read by these men in every industrial classification. You reach 






these important buying functions—1!00%: 






* Key Production Officials 





e Department Foremen 








* Metallurgists e Combustion and Fuel Engineers 
* Plant Superintendents e Heat Treaters 
* Plant Engineers e Furnace and Oven Builders 














- .. all vitally concerned with the effective use and contro! of HEAT. All vitally interested in products 
that do the job most efficiently. 


of advertising reached this key market through this one magazine. 


More advertisers selling the heat treating, heat refining, and heat processing market 





use "Industrial Heating’ than any other magazine. In 1954-1955, more than 3000 pages 


Over 200 "Blue Chip" industrial advertiser manufacturers of these products rely on the power of "Industrial Heat- 


ing" to sell: 


e Furnaces « Blowers 
* Induction Heaters e Controls 
e Ovens e Insulation-Refractories 
| ¢ Spray Booths e Fuels 
‘ ¢ Heat Resistant Alloys e Quenching Media & Equipment 
é * Immersion Heaters e Heat Treating Salts 


We know how fo help you sell your products to this market. Call or write today for more information 
on how your products could be used by Industrial Heating Specialists in their manufacturing operation. 


We have a list of hundreds of products used in this important market, The products you sell may be on 
this list. Get in touch with us today! 




















TALK ABOUT 








“PIPELINES © 


to the 


INSIDE..... 


If you’re looking for a direct pipe- 
line to get your sales story to the 
places where it counts — on the in- 
side of the ceramic field, your obvious 
choice is the CERAMIC BULLETIN. 


The BULLETIN, as the official organ 
of the American Ceramic Society, is 
not only the most widely read ceramic 
publication at all leveis of the in- 
dustry, but is recognized as the out- 
standing source of authoritative, up- 
to-date ceramic, industrial and _tech- 
nical information. 


Because of its wealth of sound in- 
formation, every issue of the CB be- 
comes a reference work to be checked 
and rechecked read and reread 
. . . passed on from one department 
head to the next. It’s this plus value 
that means added readership, added 
impact to your sales story .. . real 
penetration. 





We'll be happy to discuss CERAMIC 
BULLETIN advertising with you in 
complete detail. 

Write today for a detailed analysis of 
Ceramic Bulletin’s complete coverage 
of the $4 billion ceramic market. 


eramic 
ulletin 
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NEWS .. 


continued from p. 30 


fairs. He said that under the pro- 
gram, started this year, the govern- 
ment sets up a central American 
exhibit in each major fair and assists 
and counsels private companies 
that want to participate in the fairs. 


TV moves into industrial 
market, finds it's booming 


® cHicaGo—Industry is becoming a 
boom market for closed circuit tele- 
vision equipment, according to 
James L. Lahey, general manager, 
Dage Television Div., Thompson 
Products, Michigan City, Ind. 

Mr. Lahey spoke at the National 
Electronics Conference in Chicago. 
He predicted that sales of closed 
circuit TV equipment to industry 
during 1956 will be more than $4,- 
000,000, which will surpass all such 
sales during the past decade. 

He said uses for TV in industry 
include such things as remote read- 
ing of documents, meters or gages 
in distant or hazardous locations; 
production, traffic or process con- 
trol; materials handling, and many 
teaching activities in colleges and 
industry. 


2,500 Fedders salesmen fly 

to Jamaica on free vacation 

® BUFFALO, N. Y.—The biggest com- 
mercial “airlift” in history is going 
on right now. 

The “liftees” are 2,500 lucky (and 
energetic) air conditioner salesmen 
and their wives. They’re flying to 
Jamaica for a one-week vacation. 

The salesmen and wives are 
guests of Fedders-Quigan Corp., 
Buffalo, which makes the air condi- 
tioners the men sell. The expense- 
paid vacations are prizes in a con- 
test Fedders-Quigan conducted 
among its distributors, dealers and 
salesmen. 

Thirty special round trip flights 
are carrying the vacationers. to 
Montego Bay, Jamaica, for a week 
of deep sea fishing, golfing, tennis, 
sight seeing, cocktail parties and 
entertainment-filled evenings 
all on Fedders-Quigan. 

The flying vacations stretch over 


a six-week period, with about 400 
persons on vacation in Jamaica dur- 
ing each of those weeks. The flights 
began Oct. 4 and will end when the 
last group returns Nov. 16. 


Republic Steel launches 
consumer ad campaign 


™ CLEVELAND—Republic Steel Corp., 
Cleveland, which sells only to in- 
dustry, has launched an advertising 
campaign to promote stainless steel 
products to consumers. 

Key to the campaign is the desig- 
nation of November as “stainless 
steel month.” 

A full-color, two-page spread in 
the Nov. 5 issue of the Saturday 
Evening Post kicked off the cam- 
paign to consumers. 

A retailer tie-in package was fea- 
tured in a six-page insert in the 
Sept. 28 issue of Retailing Daily. 
The package includes ad reprints, 
counter and window display cards, 
window and wall banners, radio 
spot announcements, pricing tags 


and display suggestions. 
Republic’s agency is Meldrum & 
Fewsmith, Cleveland. 


ntinued on pags 
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Extra-Curricular .. Three. siaff 
members of Bert S. Gittins Advertising, 


Milwaukee, have become extra-busy with 


extra-curricular duties. Here, they look 
ver “Torch,” Men's Advertising Club of 


Milwaukee publication, of which Frank 
Beezley (standing), Gittins industrial copy 
chief, is editor. James Costello (left), di- 
rector of industrial markets for the agency, 
is president of the Milwaukee Industrial 
Marketing Association, and Dorothy Helms, 
Gittins traffic manager, is vice-president 
of the Women’s Advertising Club of Mil- 


waukee. 





CONOVER-MAST PURCHASING DIRECTORY MARKET & MEDIA FILE 








You get a steady flow 
of new customers 





The only 
national 100% 
industrial 
directory 





















in Conover-Mast purcHasine DIRECTORY 


Source: National Industrial Adver- 
tisers Association survey showing 
how the industrial buyer gets in 

18.1% touch with the supply source — 
based on 1,380 contacts that re- 
sulted in 512 actual orders. 


DIRECTORIES ARE NO. 1 
IN PUTTING 
INDUSTRIAL BUYERS 





| IN TOUCH WITH YOU 14.7% 
12.7% 
| Industrial buyers make the original contact 
with you through directories more than 9.4% 9.2% 
through any other source. 
f g y 7.5% 
j This is shown in the largest survey of indus- _ 
| trial buying practices ever made. 
: Directories put you before the buyer at the 
crucial moment — when there is an order to 
be placed. Make sure you are properly rep- 
resented at the all-important buying moment = seaehdnal — ite oe —— a ay pases 
— and directories will bring you a steady flow — colee= ga ge 
ons 


of profitable new business. 


Buying inquiries cut your selling cost 76%, 


The average sales call costs $17.24. Cold calls result in 9.2 orders per 38.4 
100 calls. Orders 


But sales calls made in following up buying inquiries — the kind produced by 
directories — produce 38.4 orders per 100 calls. 


Average number of orders 
per 100 calls. New York 
Sales Executive Club sur- 
vey of 228 manufacturers. 


You get four times as many orders. You cut your selling cost 76%. 





You get more actual business per dollar of adver- 
Advertising A gency Service tising cost through directories than through any 
other source. 

INSURES GREATER RESULTS | Directories are the foundation of your entire 
advertising and sales campaign. 


9.2 x 
Orders 





from your directory advertising 





Calls 
following up Cold Calls 


buying inquiries 








You get maximum coverage of 
industry's buying power through 


Conover-Mast PURCHASING DIRECTORY 


Conover-Mast 
PURCHASING DIRECTORY 
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—the only national 100% industrial directory—strictly industrial. It lists no baby 
carriages or cosmetics. It goes only to industrial buyers. It is used wholly for indus- 
trial buying. 














Compact and yet complete, it is much easier to use than bulky “catch-all” directories. 














. YOU TAP 85% OF INDUSTRY'S BUYING POWER — 
YOU REACH PRACTICALLY EVERY WORTHWHILE PLANT 
Employment Proportion of 
Plants With More Plants in Plants Buying Power 
S. 1.6. Total Number of Than The Covered Covered Covered by 
No. industry Plants Employees Employment Shown by CMPD by CMPD CMPD 
35 Machinery, Except Electrical 21,231 1,608,621 30emp. 6,040 5,955 1,481,982 92% 
36 Electrical Machinery, etc. 4,901 916,193 30emp. 2,212 2,173 885,899 97% 
34 | Fabricated Metal Prods. 19,471 1,083,326 30emp. 5,959 5,241 946,268 87% 
37 Transportation Equip. 4,404 1,471,754 30emp. 1,703 1,475 1,442,564 98% 
38 Instruments & Related Prods. 3,495 259,748 30 emp. 918 568 225,314 87% 
33 Primary Metals 5,855 1,243,298 99emp. 1,553 1,174 1,074,826 86% 
28 Chemicals & Allied Prods. 11,486 720,822 79emp. 1,625 1,372 546,119 16% 
30 Rubber Products “ 1,100 256,407 99 emp. 299 264 232,175 91% 
29 Petroleum & Coal Prods. 1,558 222,606 99 emp. 367 340 191,057 86% 
32 | Stone, Clay & Glass 11,370 533,253 249 emp. 441 385 252,153 47% 
31 Leather & Leather Prods. 5,296 400,950 249 emp. 447 377 193,962 48% 
24 | Lumber & Products 44,572 826,956 249 emp. 373 339 156,161 19% 
25 Furniture & Fixtures 9,981 377,590 249 emp. 277 126 98,287 26% 
26 Paper & Allied Prods. 4,673 508,545 249 emp. 546 219 170,213 33% 
22 Textile Mill Prods. 9,324 1,273,334 499 emp. 614 782 705,196 55% 
20 Food & Kindred Prods. 37,570 1,393,038 499 emp. 335 381 411,202 30% 
21 Tobacco Mfrs. 957 89,434 999 emp. 24 27 36,837 41% 
23 Apparel & Related Prods. 32,198 1,269,820 999 emp. 38 41 58,492 5% 
27 Printing & Publishing ind. 31,531 762,327 999 emp. 105 112 149,567 20% 
39 | Miscellaneous Mfg. 17,443 553,314 | 249emp. 359 357 230,138 42% 
Totals 278,416* 15,771,336* 24,235 21,708 9,488,412 
































*Source: U.S. Department of Commerce 


And that's not all—you get additional buying power 


You also get profitable business through the Conover- meray Plant Circulation (21,708 Plants) sa —_ 

‘ ‘ . a ic Utilities copies 

Mast Purchasing Directory from the larger utilities, Mines, Quarries, Oil Wells 403 copies 

mining companies, construction companies, industrial Engineering & Construction 339 copies 
distributors, Army, Navy, Air Force, and so on. Government Procurement Offices: 

Army, Navy, Air Force, etc. 452 copies 

State, County, Municipal 309 copies 

IMPORTANT-—Effective January, 1955, yearly circula- Industrial Distributors __381 copies 

8 he iencenndaih a MR: Ciinibdrensinaclneutation 24,747 copies 

tion will be increased to 00. Manufacturing circula Others (Advertising Agencies, ete.) 239 copies 


ill be ¢ 23,300. 
Om Se ana ee TOTAL DISTRIBUTION—Dec. 1954 24,986 copies 
































94% 


You get buying inquiries from ; 
PS Plant and Engineering 


plant and engineering executives 
as well as the purchasing department Executives 


42% 
All 
Other 


A large number of your most important inquiries 
come direct from plant and engineering executives. 
That’s why CONOVER-MAST PURCHASING 
DIRECTORY doesn’t stop with covering the Pur- 
chasing department for you — it brings you right in 
the plant and the engineering department. It covers 
all sources of orders and inquiries for you. More than half of CMPD’S circulation is among plant 
and engineering executives. 





YOU TOUCH ALL BUYING BASES WHEN YOU'RE IN 
CONOVER-MAST PURCHASING DIRECTORY 





George A. Wescott, Planf Engineer, H. K. Anderson, Master Mechanic, J. A. Lee, Director ne Purchases, E. F. Bauman, Director of Purchases, 
Remington Rand, Inc., Tonawanda, Bendix Home Appliances Div., Avco Nash-Kelvinator Corp., Detroit, Michi- Federal-Mogul Corp., Detroit, Mich., 
N. Y., says, “We use it constantly Mfg. Corp., Clyde, Ohio, says, “Very gan, says, ‘Very useful in our daily says, “Due to its compactness and 
and would be lost without it.” helpful and easy to use.” business.” completeness, it is the most used.” 


A> 
, ‘be 


James L. Bates, Production Manager Milton Davis, Plant Engineer, Sylvania W. F. Sheff, Pur. Agt., Food Machinery J. Ralph Walker, Ass’t Procurement 





of Rockwell Mfg. Co., Regulator Div., Electric Products, Inc., Danvers, and Chemical Corp., John Bean Div., Manager, Fairchild Engine Div, - 
Norwalk, Ohio, says, “Always kept Mass., says, ‘Il have at my finger San Jose, Calif., says, “We use it Fairchild Engine and Airplane Corp., 
within arm’s reach. Of tremendous tips, one book with all the informa- constantly to find new sources of Farmingdale, L. |., N. ¥., says, “In 
value in securing new sources of tion | require. CMPD is complete, supply and wouldn't consider our daily use in our procurement 
supply.” compact, and in use every day.” department complete without it.” department.” 

a 2,624 ALL OTHER 


CIRCULATION 
You get 48% more coverage 


of manufacturing plants 





8 
ALL OTHER 
CIRCULATION 
Conover-Mast Purchasing Directory concentrates 7,697 

on the industrial market, just as you do. No retail 

stores, no banks. It gives you 48% more selling 
, power because you get 48% more manufacturing 


| coverage. 


YOU GET BUSINESS FROM CMPD INQUIRIES — Every in- 
quiry produced for you by Conover-Mast Purchasing 
Directory is a buying inquiry — not a curiosity or “file” 
inquiry — and buying inquiries are the lifeblood { 

your business. 165 


Not only inquiries — but orders ‘ib ia" 
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Total Distribution 
22,775...ABO MPVs adi 


Dec. 1954 CIRCULATION 
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CONOVER MAST 300 Thomas’ Register 
urenasing Directory Vian. 955° 
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You reach the important 
new buyers twice as fast 


CMPD puts you in touch with the new plants twice as fast. 
It is published in two half-yearly editions — with non- 
duplicating circulation. 


You reach the new plants without delay—when their needs 
are greatest—at the all-important time when they are looking 
around for reliable sources of supply. 





CMPD covers the constantly changing industrial market 
twice as fast —the new plants, supply sources, product 
lines, and design changes. 


CMPD puts you in touch with the 
men KNOWN to control the buying 





When you put CMPD to work getting business for 
you, you get the finest circulation obtainable. 


That’s because CMPD has access to the vast fund of 
expert, specialized circulation knowledge possessed 
by Conover-Mast technical and trade publications, 
each a leader in its field. 




















These publications know who has the most to say 
about buying. CMPD distribution is based on their 
circulations. 





CMPD now sells for more than 
2,500 companies supplying industry 


The number of firms getting business by advertising in 
Conover-Mast Purchasing Directory is mounting rapidly. 
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1944 «1,299 ET 
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The value of CMPD as a sales producer is attested by the fact 
last year over 200 advertisers increased their space. 


CMPD SELLS MORE THAN $1.2 BILLIONS A YEAR 
A study based on buying inquiries produced by CMPD reveals that 
yearly orders placed through CMPD exceed 1th billion dollars. 


“Extremely well satisfied with 
quantity and type of inquiries.” 
—Aeroil Products Co., Inc. 


“Inquiries have averaged about 
60 a month over the past several 
years. We are increasing our 
‘marking machines’ space.” 
—Jas. H. Matthews & Co. 


“One inquiry may result in an 
order totalling $40,000.” 
—Star Kimble Motor Div. 


“Dollar value of inquiries re- 
ceived well over the $15,000 


mark.” —Snap-Tite Inc. 
“Producing business for our 


client at a lower cost than any 
other — $11,316 sales for $100.” 


—An Advertising Agency 


“Particularly pleased with the 
gratifying number and high 
quality of inquiries. We are in- 
creasing our advertising space.” 

—Climax Metal Products Co. 


“Brought us $12,000 worth of 
business.” 
—Standard Conveyor Co. 


“One of the best advertising in- 
vestments we have ever made.” 
—Buchanan Electrical 

Products Corp. 


“A recent inquiry made a sale of 
over $20,000.” _4bbott Corp. 


“Exceptionally well satisfied .. . 
many substantial new accounts.” 


—Illinois Gear & Machine Co. 


ADVERTISING RATES 


Advertising contracts are made for one year — any two 
consecutive editions, or three years. Effective January 1955, 
yearly circulation will be increased to about 26,000, 
divided equally into two semi-annual editions, with non- 


duplicated circulation. 


Space 
1 inch (242” wide) 
2 inches 


4 
5 

6 

7 “ 

7% =“ (3 cols. x 242” deep) 
8 as 

9 

10 


Per Per Boldface 
Edition Year Listings 
$ 65 $130 8 

85 170 10 
95 190 11 

105 210 12 

125 250 14 

145 290 16 

165 330 18 

185 370 20 

195 390 21 

205 410 22 

225 450 24 

245 490 26 


For each additional inch after 10, add $30.00 ($15.00 


per edition). 


For each additional inch after 10, add 2 boldface listings. 
if space is divided, the charge for each division is $3.50 


per edition. 


Extra boldface listings, $3.50 each per edition. 


1 Column, 242” by 11” high 
(not subject to division) 

2 Page vertical (2 columns) 
(5” by 11” high) 

Y2 Page horizontal 
(10” by 542” high) 

% Page (3 columns) 
(7¥/2”" by 11” high) 

Full Page (4 coiumns) 
(10” by 11” high) 

Insert, 2 pages (furnished by 
Advertiser) 


$195 $390 28 
385 770 50 
385 770 50 
550 1100 72 
660 1320 94 
800 1600 182 


Discount for 3 year contract 
(6 editions) — 10% 


Conover-Mast 
PURCHASING DIRECTORY 


New York — 205 East 42nd Street... eeceececeeees Murray Hill $-3250 
Chicago — 737 North Michigan Avenue... ............cccccecsecceenes Whitehall 4-6612 
Cleveland — 1900 Euclid Avemue....................ccccccccessesssssesessecsecasenss Cherry 1-7788 
Los Angeles — 914 S. Robertson Bivd......... Bradshaw 2-8711 
Philadelphia — 375 Baird Rd., Merion Sta., Pa... Mohawk 4-4971 


Philadelphia — 330 Shadeland Avenue, Drexel Hill, Pa.............. Clearbrook 9-2595 


Detroit — 15817 James Couzens Highway......................cccccc0000 Diamond 1-8911 
Cincinnati — 84 Burdsall Ave., So. Fort Mitchell, Ky....................... Edison 1-2102 
Massachusetts— 9 Earl Street, Taunton, Mass............................. Taunton 2-1987 
New Jersey — 114 Beechwood Dr., Packanack Lake, N. J..... ountainview 8-0255 
Connecticut — 34 Prospect Street, Essex, Comm... 0.0.00... South 7-8350 
Pittsburgh — 4050 Dalewood St ..Tuxede 2-3965 


FORMERLY PLANT PURCHASING DIRECTORY 
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Offer tips on how to sell 
to new atomic energy market 


® WASHINGTON — Suddenly, the 
atomic energy industry has become 
highly competitive. 

And any company that plans to 
tap the vast potential of this new 
market had better get its advertis- 
ing and promotion. rolling. 

Those words of advice were 
handed out at the nation’s first 
atomic industry trade fair, held in 
Washington in September. The 
speaker was Gordon R. Molesworth, 
president, Molesworth Associates, 
New York public relations firm spe- 
cializing in the atomic energy field. 

“It is no longer enough to design 
and build good nuclear equipment 
or to have available competent serv- 
ice, Mr. Molesworth said. “You now 
have to sell it, and sell it hard.” 

Personal selling alone will not do 
the trick, he said, because “in the 
first place there simply are not 
enough trained salesmen to contact 
even the known segment of the 
market. .. And secondly, most firms 
don’t know all their potential cus- 
tomers.” 

The answer, said Mr. Molesworth, 
is an integrated public relations and 
advertising program. 

“If you can’t tell your story to a 
prospect personally across the desk, 
the next best, and certainly the most 
economical, contact is through a 
press story, an advertisement, an 
exhibit or one of a dozen other 
forms of communication,’ Mr. 
Molesworth said. 

Mr. Molesworth spoke at a meet- 
ing of the Atomic Industrial Forum 
at the trade fair. The forum is an 
organization of 349 companies now 
engaged in atomic energy work. It 
sponsored the trade fair. 

There were 78 exhibits by Ameri- 
can and foreign companies and gov- 
ernmental agencies exhibiting at the 
fair, which was attended by about 
7,500 persons. 

Another speaker at the forum 
meeting was Wallace B. Blood, man- 
ager, Nucleonics, New York, a Mc- 
Graw-Hill publication in the nu- 
clear field. For those who will be 
selling to the atomic energy market 

Continued on page 36 
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things to all people...it takes 


both buying factors of the CPI* 





Two distinctly different kinds of men must sign your order here in the 
$41-billion-a-year-spending Chemical Process Industries . . . production 2 
and management. Each has different responsibilities, different reading 
preferences. Chemical Engineering is for engineering-minded production 
men... Chemical Week, process management’s own magazine. You can- 
not talk to all buying functions via any one publication . . . without paying 
the penalty of diluted interest, divided market, desultory action! Only a 
combination of the No. 1 and No. 2 papers in the field can editorially 
select... and sell. . . both of these important influences. Last year 
advertisers used more space in these two McGraw-Hill leaders than in 
all other CPI publications combined. Ask your agency. 












Can you angwer 
these 7 questions 
about. your 
advertising ? 


YES NO 


OO 


B, Are you satisfied with the 
effectiveness of your present 
sales literature, bulletins, 
catalogs, direct mail? 


@, Are you confident you are 
getting all the values offered 
by business paper advertis- 
ing today? 


OO 


3, Is your organization getting 
the benefit of intelligent 
help and counsel on pub- 
licity ? 


OO 


@, Do you have a good source 
readily available to you for 
keeping in touch and find- 
ing out about new markets 
and sales possibilities 
throughout industry ? 


OO 


5. Do you know how to pre- 
determine the possible 
value of an external com- 
pany house organ? 


OO 


6, Are your industrial products 
and interests now getting 
“top billing” agency atten- 
tion? 


OO 


J. 1s steady effort being made 
to help you get more cents 
out of your “Advertising 
Dollar” actually invested 
in advertising? 


Be 


THESE questions emphasize 
some of the values you can get 
when you place your business 
with organizations specializing 
exclusively in industrial advertis- 
ing. If you want to change ““NO” 
answers to “YES”, we invite you 
to get in touch with us. Any 
discussion will be held in com- 
plete confidence. 


Industrial Advertising 
and Marketing Counsel 


\. ARMSTRONG 
ADVERTISING 
\4 ‘/ AGENCY 


176 W. ADAMS e CHICAGO e FR2-5927 


JOHN R. MAHON 
PAUL B. MORGAN 


JOHN R. ARMSTRONG ° 
PHILLIP J. DESMOND ° 
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he described the role of business 
publications therein. 

He said, “There are textbooks (on 
atomic energy) which are invaluable 
for basic knowledge but approach 
obsolescence when they go on the 
press.” 

Business publications, he said, will 
provide an up-to-date “monthly 
textbook of editorial information and 
monthly catalog of available service 
(advertising)” for the men working 
in the field. 

Mr. Blood quoted Nucleonics edi- 
tor Jerry Luntz on the significance 
of the recent Geneva atomic energy 
conference. Here is what Mr. Luntz 
said: 

“The Geneva conference has al- 
ready had a tremendous effect on 
atomic energy people all over the 
world. It has made government and 
technical people atomic energy con- 
scious. 

“These next two or three years 
real beginnings of 
world-wide atomic energy develop- 


| ment. 


“And U. S. industry is in a splen- 
did position to capitalize on this 
business potential. Before the Gene- 
va meeting, I and many others be- 
lieved what we had heard that Brit- 
ish industry was in a very favor- 


| able position to compete with U. S. 


firms. Now I’m convinced this isn’t 
so. U. S. companies potentially have 
it all over the British in terms of 
know-how, experience and products 
offered. But they’re really going to 


,| have to do a selling job to get this 


| across to customers. And equally 


important, the U.S. atomic energy 
commission is going to have to get 
off the dime and issue regulations 
that will facilitate U. S. nuclear ex- 
port business.” 


Johns-Manville splits industrial 
division to stimulate sales 


® NEW yYorRK—The Johns-Manville 


| Corp., New York, plans to split its 





industrial division into three parts 
in order to “boost sales, meet com- 
petition, and provide more attrac- 
tive investment possibilities for 
stockholders and greater job sta- 
bility for employes,” according to 


Johns-Manville board chairman L. 
M. Cassidy. 

The split will become effective 
Jan. 1, 1956. The three new operat- 
ing divisions will be known as the 
industrial insulation division, the 
packaging and friction materials di- 
vision and the pipe division. 

Mr. Cassidy said the move con- 
tinues the company’s decentraliza- 
tion operations, which started in 
1946 and have been backed by a 
plant expansion program under 
which about $20,000,000 has been 
invested yearly since the end of 


World War II. 


Readex rates ads, editorial 

in ‘Power Engineering’ 

® cHIcaAco—Ads and editorial mat- 
ter in Power Engineering, Chicago, 
now are being rated each month by 
the Readex reader interest rating 
system. The ratings were started 
with the October Monthly 
reader reports on all ads 
will be furnished to Power Engi- 
neering advertisers and their agen- 


issue. 
interest 


cles. 


Buchen changes export ad 
policy, will serve all 


® cHicaGo—The Buchen Co., Chi- 
cago, has changed long-standing 
policy and now will handle export 
advertising for Midwest companies 
which are not among the agency’s 
regular clients. 

Buchen has had an international 
division since 1927, but until now it 
served only those clients whose do- 
mestic accounts also were handled 
by Buchen. 

The policy was changed because 
of an increasing number of requests 
for the international advertising 
service from non-client companies, 
the agency said. 


New phone service launched 

for industrial advertisers 

™ pETROIT—A Detroit company 
called Ad-Phone, Inc. is offering a 
new service under which business 
paper advertisers can have nation- 
wide representation without setting 
up a lot of offices. 

Ad-Phone sets up telephone fa- 
cilities in all population and indus- 
try centers. Then subscribers to the 
service can put a small note in their 


Continued on page 40 
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Looking for increased results from 
your 1956 advertising? Then, the 
Trade Mark Service representative 
can help you. His specialty is the 
‘Yellow Pages’ of the telephone 
directories. 

He has dollars-and-cents data 
about Trade Mark Service that 
you'll find of value; for example, he’ll 
show you how it pinpoints your au- 
thorized outlets for industrial pros- 
pects; how it localizes national 
advertising; how economically you 
can cover individual markets, whole 





MAN YOU OUGHT TO SEE! 


states, or the entire nation. 


Hundreds of leading companies in 
industrial fields use Trade Mark 
Service to identify branch offices, 
distributors, wholesalers, and retail 
outlets. Among such companies are: 
Iron Fireman Mfg. Co., Skil Corp., 
Container Corporation of America, 
Dow Chemical Co., Pan American 
World Airways. 


Why not find out how Trade Mark 
Service can help your advertising 
make more sales in 1956? 


Interested? You can reach the national Trade Mark Service 
representative by calling your Bell Telephone business office. 








Find Your 
Nearest Distributor 
In The 


‘Yellow Pages’ 

















e— 


Displaying this emblem 
in your advertising means 
more sales for your distributors, 
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RELIABLE HANDS IN THE OIL INDUSTRY 


It is axiomatic in industrial advertising that by concentrating your advertising in 
the leading magazine, you eliminate about an 80 per cent readership duplication in the 
second magazine, 94 per cent of the same readers when a schedule in the third publica- 
tion is added, et cetera. This is especially important in the petroleum industry because 
there are some 30-odd publications, and that compounds the duplication factor virtually 
into infinity. By concentrating your advertising in The Oil and Gas Journal you have a 
two-fold advantage of having a dominant schedule in the leading magazine, plus the signif- 
icant benefit of complete coverage at all levels in all segments of the petroleum industry. 

The Journal carries more exclusive advertising contracts than the next 6 oil pub- 
lications combined. These advertisers concentrate their advertising in The Journal for 
the same reason that oil men concentrate their reading time in The Journal. No oil man 
can possibly afford the time to read 30 oil papers, or 20 oil papers, or 10 or 5 — any 
more than any advertiser can schedule a substantial campaign in them. But — by con- 
centrating in the leading publication — both reader and advertiser receive the most 
benefit from their expenditures of time and money. 
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MORE TOP BUYING 
POWER COVERAGE 


FOR YOUR ADVERTISING DOLLAR 


[] See for yourself! Ask for latest re- 
port showing these circulation gains: 


Total Paid UP 20.2% 
Effective B ge UP 31.3% 
Lumber, Plywood, Venee 

Wooden Container Mfrs. UP 50.9% 
Millwork, Sa and C r Mfr 

Planing Mill UP 19.3% 
Paantture  fiture and 

Cabinet Mfr UP 18.4% 
Misc. Wood Products M 

Large Ind Plan 

with Woodworking Shox UP 31.6% 
Renewal Percentage UP 14.39 


(November 1952 to date) 


TO SELL THE MAJOR PLANTS 


that account for the bulk of the produc- 
tion “across the board” in this multi-bil- 
lion industry, use the one dynamic na- 
tional magazine that’s moving up fastest 
because its “how to do it” editorial ma- 
terial is accepted and read by more and 
more practical management and produc- 
tion men — the men who make the buy- 
ing decisions. If you don’t believe it, ask 
our advertisers! 

[] Ask for analysis showing low cost per 


thousand of WOOD & WOOD PRODUCTS top- 
quality coverage. 


(1) Ask for analysis showing how WOOD & 
WOOD PRODUCTS covers Major Producers — 


wade wooo 
WOOD PRODUCTS 


A VANCE PUBLICATION 


139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘‘not how many — but WHO’”’ 





40 / industrial Marketing 





NEWS... 


continued from p. 36 


ads and promotional literature, tell- 
ing readers to check their local tele- 
phone books or call information for 
a local number they can call to get 
further information. 


R. P. Tyler, Macwhyte Co. 
vice-president, dies 


® KENOSHA, wIs.—Robert Perry 
Tyler, vice-president in charge of 
sales for the Macwhyte Co., Ken- 
osha, wire rope manufacturer, died 
at his home in Kenosha Oct. 2. 

He would have been 58 on Oct. 7. 

Mr. Tyler joined Macwhyte as 
general sales manager in 1945. He 
was elected a director in 1946 -and 
appointed vice-president in charge 
of sales in 1947. 

He had held sales executive posi- 
tions with John A. Roebling’s Sons 
Co., Trenton, N. J., and with A. 
Leschen & Sons Rope Co., St. Louis, 
before joining Macwhyte. 


Dichter to probe motivations 
for Philadelphia agency 


@® PHILADELPHIA—Arndt, Preston, 
Chapin, Lamb & Keen, Philadelphia 
advertising and public relations 
agency, has engaged the Institute 
for Motivational Research, Croton- 
on-Hudson, N. Y., to do research 
work. 

The institute, under the direction 
of Dr. Ernest Dichter, is probing 
the motivations behind the buying 
of industrial as weil as consumer 
products. The agency has several 
industrial accounts. 


Unique ‘trade show’ planned 
at Democratic convention 


® NEW yorK—The eyes of the na- 
tion will be focused on Chicago 
next August. They will be focused 
on the national convention of the 
Democratic party. 

And, it is hoped in some quarters, 
the eyes of the 12,000 delegates and 
5,000 newsmen at the convention 
will be focused at least part of the 
time on a unique promotion called 
the “American Showcase.” 

The “Showcase” is a brain child 
of Clapp & Poliak, New York ex- 
position management company, 


“ 


which describes the show as “a 
unique exposition of the products 
and services of American industry.” 

The show will be in the 30,000- 
square-foot North Hall of Chicago’s 
International Amphitheatre, next 
door to the convention floor. 

Clapp & Poliak has sent out a red, 
white and blue, 14x17” brochure 
announcing the show to “topmost 
executives of million dollar adver- 
tisers.” 

The brochure says, “Exhibit space 
is open to all types of American 
companies. It is hoped that their 
displays will feature the new, the 
different, the future—the great ad- 
vances that have fashioned the 
American economy.” 

The brochure says the 
possibilities at the show are “almost 
unlimited,” and suggests such pos- 
sibilities as “hospitality centers” or 
having stars from company-spon- 
sored radio or television shows on 


exhibit 


hand. 

Exhibiting companies will pay $10 
per square foot. Clapp & Poliak has 
not yet set any specifications for 
the size of individual exhibits. That 
will be determined when it is known 
how many exhibitors there will be. 

Democratic National Committee 
chairman Paul M. Butler says the 
show has the party’s blessing. “I 
pledge full cooperation of the Demo- 
cratic party to its (the show’s) suc- 
cess,” Mr. Butler said. 

The show will not be open to the 
public—only to the 12,000 conven- 
tion delegates and the news media 
reporters and technicians accredited 
to the convention. 

Clapp & Poliak says these people 
are among the nation’s “taste mak- 
ers ... leaders of our American 
communities who can, by example, 
set standards for buying habits.” 

Advertisers will not be given the 
opportunity to exhibit for Repub- 
lican “taste makers.” The Republi- 
can convention, of course, will be 
held in San Francisco. And Clapp 
& Poliak says the hall out there isn’t 
big enough for another “Showcase.” 


ASME issues 1956 catalog 

® NEW yYORK—The American So- 
ciety of Mechanical Engineers, New 
York, publisher of Mechanical Engi- 
neering, has issued its 1956 “Me- 
chanical Catalog,” a 694-page, hard 


Continued on page 41 




























Number 2 of a series... 

the continued story 

of industry’s harness maker, 
the control engineer, 

the new market place 

he has created, 

and his own magazine 


SAFER, LONGER LASTING TIRES... 


A PHONE DIAL THAT CAN MAKE 


160,000,000,000,000 DIFFERENT CONNECTIONS 


... AND YOUR CONTROL ENGINEERING FUTURE 


In Akron, after months of sweating it out, 
Goodyear engineers have succeeded in 
controlling the process for making truck 
tires. Tires are safer, and tire life is in- 
creased up to 30%. 

In any city in the U.S.A., the Bell Tele- 
phone System can make 160 million, 
million different connections. Faster than 
lubricated lightning, a maze of switches, 
relays and other automatic equipment ac- 
knowledges the flick of your finger. 

Could anything seem further apart than 
a truck tire and a telephone, the rubber 
industry and the communications busi- 
ness? Nothing in common here. Correc- 
tion — one significant something, control 
systems engineering . . . and the control 
engineer, the specialist who is harnessing 





YOU MAKE YOUR OWN TOMORROW TODAY WITH... 


A McGraw-Hill Publication 


the machines, and processes of industry. 

Who is he? Where did he come from? 
During the war the textbooks on instru- 
mentation and control were turned inside 
out ... and there he was. He was tossed 
into the postwar production race; super- 
charged with the atom; fed new materials, 
techniques and tools — better pneumatic, 
mechanical and electrical components; 
handed a host of major developments in 
electronics, hydraulics and optics .. . and 
left to his own devices. 

How has he done for himself? Today 
he puts control systems to work in all 
kinds of industry — aviation, food, metal- 
working, chemical, atomic energy. He 
works beyond the bounds of ingrained in- 
dustry thinking, he harnesses the tech- 
























niques 
of every in- 
dustry .. . to pro- 
duce more and better 
goods. But more than this, so 
far as you are concerned — he has 
created an entirely new industrial market- 
place, already spending better than $3 
billion a year for instrumentation, com- 
puters and control components . .. with a 
75% boost by 1960 in prospect. 

25,000 such enlightened engineers buy 
and read CONTROL ENGINEERING for ideas 
they can put to work. 

As readers, they are one of the most re- 
sponsive audiences in industry. After all, 
their buying power is really limited only 
by their imaginations... 







EDITORIAL SCOPE— 


CONTROL SYSTEMS ENGINEERING 





CONTROL SYSTEMS 


READER LEVELS 








ENGINEERING EQUIPMENT 


> 


1. THE SYSTEMS ENGINEERING 
LEvVEL—Where the control 
engineer designs, develops, 
produces and installs control 
systems for his own company 

2. THE SYSTEMS ENGINEERING 
LEVEL—where he designs, 
develops, produces and installs 
control systems for other 
companies. 

3. THE SYSTEMS ENGINEERING 
LeveL—where he designs, 
develops, produces and installs 
control systems on products 
his company markets in 
specific fields. 

4. THE COMPONENTS LEVEL— 
where he produces parts for 
control systems and sub-systems, 
such as instruments and 
computers. 

5. THE CONSULTANT LEVEL— 
where he gives advice and help 


at any of the above levels. 


ET i ee EQUIPMENT & PRODUCTS USED | IN CONTROL SYSTEMS ENGINEERING 





RESEARCH, DEVELOPMENT 
& TEST EQUIPMENT 


CONTROL SYSTEM ELEMENTS 








Analog computers 

Engineering digital computers 

Wave form analyzers 

Oscilloscopes 

Oscillographic recorders 
and cameras 

Frequency response and 
servo analyzers 

Vibration and environmental 
test equipment 

Signal generctors 

Voltmeters 











SUB-SYSTEMS 


Supervisory controls 
and monitoring systems 
Data processing, reduction 
and logging systems 
Automatic dispatching 
and distribution systems 
Graphic panels 
Temperature, pressure, level, 
flow, speed, positioning, pH, 
tension, thickness, edge 
register control systems 
Counting, quality control 
and inspection systems 
Composition and blending systems 
Combustion control systems 
Navigation systems 
Machine control directors 
Fire control systems 
Propulsion power control systems 


SYSTEM COMPONENTS 





PRIMARY ELEMENTS, TRANSDUCERS 
TRANSMITTERS & RECEIVERS 


Temperature, pressure, flow, pH, 


position, speed sensing elements 
and transducers 
Product analyzers 
Gas analyzers 
Potentiometers 
Gyros 
Gauges 
Synchros 
Analog-digital converters 
Pyrometers 
Tach generators 
Photo-electric devices 
Resolvers 


CONTROLLERS 

Relays 

Recorders 

Counters 

Controllers — continuous 
pneumatic, electrical, electronic 
and hydraulic 

Switches 

Motor starters 

Timers and programers 

Frequency standards 

Magnetic amplifiers 


Integrators 








POWER SUPPLIES 

Electrical, electronic power 
supplies 

Frequency regulators 

Voltage regulators 

Air compressors and dryers 

Hydraulic pumps 

Pressure regulators 


Hydraulic accumulators 


ACTUATORS AND FINAL 
CONTROL ELEMENTS 


Motors 

Valves, throttling and on-off 
Hydraulic and pneumatic cylinders 
Servo motors 

Servo valves 


Variable speed drives 
COMPONENT PARTS 


Gears 





Slip rings 

Bellows 

Precision bearings 
Electron tubes 
Connectors 


Transistors 





Diodes 

Thermistors 
Rectifiers 
Choppers 
Synchronous motors 
Delay lines 
Solenoids 

Toroids 

Printed circuits 
Terminal blocks 
Transformers 
Calibrating springs 
Diaphragms 


ACCESSORIES AND MATERIALS 


Flexible cable for mechanical 





linkages 
Insulating materials 
Magnetic materials 
Electrical wire, cable and conduit 
Metallic and plastic tubing 
Piezo-electric materials 
Hydraulic oils 
Lubricants 
Ferrites 
Ceramics 
Recording tapes and paper 





This is not intended to be an all-inclusive listing, but is merely an 


outline suggesting the range of products used in systems engineering. 


This chart moves. Study it thoughtfully. 
It shows you quickly what scientific in- 
struments, control ecjuipment and services 
are bought by this $3-billion-a-year spend- 
ing market . . . how the buying influences 
reached by Control Engineering bracket 
your best customers and prospects across 
all industry . . . and how the magazine’s 
editorial content, by directly serving these 
reader-buyers, helps you sell more prod- 


ucts. Here, in one “closed-loop system, 


” 


is Control Engineering at work for you. 

Clip this chart. Route it to your key 
marketing men. Then, as soon as you can, 
discuss Control Engineering. See if it isn’t 
the right place — the one very best place 
— to sell the men who design and apply 
instrumentation across all industry. Con- 
sider its value in sparking the over-all effi- 
ciency of your 1956 advertising program. 


@ @ 
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cover volume containing more than 
40,000 listings of manufacturers of 
industrial equipment and materials 
and of the products they make. 


‘Travel Market,’ new business 
paper, to bow in January 


® NEW YOoRK—Travel Market, a new 
publication published by a new 
company, will appear in January. 

The new publication will be a 
monthly news magazine “designed 
to meet the needs of the profes- 
sionals in travel” . . . those who make 
their livings in the travel field, ac- 
cording to its publisher, the TM 
Publishing Co., New York. 

Joel Lewis, who recently resigned 
as managing editor of Printer’s Ink, 
New York, is president and editorial 
director of the company. 

The new publication will have an 
initial controlled circulation of 6,- 
500, and its one-time page rate will 
be $300. 


Readership reports offered 
‘Mill & Factory’ advertisers 


® NEW yorK—Mill & Factory, New 
York, which will have six of its 1956 
issues studied by the Mills Shepard 
advertising readership rating serv- 
ice, is offering the study reports to 
its advertisers at a rate of $25 per 
rated issue. That includes an an- 
notated copy of the rated issue and 
an analysis of the ratings. 


Thor Tool doubles ‘56 ad 
budget, switches agencies 


™ auRoRA, 1LL.—Thor Power Tool 
Co., Aurora, has more than doubled 
its advertising budget for 1956 and 
switched agencies. 

Thor sales promotion manager 
John F. Corkery said that next year 
the company will conduct its largest 
and most extensive advertising and 
sales promotion campaign to date. 

He did not announce the new 
budget figure, but it is known that 
Thor’s ad budget amounted to about 
$100,000 in 1954. 

The company’s 1956 advertising 
will run in 52 trade publications, 
five general magazines, one farm 
paper and on radio and television 
spots. There also will be an exten- 

Continued on page 42 








getting your 
money's worth 
out of YOUR 


Sales binders ? 


Are YOU 


So” j 






"Ods 
If you feel you’re not, or if you think they aren’t being used’ % 
enough ... better look over these vital selling tools! Make 
sure these important sales tools are really helping your 
salesmen sell! 


As you well know, product facts and benefits must be 
delivered quickly and accurately to today’s busy buyers. 
And that’s why it’s vital that this material is securely bound, 
yet easy to use .. . conveniently indexed ... a pleasure for 
both buyer and seller! 


And that’s where Burkhardt comes in! For Burkhardt offers 
you colorful, long lasting binders that always operate 
smoothly and quickly .. . with superb indexing for easy 
use ...in any style, price or range of metals. But that’s not 
all. Burkhardt brings over 44 years of experience and 
know-how to your problems... assures you of the RIGHT 
binder ... and, at a price you can afford to pay! 


THE 


So... don't penalize your sales 
force in today’s selling compe- 
tition. Write today for the fact- 
filled folder that gives you the 
information you want about your 
particular problem. 


COMPANY 





Naturally, there’s no 
obligation on your part! 





Binders to American Business since 191] 


545 WEST LARNED + DETROIT 26, MICHIGAN 


Gentlemen: Please send me free information checked below: 
OC Prong Binders [1 Plastic Tab Indexes () Visi-Kits [J Post Binders 








Company 


0 60 Second Binder Selector 


1- Please have representative call. 
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It's a simple Q € a 


Sell the 2nd largest manufacturing industry 





the $17 billion Manufacturing Meat Industry 


Published Weekly 
since 189] 





1957 2c 
PURCHASING 
Sv> GUIDE 


FOR THE MEAT INDUSTRY 





meme oy 
THE HATHOWAL PROWIS TOWER 
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Even though your own sales staff is making adequate 
sales contacts in the manufacturing meat industry, your 
salesmen can work more efficiently and at lower cost 


per call when they have the support of 


NP’s 3-way Marketing Program 


THE NATIONAL PROVISIONER 


Your advertising in NP appears against a background of proven 
editorial leadership and integrity gained through 64 years of 
industry service. 

NP has the only PAID circulation in the industry and subscription 
renewals have averaged better than 80% for 20 straight years. 
NP has the greatest circulation in the meat industry going to over 
4,000 primary plants with an average annual production per plant 
of $4,122,000. 

In a recent qualitative survey conducted by Kemp Research with 
personal depth interviews, readers voted ‘‘more confidence’’ in NP 
by 7 to 1 over the next magazine, and they voted it ‘‘most help- 
ful’’ by a margin of 5 to 1. 


PURCHASING GUIDE 


The GUIDE is the most effective means of distributing informa- 
tion about your product or service. 

Buyers prefer product information in this ONE place. Only 39% of 
meat industry plants have reasonably useful catalog files. The 
greatest coverage earned by any manufacturer’s catalog is only 37% 
and ranged down to 2%. 

The GUIDE sells the man who is ready to buy. 

It saves his time, cuts your selling cost, is always up-to-date and 
correctly classified, And, it is never thrown away. 

All year long the value of the GUIDE is promoted in the pages of 
The National Provisioner. 


NP’s DIRECT MAIL SERVICE 


Printing, addressing and mailing service for all types of direct 
mail including: 


@ Reprints of your advertising in National Provisioner. 

@ Reprints of your product information pages in the Purchasing 
Guide. 

@ Also letters, reply cards, circulars, etc. 


PROVISIONER lists are so accurate we pay 10c for every piece of 
undelivered mail. 
This service can lighten your office work load and insure accurate 


distribution of your direct mail. 


Write for 16-page brochure which tells you more about NP’s 3-way Marketing Program for 
selling your product to the $17 billion manufacturing meat industry. 


THE NATIONAL PROVISIONER 


15 WEST HURON STREET 
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NEWS.. 


continued from p. 41 


sive merchandising campaign to 
Thor distributors. 

Thor’s new agency will be Roche, 
Williams & Cleary, Chicago, which 
will take over from Connor Associ- 
ates, Aurora, on Jan. 1. 


Building publications plan 
ad manual for their industry 


™ CLEVELAND—The Associated Con- 
struction Publications, an organiza- 
tion made up of 14 regional busi- 
ness papers, plans to publish a man- 
ual on “Advertising to the Con- 
struction Industry.” 

The plans were anounced at a 
meeting in Cleveland attended by 
125 persons, including men from 
companies and agencies who sell 
and advertise to the construction 
industry. 

J. R. Wagner of Thomson Adver- 
tising, Peoria, Ill., the association’s 
agency, said one of the reasons for 
developing the manual is that con- 
struction equipment distributors are 
becoming more interested in adver- 
tising and are looking for help with 
their ads. 

H. D. Anderson, president, Rish 
Equipment Co., Bluefield, W. Va., 
said construction equipment dis- 
tributors’ advertising expenditures 
have been averaging less than .56% 
of sales. He said the Associated 
Equipment distributors, of which he 
is vice-president, is urging members 
to do more advertising. 

Mr. Anderson said most equip- 
ment distributors favor cooperative 
advertising, but some have com- 
plained that such advertising pro- 
grams have been forced upon them. 

H. A. Scribner, president, Russell 
T. Gray, Inc., Chicago, urged closer 
cooperation between manufacturers 
and agencies. He said that in some 
cases agencies are not invited to at- 
tend clients’ sales meetings and are 
given no information on such things 
as sales volume, competitive prob- 
lems and owner lists. 

Paul Vollmer, advertising man- 
ager, Blaw-Knox Co., Pittsburgh, 
said publishers can help manufac- 
turers by bringing them news from 
the field, with performance data on 
equipment on specific jobs. * 
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VENTILATING 


ACH&V 





EPA 
on Mie) PRESENTS PROOF: 


. . » of Editorial Leadership ... of Quality Coverage ... Of Effective Circulation 





ACH&V is edited by engineers 
for engineers. Through periodic 
surveys, readers tell us the type 
of information they need and 
want. 


Thus ACH&V publishes practi- 
cal, usable articles that appeal to 
the working engineer who is 
primarily concerned, not with 
theory or research, but with the 
design, installation and/or op- 
eration of air conditioning, heat- 
ing, ventilating, piping and 
plumbing (and related systems) 
for the Larger Buildings. These 
are the industry's key buying 
factors. 





Top-quality coverage is as- 
sured tnrough ACH&V’s 
unique plan for pin-pointing 
the industry's buying power. 
Here’s how the plan works: 
(1) ACH&V determines the 
geographical location of the 
market .. . then (2) precisely 
pin-points firms and individ- 
uals who influence purchases 
in the 106 major centers of 
activity . . . and (3) accord- 
ing to these findings, and by 
means of both Paid and Con- 
trolled copies, covers the mat- 
ket as listed .. . 





98.26° Verified 


Consulting Engineers and 
Architects, Engineers _em- 
ployed by Consulting Engi- 
neers and Architects 1,866 


Contractors & Engineers em- 
ployed by Contractors 4,796 


Federal, State, County, City 
and School Boards, incl. 


their engineering staffs 1,563 
Public Utilities Officials and 
other employees 435 


Industrial Firms (incl. R.R.), 
their execs., engineers, other 
employees 2,516 


Buildings Jaa 


Mfgrs. of Air Conditioning, 
Heating, Piping, Ventilating 


Equipment 1,511 
Manufacturers’ Agents, Sales 

Engineering Firms 1,065 
Wholesalers, Dealers 773 


Educational, etc. 674 


TOTAL 15,921 


Air Conditioning, Heating and Ventilating 


Published by The Industrial Press 
93 Worth Street, New York 13, N. Y. 
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READERS °°. 
MAKE Your SALES MESSAGE 


AN ADVERTISEMENT 
IN ROCK PRODUCTS 


A recent independent depth study of 
our subscribers found that: 


® an average 3.8 men read each copy 
© 35% keep regular issues over a year 
36% keep some issues for many years 


63% maintain a permanent file of articles, adver- 
tisements, departments, etc. 


62% spend 1 to 4 hours reading an issue 


96% believe feature articles are presented in an 
inviting manner 


95% are satisfied with article length 
90% feel features are technical enough 


71% find the ads helpful in their work 


We have the largest circulation (paid or free) in the industry... . 
32% more paying subscribers than the other magazine .... 85.51% 
annual renewal rate. The industry likes our superior quality. Editorial 
Authority Works for YOU Always in ROCK PRODUCTS! 


We invite your thoughtful consideration as the most effective medium for your sales message. 


Americans THE INDUSTRY'S RECOGNIZED AUTRORITY 
TAKE ACTION 
Remove Our Slums . ROCK 


Improve Our Roads 


FIX UP IN ’56 
UARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD 


309 W. Jackson Bivd., Chicago 6, Ill. 
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more readers? 


cargo: 


one engineer 


and slide rule 


Mr. M- is on bin way to solve « difieult 








Atm cone nenes 


charge high quality Esso Aviation furis and mbri- 
cants, tire and battery service, landing fees, over- 


* night storage, and mipor emergenty repairs. 


He'll set down at one of over 600 Esso Dealer —bas learned to reiy more and more on famous Bano 
Airports, where he can let the Esso Aviation Aviation Products — used by the world’s largest 
Dealer take over. By showing his Easo Aviation airlines and backed by over 45 years pf Right teet- 
Credit Card sad identifying himself. Mr. M can ing and research. ‘ 





AVIATION PRODUCTS 








Identification vs. Romance 


= These two aviation products ads 
appeared in the same issue of Avi- 
ation Age. The Esso ad used an idea 
and illustration with which business 


















: © cy . ; Joan, Tesch and Albert Swortt. -cv ners of the Shy-Winy 
men could easily identify them- ‘adi gta @ Pop Dare ch snd iro eo dang ee 
selves. Gulf used testimonials from il tig wna <> fer Gd Weiaeie tceedabel th 
people in a rather romantic type of caemane inbytedes nb a lasts Wiiincti hacia OB, tein 

z m = SKY-WAY CROP OUSTING COMPANY, MARSHALL, MICHIGAN Niassa st iveiinun> be Whine u devil 
business, which was not typical of Se 5 ‘wisn julia ed pl we 
the ad readers’ businesses. Which B: ; aan yc = aa 
: ad attracted more readers? See page seeming ecopeete 
GEE ® Wioort Sewers wx¢8: I've been an exclusive w _Gulfpride Aviation Oil, Series-D 
! we aan ri 4 
. Guilt Aviation Gasetine 





Co) ae 
' a > becnyae Aull Avsation Coane She 
~O - eras mg 180 pped with ef 


—-\,, A— 
AVIATION PRODBETS 











GULF OlL CORPORATION - GULF REFINING COMPANY _ 
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READEX MEASURES INTEREST — NOT OBSERVATION — Readers epor! only the 
tems they rest 


# speco sot everything they remember they sow or 


ONINIINIONI YIMOd 






es ore illustrated by high reted 
studies will be shown on reques! by 
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INCREASED INQUIRIES AND SALES — A few specie! odvertnng styles (woh os 
srtoons) may produce increased interest without incr * NOT 


























Beginning October 1955 


and every issue thereafter 


POWER ENGINEERING 
will employ READEX Inc. to 


provide Reader Interest Reports 


PEEEEPEEEEEEEEEEFE! 


One more big step forward to insure constantly 
improving service to readers and advertisers 
in the field of power engineering 
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How Can You Reduce the Net Cost of Advertising 
with the same Expenditure? 


The net cost of publication advertising is not determined solely by the 
page rate, plus copy and production costs. 


Effective advertising written for a specific audience receives more interest 
from more readers than advertising not properly designed. 


Hence good advertising reduces the net cost per unit of reader interest. 
But How Can You Measure Results? 


You can measure results through READEX 





iw POWER ENGINEERING 


What is READEX? 


A continuing survey every month to a cross section of readers to learn directly 
from readers what advertisements and editorial items were of special interest to them. 


What is the Purpose of READEX? 


To provide continuous, comparative information to help advertisers and 
editors improve readership of advertisements and articles. 






As our experience with Readex progresses we will be able to help you interpret 
the monthly reports. You will have at your service a growing 
body of findings to help you design advertising for conscious reading. 


Some advertising techniques can increase interest without increased selling power ... BUT, 
it is NOT possible to increase selling power without developing increased reader interest. 


Readex is not intended primarily to compare readership between publications 
or between advertisements of different companies or products. 


It can and will prove over a period what kinds of copy and techniques 
produce the greatest reader interest for products in general and your advertising 
in particular in the power engineering field. 


Readex will help you build greater reader interest in your advertising. 


Greater reader interest means more results for each advertising dollar spent. 


Plan now to use READEX as a guide in preparing your advertising in POWER ENGINEERING 


TECHNICAL PUBLISHING COMPANY, 110 S. DEARBORN ST., CHICAGO 3, ILL. 
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SEND FOR YOUR 
COPY TODAY! 


THE $4 BILLION 
WESTERN 
METALWORKING 
INDUSTRY 


and how 
VV ee = | 


MS TALS 








can help yow sell it! | 








An 8-page guide for sales executives 
who want to capture the fast-growing 
western metalworking industry which 
in five years has gained $21 billion in 
value of manufacture, has doubled its 
production workers since 1947. 


ad | 
Includes complete sales presentation | 
conforming with the NIAA Outline. 


e 
Describes WESTERN METALS’ 3- 
Way VERIFIED CIRCULATION 


1. VERIFIED BY BPA with 98.62% 
verification by “communications 
direct to publisher.” 


2. VERIFIED FOR BUYING INFLUENCE 
through confidential customer 
lists furnished by more than 50 
firms who sell the industry. 


3. VERIFIED FOR READERSHIP by 
limiting circulation to readers 
who regularly signify they read 
WM, find it useful and wish to | 
continue receiving it. 





* 
Get the FULL story on how the 
West’s fastest growing industrial 
publication can serve YOU — 





* 


Advertising Pages (Increase or Decrease) 
in 1954 compared with 1953 


WESTERN 
METALS 


UP 62 PAGES 









Other western 
metalworking 
publication 


DOWN 
103 PAGES 











*Source: January 
1955 Industrial 
Marketing 


WESTERN METALS 


4 JENKINS PUBLICATION 


198 SOUTH ALVARADO ST 
LOS ANGELES 57, CALIF 
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Which ad 
attracted 
more readers? 


= The Esso ad stopped almost a 
third of the readers and more than 
a third of those stopped were thor- 
ough readers. The Gulf ad stopped 
only 22% of the readers and about 
a third of those stopped were thor- 
ough readers. 

Esso, using a theme that could 
be a familiar experience to many of 
the readers of Aviation Age, pre- 
sented a situation in which the read- 
er could easily become involved. 
The case history and illustration of 


Below is 
the answer 
to the problem 


on page 45 


the type of plane used are some- 
thing the reader might like to think 
about. 

The Gulf ad has several pilots in 
the crop dusting business to testify 
to their experience with Gulf prod- 
ucts. As interesting as this might be, 
it does not have the personal associ- 
ation and identification for many 
readers that the Esso ad could pro- 
duce. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 





Esso Gulf 
Seen- Read Seen- Read 
Noted Assoc. Most Noted Assoc. Most 
% of Readers 32% 29% 12% 22% 18% 7% 
Cost Ratios 152 145 146 124 105 100 





TW) Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


> Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


rR) Read Most denotes the per cent of 





readers who read 50% or more of the 
copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost ratio above 100 is above 


average; below 100 is below average. 





Agency changes. . 


Reast & Connolly .. Newark, N.J., has 
handle 
Newark automatic over- 


been named tc advertising for 
Clark Door Co., 
head and cold storage door manufacturer. 
Kerker Peterson Hixon Hayes .. Minne 
apolis, has been named agency for Torit 


Mfg. Co., St. Paul manufacturer of indus 
trial dust collectors. 
Charles Palm & Co. .. Bloomfield, Conn., 


has been appointed advertising agency 


for Anderson Corp., Worcester, Mass. 
manufacturer of wire brushes, and Beaton 
& Cadwell Mfg. Co., New Britain, Conn. 
maker of plumbing supplies. 

Kniep Associates . . Dover, N. J., has been 
appointed agency for Buxton Mfg. Co., 
Dover manufacturer of heat-transfer equip- 


ment. 


Bart W. Toomey . . former account execu- 
tive, Clark & Bobertz, has joined the cre- 
ative-contact staff of Gray & Kilgore, De- 


troit. 











Ekman 









| EE} 
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«++ What we mean is a promotion package of 


12 tssursor ELECTRONICS plus the BUYERS’ GUIDE 


Whatever other dilemma the advertising 
budget planner may be in, he is in agreement 
on one salient point: advertising, to develop 
maximum effectiveness, must be continuous. 
Nothing, absolutely nothing, pays off on the 
long run more than getting potential buyers 
familiar with your product and trade name by 
way of consistent, all-the-year-’round advertis- 
ing. Once ascertaining what your market is, the 
logical approach is to keep your product in view 
of this market through continuous, consistent 
advertising. 

For instance, the value of continuity in ad- 
vertising was demonstrated by a series of 
surveys conducted by McGraw-Hill’s Research 
Department. It was found through the results 
of these surveys that continuity in advertising 
increased the recognition.of an electronic firm’s 
products 26% in nineteen months. 

For the budget planner with an electronic 
account, there is a ready-made promotion 


BUDGET NOW FOR 13 





4 ia ve og 7 ‘ 
A McGraw-Hill Publication 


package for the consistent, continuous year 
"round advertising program. That program is 
12 regular issues of ELECTRONICS plus the 
1 issue of the ELECTRONICS BUYERS’ 
GUIDE .. . 13 insertions for 1956! Here you 
will reach more than 40,000 subscribers who 
pay to gett ELECTRONICS — owners, partners, 
corporate officers, managers, department heads, 
chief engineers and especially: electronic, elec- 
trical, design and research engineers; in brief, 
the people of the industry who are responsible 
for buying the products you promote in the 
sales pages of ELECTRONICS and the buying 
reference pages of the “Guide.” With a con- 
sistent, continuous advertising program in 13 
issues of ELECTRONICS (12 regular issues 
plus the “Guide”) manufacturers have dis- 
covered that they get the greatest return from 
their advertising dollar investment because 
ELECTRONICS reaches the men who influ- 
ence purchasing. 


INSERTIONS 





330 West 42nd Street, New York 36 


06 





IN °56! 





a 
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COMPANY 


communicatio 





The story's the thing 





**Soft sell’’ wins 
out in external 


publications 


= The country’s first sales man- 
agers are said to have been table- 
thumping, fire-breathing individuals 
whose subordinates never had need 
of ear trumpets. The early external 
sales publications indicate that sales 
managers wrote as they talked—in 
screaming headlines and impatient 
English. 

Restraint and a new dignity have 
long since come to sales. The exter- 
nal publication is more comfortable, 
too, in its new surroundings. The 
function of the sales external has 
broadened and improved. Today the 
external is still designed primarily 
to sell the product, but the method 
has changed. This is the era of the 
“soft sell,” and the veterans think it 
is here to stay. 

Today we have many types of 
externals: the clear and unmistak- 
able sales publication for the sales 
staff; the low-pressure external that 
uses the testimonial approach to 
appeal to its readers; the institu- 
tional dealer and distributor type; 
the syndicated magazine widely 
used by the automotive companies 
for distribution by dealers and 
carrying the dealer’s imprint; the 
pure stockholder external and 
the institutional external magazine 
(found principally in the oil indus- 
try) which seeks to inform people 
and to win friends in many external 
fields. 

Physically, today’s external pub- 
lication is an attractive journal. In 
illustrations, for example, the trend 
during the past few years has been 
to use more color plates, more dra- 
matic black-and-whites and more 
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delineative art work. Type faces 
are easier to read, paper is of better 
quality, printing is generally good. 
Many of the splashy, startling lay- 
outs of a decade ago seem to have 
given way to clean, airy, easy-to- 
digest formats. 

In planning, too, there is obvious 
improvement. Not only are a great 
many of the externals well bal- 
anced, story by story, but each issue 
is balanced against the other issues 
as well. 


Closer to management. . Editors 
themselves suggest that their exter- 
nals have been helped because of 
management’s own new interest in 
the magazines. Howard A. Marple, 
editorial board chairman, “Monsanto 
Magazine,” says, “It seems to me 
that more editors are closer to man- 


agement now than in the past. Their 
publications better reflect the poli- 
cies of their organizations.” 

With the change in executive 
office attitude, the external has 
changed its pace. No longer does the 
better external endeavor to cram 
company products down the reader’s 
throat in every paragraph of every 
story. Rather the leaders in the field 
seem to have set a course along 
their company policy lines and 
adapted their stories to fit. “The 
story is the thing,’ Marple says. 
“It’s the reader interest that matters. 
The ‘sell’ is often restricted to an 
inoffensive passing statement, an ac- 
companying box, or a footnote.” 

In its simplest, basic form, the ex- 
ternal is a direct selling aid. Yet the 
old-time “pep” sheet has begun to 
fade away. The modern sales exter- 
nal is the workhorse of sales and 
advertising, and results are expected 
of it. One would assume that, in the 
advertising and sales promotion de- 
partment headed by George L. 
Staudt, last year’s NIAA chairman, 
one would find good externals at 
work. It’s a sound assumption, for 
at Harnischfeger Corp., Milwaukee, 
where Staudt is headquartered, a 
well-conceived, low cost and in- 
tensely effective external program 

Continued on page 54 





Hard sell? .. “Shovel News,” external of Harnischfeger 


Corp., has 65,000 circulaticn. 











GROWTH OF A PUBLICATION 
PARALLELS GROWTH OF 
BILLION INDUSTRY 


AN 





The booming pipe line business 
has climbed from $800 million to an 
$8 billion investment during the past 
30 years . . . with new construction 
and mushrooming capital expenditures 
in postwar years ... growing at an 
annual rate of nearly $1 billion. 

Pipe LINE INDUSTRY is a special- 
ized magazine developed (at the re- 
quest of pipe line men themselves) 
from the former pipe line section of 
Wor.p OIL. The new pipe line maga- 
zine has shown remarkable growth... 
gaining 120% in paid ABC pipe line 
circulation in one year’s time! 

Advertising volume has increased 
steadily, too, as PipE LINE INDUSTRY 
advertisers recognize it as an accepted 
medium to carry their message to this 
lucrative market. Let this powerful new 
publication help your sales force sell. 


Apecialized PEROLUM Srblications 


¢ HOUSTON (1), P. 0. Box 2608, JAckson 9-4301 


e NEW YORK (17), 250 Park Avenue, EL Dorado 5-4012 
¢ CHICAGO (4), 332 S. Michigan Avenue, WAbash 2-9330 
e CLEVELAND (15), 1010 Euclid Avenue, MAin 1-2550 


e TULSA (3), Hunt Building, Diamond 3-1844 


© DALLAS (1), 518 Second Unit, Santa Fe Bidg., PRospect 7344 
e LOS ANGELES, W. W. Wilson Building, Huntington Park, LUdlow 7-1219 














SEND NOW for your copy of the 
new Pipe Line Data Book, just 
off the press. 













--- tO INCREASE EDITORIAL EFFECTIVENESS 
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WHY DOES FACTORY INSIST that editors “get into the plant?” 
Because that’s the only way any publication—or editor—can keep up- 
to-date on plant operating problems and solutions. And since FACTORY 
has 23 full-time editorial employees, it can keep editors in the field 
constantly. 


RESULT? Authenticity for FACToRY’s editorial, service. And recog- 
nition by plant operating men of that authenticity . . . recognition, too, 
that Factory gives them practical job-help geared to practical plant 
operating problems. 


That’s another reason why more men in the Plant Operating Group 
pay to read Factory than any other industrial magazine. 





FACTORY SUPERINTENDENT 





CHIEF ENGINEER 





METHODS ENGINEER 


MAINTENANCE 
SUPERINTENDENT 





TERE OE 







VICE PRESIDENT 
in charge of OPERATIONS 





a ag | 
A PRODUCTION CONTROL 
SUPERINTENDENT 


The Plant Operating Group 





»--1O INCREASE ADVERTISING EFFECTIVENESS 


AND WHY ARE AMERICAN MANUFAC. 
TURERS insisting that advertising “get into the 
plant?” Because the toughest job for the indus- 
trial salesman is to get beyond the “sales iron 
curtain” to contact plant operating men. Indus- 
trial advertising must be counted on to do the 
job of reaching the operating men salesmen can’t 
see and sell. 


Yet many industrial magazines reach only the 
men salesmen know! FAcToRY .. . and only 
Factory in its field . .. goes beyond the “sales 
iron curtain” to reach operating men salesmen 


A McGraw-Hill Publication 


can’t see, as well as reaching the operating men 
known to salesmen. 


And THAT is another reason why industrial 
advertisers invested more in advertising in 
Factory than in any other monthly industrial 
magazine. 


330 West 42nd Street, New York 36, N. Y. 
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Plis Coverage 


For Your GROWING 
Southern Markets 








1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


agencies. i 


New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. 

3. FOOD PROCESSING 
Southern Food Processor. 
Reaches the leading processors, packing in 
cans, glass and frozen packages. 





2. BAKING 














4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





5. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 





7. PULP AND i 





Southern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South’s expanding paper and 


pulp industry. - 


8. PRINTING 
Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 











9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., ‘Atlanta, Ga. 
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COMPANY COMMUNICATIONS 
continued from p. 50 


is at work. Here is a thumb-nail 
sketch of the operation, which may 
serve as both guide and check-list 
to the reader concerned with ex- 
ternals: 


Sells by suggestion . . “Shovel 
News’’—a sales aid for Harnischfeg- 
er’s P&H excavators—is a quarterly 
publication sent to roughly 65,000 
contractors and builders, big manu- 
facturers, quarry operators, cement 
mills, mine operators, etc. Edited by 
Harold Talbot, who also handles the 
twin “Weld News,” the magazine is 
a lively pictorial where the story 
tells the advantages of the equip- 
ment. There is no attempt made to 
sell features directly. It’s a prestige 
builder, of course, Talbot says, but 


it attempts to sell by suggestion; to 


show users’ preference based on the 
equipment’s ability to perform; by 


| citing re-orders. 


| from direct selling,’ 


“There is a strong trend away 
’ Talbot points 


| out. “We are in a period where the 
| emphasis on human interest material 
is stronger. It’s an era of higher 


quality journalism. The soap-box 
school of selling oratory is on the 


| ” 
way out. 


The twin publication, “Weld 


| News,” is published on the same 


conservative but effective principle. 


| But it is geared to perform the spe- 


| audience: 


cific sales task whenever the need 


arises. 


More ways to soft sell . . Have 
external publications a value beyond 
their immediate “soft sell”? Editor 
Marple is one of several who thinks 
so. “Monsanto Magazine” has pub- 
lic relations values beyond its own 
Earlier in the year, an 


| article dealing with the growth of 


| 


agriculture in the Rio Grande Valley 
was reprinted a number of times, is 
being used as a promotional piece 
by several organizations—including 
a land development company, a 
newspaper association and a broker- 
age house—and is scheduled for re- 
printing in the area yearbook. 
Another article, telling of the man- 
ufacture of globes (“It’s a Child’s 
World”) was reprinted for adver- 


lipeeeeaemmmemtimen cpm emer eneere ert 








tising use by the manufacturer and 
reprinted in several magazines. In- 
ternational Business Machines 
picked up an article from “Monsanto 
Magazine” for its own promotion, 
and New York Airways found a 
story on helicopters so authentic 
that it asked for reproduction rights. 
A recent story on the record indus- 
try, called “The Dizzy Disk Busi- 
ness,” supplied the St. Louis Post- 
Dispatch with statistical material 
for an editorial, and the cover tie-in 
illustrated the subject matter so 
well that the Book of Knowledge 
asked permission to use it in the 
1956 yearbook. 

Most external editors agree that 
the trend toward better external 
publications has been helped along 
by competition. No matter where 
the editors of external publications 
turn, they must compete for reader 
attention. They compete photo- 
graphically with such magazines as 
Life and Look, and technically with 
the top business papers in their 
fields. In attractiveness, good writ- 
ing and interesting subject matter, 
they are competing with the best 
on the newstands from which the 
reader selects—and for which he 


pays. 


Five pointers . . The trademarks 
of a good external editor are per- 
haps not as well recognized as they 
might be. The scissors-and-paste pot 
practitioner, who acknowledges no 
type smaller than 72 point, scorns 
many if not all. But if the advice 
of the veterans counts, you might 
want to pass along this counsel to 
the fledgling external editor: 


1. Remember that the external 
publication is a spokesman for your 
company and for your industry. It 
should reflect management thinking, 
policy and dignity. There are times 
when an editor’s personal thinking 
does not mesh with the thinking of 
his management. This is to be ex- 
pected. But if these times are the 
rule rather than the exception, it’s 
a good sign that the editor is head- 
ing the wrong publication. 


2. Planning is of the utmost im- 
portance. A good external editor 
thinks far beyond the current or 
upcoming issue. He thinks of issues 
a year from now—even five years 

Continued on page 56 








1S THE TIME TO SCHEDULE YOUR STRONGEST 
ADVERTISEMENT TO METALWORKING IN THE BIG 


TOOL SHOW 
NUMBER 


MARCH, 1956 
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farm market research 
for advertisers 


os The two-billion-dollar farm equip- 
FARM IMPLEMENT ment market may be the place to ex- 
NEWS | pand your sales of components, parts, 

pire shop tools, raw materials, farm sup- 

sguagreg cain plies or allied lines. It is an active 
market with many new tractor models 

introduced within the past two years 


TOP-RANKING ...and many more on the drawing 
PUBLICATION eee | 
in the farm trade Does your product fit this market? 
paper field There is noneed to be in doubt. Farm 
Implement News will gladly supply 
LEADER IN market information tailored to your 
CIRCULATION specific needs — including special 
continues to lead all research where desirable. As the 
farm trade papers in largest, oldest and best known farm 
total net paid trade paper in America, Farm Im- 
plement News has access to informa- 
AND READER tion not available from any other 
PREFERENCE | source. Material available immedi- 
on basis of ately on request includes a complete 
: and up-to-date list of farm equip- 
oc gas aga ment jobbers and wholesalers in the 
MARKET United States, Canada and Hawaii. 
ANALYSES FOR Write for on oe esses 
ADVERTISERS ing your marketing and advertising 


plans for the coming year. 


“FARM IMPLEMENT NEWS 








maser oh c882 PANES ce ig 888 


608 S. DEARBORN ST. * CHICAGO 5, ILL. 
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COMPANY COMMUNICATIONS 


continued from p. 54 


from now. Where is his industry 
headed? What are its goals? What 
is its future? He answers these 
questions to the best of his ability, 
then shapes the future of his publi- 
cation so it will best promote and 
best serve these long-range projec- 
tions. 


In addition, the editor should se- 
lect immediate, short-range targets. 
These might be single articles about 
single products, or be aimed at a 
single market—or a series with a 
definite objective. But they should 
be specific. They should have pur- 
pose. 


3. The external editor needs the 
closest cooperation. He must work 
closely with sales, public relations, 
advertising, and research and de- 
velopment people. Many articles will 
be recommended to the editor from 
these groups. An alert sales group, 
for example, is an asset to the ex- 
ternal editor. The salesmen are on 
the firing-line; they contact the 
customer and the prospect, and they 
see products in new—and often in 
unusual—applications. Every appli- 
cation is a story gem. 


4. The external editor should 
watch the other externals. What 
are the other externals doing that 
he could do in his own field? He 
should check their readers as well as 
his own. How well is their material 
being received? How well are they 
presenting material such as he 
would like to present? How can he 
better their methods of presenta- 
tion, or change them to fit his own 
needs? 


5. Finally, let the external editor 
watch the trends. He cannot afford 
to be solely a reporter of what 
happened yesterday; he must be as 
current as today, and his magazine 
should reflect that he is thinking of 
tomorrow. 

It’s a far cry indeed from the 
table-thumping journalistic tech- 
niques of a decade or so ago. The 
voice of the external has become 
modulated, and it has the timbre of 
dignity. But don’t let the new ap- 
proach fool you . . . it sells a lot of 
merchandise. * 
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He New 


The FINISHING 
INDUSTRY'S 


only complete —} 
directory direct ore 





Ta tol iielat-l Mm ot-F-litla-t- 





Tam Cdigeitib-tileyal 


in Advertising Vatue Because it’s so carefully designed for 
maximum usefulness, the PRODUCTS 
FINISHING Directory offers maximum 
effectiveness to the advertiser of any 
equipment or material used in the metal 
1 iS) finishing industry. PRODUCTS 

) FINISHING circulation is large, 
hand-picked and carefully maintained. 
it's easy to see why PF Directory fills 





et Tmei SF VilolsmGelet-le-lali-t-1ep 
among users of painted an important need, both with finish 


Ais users and advertisers. 
F- Tale Mee) t-ti-le ME i fall-yal-1-; 
Expose your advertising to the 


industry's most influential buyers in a 
media that enjoys year ‘round use... 
PRODUCTS FINISHING Directory. 


Advertising rates are based on space 
runin the regular issues of PRODUCTS 
FINISHING. The Directory can be 
used individually or in combination 
with monthly issues to earn the 
four, seven or thirteen time rate. 





Complete details are available in a 
; new brochure ready now. 
Single source reference to: 


otha Write for your copy today 
e Alphabetical Listing of or contact your 


Products and Processes PRODUCTS FINISHING representative. 


e Listing of Manufacturers 
Alphabetically by Product 


e Names and Addresses of 
M f f Fj : ; Gardner Publications, Inc. 
anufacturers of Finishing —also publishers of Products Finishing 
. and Modern Machine Shop 
Equipment and Processes 431 Main Street 
Cincinnati 2, Ohio 


- e Product Literature 


clirectorc) 
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The packaging business was a lot simpler in 
the days of if-it’s-wet-bottle-it, if-it’s-dry-box- 
it. Now, in the day of squeeze or squirt, spread 
or spray, the makers of packaging machinery 
and equipment, containers and container com- 
ponents have a much bigger market to sell 
... and a considerably tougher one too! 


Not only is the country jampacked with com- 
panies doing volume packaging ...in boxes, 
bags, bottles, cans, tubes, envelopes, wraps... 
but each company is so chockful of men-with- 
buying-influence in departments all over the 
lot, from Package Development to Sales, from 
Quality Control to Plant Management, that 
no one sales force could cover them all! 


That’s why advertising in the packaging field 
is a mighty must, with a mighty big selling 
job to do. It’s the reason why sellers of con- 
tainers, or packaging materials or machinery 
make such terrific demands of the magazine 
they pick to carry their advertising... one 
that can carry their sales messages to the right 
places and the right minds. 


As though their corporate lives depended on 
it (and they very nearly do!), packaging sup- 
pliers carefully sift the field... checking the 
packaging magazines these 3 ways... 


The 3-way-check makes it plain... MODERN 
PACKAGING is the one magazine that can 
do the whole job for you if you make anything 
that is used in the packaging of any product! 





MODERN PACKAGING 
A Breskin Publication 

575 Madison Avenue, 

New York 22, N. Y. 
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y CHECK THE CIRCULATION of packaging 


magazines: MODERN PACKAGING has the 
largest circulation in the field...and 
what’s more, it is the only magazine 
packagers have to pay for (a big $6 
a year, at that)! As the one magazine 
in the field with paid, ABC-audited cir- 
culation — and a high renewal rate of 
71.62% — MODERN PACKAGING gives 
advertisers assurance of interested 
readers ... interested in packaging! 


The push-button container is a spill-proof, leak- 
proof and easy-to-handle eau de cologne atomizer. 





More ads-to-packagers 





of packaging magazines: Since 1952, 
five independent surveys* show that 
MODERN PACKAGING is read and pre- 
ferred (for its authoritative coverage 
of new materials and equipment, pack- 
aging trends, and technical data on 
materials and production) by more 
men-who-specify-and-buy-for-packag- 
ing than any other magazine serving 
this $10-billion field! 


A gentle squeeze of the polyethylene bottle releases 
a puff of talcum. It is used and filled like a tube. 


*Write for the full reports of all 5 surveys and for additional facts on the market and the magazine 


are placed in MODERN PACKAGING 
because more packagers read and prefer it! 


~ Sales out of packaging 


~ CHECK THE EDITORIAL EFFECTIVENESS ‘ 7 CHECK THE ACCEPTANCE BY ADVER- 


TISERS of packaging magazines: Year 
after year, more advertisers invest 
more money in more space in MODERN 
PACKAGING than in all other packaging 
publications combined. And last year 
they spent more dollars for more space 
in MODERN PACKAGING than ever be- 
fore! Most of them keep using its pages 
year after year — 57% have advertised 
continuously for at least five years! 


Slight pressure on ball‘in cap releases just enough glue 
to make a dot or a fine line. Ball retracts to reseal tube. 
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ANNOUNCEMENT 


from Canada’s leading 


product news magazine 


. . CIEN 


Beginning in January, 1956, Canadian 
Industrial Equipment NEWS will be 
published twice a month instead of 
monthly as formerly. 


During its 15 years of publication CIEN 
has stood out as the magazine with 
the largest circulation to all industries 
in Canada: as giving the most informa- 
tion on new industrial products: and as 
carrying the greatest number of reg- 
viar advertisers. 


Now, twice-a-month publication will 
enable CIEN to bring the important 

_ mews of new industrial machinery, 
equipment and supplies to its readers 
more quickly — an assist to industrial 
operating that will help sharpen up 
production all along the line in every 
industry. 


To advertisers, it provides the oppor- 
tunity to broadcast news about their 
products much faster, with consequent 
quicker response test, and a livelier 
stimulation of distribution and sales. 


Rates, for the present, will remain the 
same. Publishing dates and other de- 
tails are being sent to advertisers and 
agencies throughout the United States. 


No. 1 Publication to Sell Canadian 
Industry 
Most News of Industrial Products. 





0 eo Samer aman 
INDUSTRIAL 
os uacaguaaa 





Head Office: Gardenvale, Que. 


Atlanta -........... VErnon 2969 
Birmingham, Mich, .......Mlidwest 4-1072 





Boston .......... _.. LAfayette 3-4688 
Chicago ......-.-- HArrison 7-3730 
Cleveland ......CHerry 1-222! 
Detroit - ..EMpire 3-2087 


Garden City, “Mich. . 
Grosse Pointe, Mich. 


...PArkway 2-015! 
TUxedo 2-3583 


Indianapolis _................ BRoadway 4422 
Kalamazoo _................. KAlamazoo 4-2868 
Los Angeles _........... LUdlow 5-5525 
Maywood seseseeeeseee--Fillmore 3-8298 
Minneapolis _................ ORchard 5-845) 
oe ee OXford 5-0500 
New Haven _........... UNiversity 5-2305 
Philadelphia _................ GRanite 2-6500 
ee!) EXpress 1-0244 
Richmend —.............. FAirfield 2925 
ce es CUlver 0346 


Western Springs, Ill. ...CHestnut 6-3180 


60 /'n dustrial Marketing 








IT’S COMING 





Develop automation 
facts faster than 
they can be used 


What is automation going to do to 
your business and the industries 
you sell to? How will it affect your 
marketing operations? To get the 
very latest information on these 
questions and to find out what auto- 
mation, as of this moment, is really 
all about, IM Associate Editor Fred 
Borden went to many sources, in- 
cluding leading business publication 
editors. What he found out is pre- 
sented here. His report helps to show 
applications of automation develop- 
ments reported by editors of elec- 
tronics and automation publications 
in the June IM “Trends” depart- 
ment. 


s Mark Twain is supposed to have 
said that everyone talks about the 
weather but no one does anything 
about it. May we be pardoned for 
taking liberties with the quotation 
and applying it to another field: 
Everyone talks about automation, 
and everyone is doing something 
about it. 

Seldom in industrial history has a 
technological development so stim- 
ulated the imagination, the interest 
and the concern of business leaders. 
Articles in industrial publications, 
speeches and panels at conventions, 
replies to questions at press confer- 


‘ences are notable for the stress they 


place upon the effect automation is 
likely to have on such varied factors 
as employment totals, morale of 
workers, development of leisure 
time and of the industries depend- 
ent upon it, design of new products, 
tasks of the industrial physician and 
the plant psychologist, even a pos- 
sible reduction in heart attack rate 
among industrial executives! 

While it seems generally agreed 
that the second Industrial Revolu- 
tion is upon us, no one seems quite 


A review of industry 
conditions that may 
influence industrial 


marketing procedures. 


ready to prophesy how far it will 
go, and, for that matter, there is 
quite some divergence of opin- 
ion as to how fast it should be per- 
mitted to proceed. 


Will it enslave us? . . Where is 
automation taking us? Opinions 
differ widely. It is referred to as 
“but a phase of our continuing 
technological advance” (Cledo Bru- 
netti of General Mills), and “a vital 
stepping stone to the expansion of 
our economy” (Delmar S. Harder 
of the Ford Motor Co.) and, as 
Professor Norbert Wiener of the 
Massachusetts Institute of Technol- 
ogy pessimistically sums up the situ- 
ation: 

“Let us remember that the auto- 
matic machine .. . is the precise 
economic equivalent of slave labor. 
Any labor that competes with slave 
labor must accept the economic con- 
ditions of slave labor. It is per- 
fectly clear that this will produce 
an unemployment situation, in com- 
parison with which . . . the depres- 
sion of the ’30’s will seem a pleasant 
joke. This depression will ruin many 
industries — possibly even the in- 
dustries that have taken advantage 
of the new potentialities.” 

But most leading business men 
and business paper editors, recog- 
nizing that the economic health of 
the country is dependent upon the 
purchasing power made available 
through wages paid to a fully em- 
ployed nation, register violent dis- 
agreement with the MIT professor. 


Augment, not displace .. The 
basis of their position seems to jibe 
remarkably well with a definition of 
the function of automation as set 
forth by Lt. Gen. Leslie R. Groves, 
v.p. of the Remington Rand Divi- 
sion, Sperry Rand Corp. Speaking 
at a special manufacturing confer- 
ence on automation held by the 
American Management  Associa- 
tion, Gen. Groves noted that the 
first Industrial Revolution has in- 

Continued on page 62 
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Your Advertising 


Me tee 


| Industrial 
Equipment |! : |} 
News 


REPORTER OF 2éGA%% Alew Im LQUIPME NT PaaS, maATEMIALS 






SEPTEMBER. 
rime 


to Your 








Prospects’ 


Needs! 


Every salesman knows his sale is half made if he is there WHEN 
the prospect is ready to buy. 

This doesn’t happen often in personal selling, but it occurs con- 
stantly among the 65,000 product selectors who rely on Industrial 
Equipment News for product news and information. 

You cannot control the time when Mr. Buyer and Mr. Specifier 
are ready to act. 

But you can be sure of being well represented when that time 
comes. 

The 65,000 readers of IEN who influence the choice of industrial 
products will help you to time your sales calls to your best 
advantage. 

This they do by looking for your ad at the right time. 

Where do they look? 

IEN is read for only ONE reason .. . for product information to 
be used in purchasing. 

And as it contains more product information than any other 
industrial paper it is the one most frequently consulted. 


IBY BUGGY 461 Highth Avenue, New York 1,N.Y.... Affiliated with Thomas Register 








It is looked through for product news. 

It is constantly referred to when specific buying needs pop up. 
IEN’s exclusive Front Page Product Finding Index is another 
reason why it is the paper most often referred to. 


This means that when 65,000 product pickers are looking for 
products like yours they will look for them in IEN ... TIMING 
their needs to the opportunity you offer. 


Details? .. . send for complete DATA FILE 


Industrial 


News @ 


Equipment 


Thomas Publishing Company 
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Tensio Bi 


SCLAYN, BELGIUM 


gets Attention 


In this bridge, concrete has its muscles flexed. 'Pre- 
stressed" under the constant tension of taut steel wires, 
latent strength is used. In a field where new techniques 
continually develop, prestress has taken hold. Its many ap- 
plications are being followed in close detail by ACI 
JOURNAL editorial. 


7000 SPECIALISTS IN CONCRETE 
ENGINEERING @® MANUFACTURING @ CONSTRUCTION 


The ACI JOURNAL serves top concrete men with what 
they must have to get and stay on top — current, au- 
thoritative technical information. Organ of an active so- 
ciety with fifty years at the focus of concrete's technolog- 
ical development, the JOURNAL presents original edi- 
torial coverage that is 100% working data. To satisfy 
reader-members, it probes deep into concrete engineer- 
ing, design, testing, manufacturing and construction. As 
a timely text and a trusted reference, alert concrete men 


look to the AC! JOURNAL. 


\\ Send today for the complete A. C. I. story 
| in the N.I.A.A. Brochure Form 
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TRENDS .. 


continued from p. 60 


troduced machines to supplement 
the muscle power of the human be- 
ing. “Automation,” he said, “con- 
sists of the use of machines to aug- 
ment certain areas of human judg- 
ment and decision.” He stressed the 
word augment, and not the word 
displace. 

In an article titled, “What Auto- 
mation Means to America,” in the 
September issue of Factory Manage- 
ment & Maintenance, associate edi- 
tor Carroll W. Boyce bolsters the 
contention that labor should have 
no fears of unemployment through 
automation. Says Mr. Boyce: 

“So many people fear unemploy- 
ment from auto- 
mation because 
they are _ not 
looking at the 
whole picture. 
They are look- 
ing at one seg- 
ment. . . They’re 
looking at man- 
ufacturing. 

“In the national scene, manufac- 
turing accounts for barely more 
than one job in every four—16,300,- 
000 jobs out of 62,700,000. Except 
for the ‘war production’ years of 
1943 and 1944, manufacturing has 
never provided more than 30% of 
total employment. 

“So why worry about employment 
in manufacturing? Actually, we 
shouldn’t. The key factors are man- 
ufacturing and total employment. 
As long as enough people are em- 
ployed—anywhere—to be able to 
buy all the goods and services being 
produced, the economy is in good 
shape.” 


Boyce 


By 1975, too few workers .. 
Admitting that it will take years 
to educate the public to an under- 
standing of this, and conceding that 
there will be some displacement and 
realignment of working populations, 
Mr. Boyce goes on to cite figures 
indicating that, even with advanced 
automation in effect, 1975 might not 
see a sufficient supply of workers 
available to take care of the pro- 
duction which would be necessary 
at that time. 

Estimating an available working 


Continued on page 66 
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! Measure it any way 
you want to... 






Textile Industries gives you more mill coverage 


There are many angles to be considered in 
measuring textile publications, but only TEXTILE 
INDUSTRIES takes a clear sight on the problem 
and gives you a position from which you can 
really work. 

TEXTILE INDUSTRIES is read by the buyers in 
mills with 99.9% of all spindles in the U.S.A... . 
99.6% of all looms. . . 98% of all knitting ma- 
chines .. . 91.4% of all dyeing, bleaching and fin- 
ishing ... 100% of all synthetic fiber production. 





This greater coverage of buying power is the 
result of TEXTILE INDUSTRIES’ sensible plan of 
combining big paid circulation with Directed 
Distribution. By this method, T.I. gives you the 
largest mill circulation available. It’s readership 
by mill presidents, superintendents and top ex- 
ecutives is unequalled. 

To sell all branches of textile manufacturing, 
TEXTILE INDUSTRIES is your basic advertising 
medium. Place T.I. first on your list. 


Textile Industries 


806 Peachtree St., N. E.. Atlanta 5, Georgia 
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Publishers statement. Domestic figures are based on 
February, 1955. All others are 6 months averages. 
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PETROLEUM 
EQUIPMENT 


WORLD-WIDE QUARTERLY 
REFERENCE OF THE 
PETROLEUM INDUSTRY 


@ Reaches Men of the 5 Major 
Divisions of the Petroleum Industry 


@ With 30,000 Additional Readers— 
Attracted by Editorial Service 
and P.E.’s Long Active Life 


The operating men of the five major divi- 
sions of the petroleum industry —producing, 
drilling, pipe lining, natural gasoline, refining 
—make up the audience served by PETROLEUM 
EQUIPMENT. The oil industry’s most influen- 
tial specifying and buying group, these men 
are responsible for the purchase of approxi- 
mately 90% of all petroleum equipment in 
use. Built from lists supplied by the oil com- 
panies themselves, PETROLEUM EQUIPMENT’s 
distribution enables you to reach selected engi- 
neers, superintendents, purchasing agents. 
foremea, tool pushers and drillers. 

PETROLEUM EQUIPMENT presents news 
of products, literature, and personnel in 
a way that invites response. More than 
3,000 certified, quality inquiries are re- 
ceived from every issue — representing 
action from a substantial part of the cir- 
‘culation. 


30,000 additional readers 


In a 1955 readership survey, domestic 
readers were asked, “How many other of your 
associates read your copy?” Of the 943 usable 
replies received, 719 readers stated that their 
copies were read by others in management, 
subordinate or other groups in their organiza- 
tions. This extra readership gives PETROLEUM 
EQUIPMENT an estimated average of 4.7 
readers per copy—providing its intensive pene- 
tration throughout the petroleum industry . . . 
a “bonus” audience because P.E. rates are 
based on its 12,000 world-wide distribution. 


Send for the 1956 Media Data File for com- 
plete information on PETROLEUM EQUIPMENT, 
the world-wide quarterly reference publica- 
tion of the petroleum industry. 


Published by 
PETROLEUM 
EQUIPMENT 
PUBLISHING 
COMPANY 


in association with 
Chicago © Cleveland 
Washington, D. - = Dalles S I M M 0 NS ° B OAR D MAN 
Petlnd Oregon PU BLISHING CORP. 
Coral Gables, Florida 30 Church St., N. Y., 7, NL. Y. 


PETROLEUM “ 
EQUIPMENT .. 





Outstanding 
Quarterly 
Reference 
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population of some 78,000,000 to 
86,000,000 in 1975, Mr. Boyce notes 
that it will take just about that labor 
force to turn out the $858 billion of 
goods and services current trends 
indicate will be needed by this na- 
tion 20 years from now. A reduc- 
tion of only 10% in working hours, 
he writes, will require the services 
of an additional 9,300,000 workers to 
reach that production goal, whereas 
universal adoption of the four-day 
week would make it necessary to 
employ a total of 21,000,000 more 
workers. 

Projecting population curves, Mr. 
Boyce comes to the conclusion that 
not even the 9,000,000 extra will be 
in existence, and thus reaches this 
decision: 

“We must raise our level of pro- 
ductivity—through more and more 
automation—even more rapidly than 
at present. Enough more rapidly, in 
fact, to offset a potential shortage of 
between 9,000,000 and 21,000,000 
workers by 1975.” 


It's already here .. This indi- 
cates great opportunity for manu- 
facturers whose products contribute 
to the process of automating the 
manufacturing industries. Concur- 


| ring is Harvey Carr, editor of Pro- 
| duction Equipment, who reported to 


IM: 

“A greatly increased market is 
seen for the fu- 
ture; in fact it is 
here, and is be- 
ing most actively 
participated in. 

“Every phase 
of industrial ac- 
tivity, particu- 
larly in the met- 
alworking field, 
has been greatly stimulated through 
automation. In the absence of con- 
crete figures applicable to the over- 
all picture, two things stand out as 
indicative of the trends. One is the 
interest and responsive readership 
among buyers and sellers of metal- 
working tools and machines; the 
other the physical application of 
automation as demonstrated at the 
recent Machine Tool Show. 

“Almost without exception, each 


Carr 


manufacturer in the field has made 
the most of automation and its ap- 
plication to his lines. He is keeping 
his lines competitive in the same 
way the prospective users are in- 
terested in applications of equip- 
ment to keep themselves competitive 
in their markets. 

“Obviously, then, automation has 
not only improved the manufac- 
turing processes by making them 
more completely automatic, but cre- 
ated new or greater sales demands 
for individual and group machines, 
materials, methods and tools. 

“This is further substantiated by 
the change in complexion of edi- 
torial material and offerings of ad- 
vertisers in the field, as compared 
to the types of presentation seen in 
former years.” 


Raps the befuddlers . . The edi- 
tor of Mill & Factory, Carl C. Har- 
“ rington, takes to 
* task those man- 
ufacturers who 
are adding to 
confusion in this 
rapidly develop- 
ing field by capi- 
talizing on the 
word, automa- 
tion, in order to 
sell their products. 

“The fact is,’ he says, “that an 
automatic entity is made up of 
many types of equipment—machine 
tools, materials handling equipment, 
many kinds of controls, inspection 
devices, etc. Therefore, many man- 
ufacturers of these various com- 
ponent parts of an automated sys- 
tem jump on the bandwagon and 
claim that their product is essen- 
tial to automation. 

“Real automation, which is the 
continuous automatic processing of 
many operations, is not yet practical 
for most companies. It is still large- 
ly confined to the automotive indus- 
tries and to some extent to radio 
and appliance manufacturers. Due 
to its high first cost, it is limited to 
plants where there are very large 
production runs.” 


Harrington 


Too fast to use .. The point is 
substantiated by Richard L. Kray- 
bill, managing editor of Dun’s Re- 
view & Modern Industry, who told 
IM that recent technological ad- 

Continued on page 68 





Before YOU decide on any METALWORKING PAPERS 
for 1956...get these helpful Sales Tools: 


45,000 CIRCULATION—Circulation breakdown of MACHINE and TOOL 
BLUE BOOK readers on IBM cards indexed by S.I.C. system. Tells you how many 


plants are reached, titles of readers and geographical locations. 


MACHINE and TOGL BLUE BOOK—the production man’s publication . . . 


for plant superintendents, works managers, master mechanics and shop foremen. 
98°/, of these copies are personalized. Published monthly since 1906, pocket size 


and the pioneer publication in controlled circulation. 





STARCH REPORTS—Available through the Starch organization to advertisers 
and agencies. Personal interview reports by Starch tell you how your sales messages 
are getting across to metalworking production executives. A simple, scientific guide 


to help you develop better sales-generating ads. 





DATA FilE—Completely revised—based on NIAA outline—latest information— 
latest statistics—latest publication data in the form you prefer. A 24-page file-size 
folder to help you determine the sales potentials for your products in the huge 


metalworking industries. 








HOW TO REACH NEW SALES HEIGHTS—The story of the MACHINE and 
TOOL BLUE BOOK interestingly told in few words, many pictures. Your nearest 


sales representative is portrayed throughout the book, taking you on an excursion 
on how the BLUE BOOK can help you do a better selling job. You'll enjoy and 
profit by reading it. 





HITCHCOCK’S MACHINE and TOOL DIRECTORY— The only handy buying 


tool for metalworking production executives. It rounds out your sales program to 
the metalworking industry. User study proves its value to readers, and therefore to 
advertisers. 92°, report they use it as a buying guide, and of these 11% said they 


consult it daily; 41°% once a week; 43°, once a month. 28,500 distribution. Published 
Dec. 15. Closing Date, Nov. 10. 


Son we 





Write or call your nearest MACHINE and TOOL BLUE BOOK representative 
for any or all of these Sales Tools. 


HITCHCOCK PUBLISHING CO., WHEATON, ILL., Wheaton 8-3400 
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‘de Oil City‘, 
OHH e@ Worren | 
New Castie$; WNSYLY 


Industrial Ratio Map of the U. S&S. 
Area of each state is exact ratio to its 
industrial value. M.P.A. covers the 'Heart"’ 
exclusively! 


in the BOOMING 90-BILLION-DOLLAR 
MIDWEST INDUSTRIAL MARKET! 


Here’s your entree to BIG BUSINESS — in the 
World's Richest Concentration of Industrial Buying 
Power! Here’s how to get “‘inside’’ where the real 
buying is done — where the orders are issued. 
M.P.A. does it for you like nothing else can! !t's the 
P.A.’s own magazine, ‘‘must’’ reading for all mem- 
bers of the powerful P.A. Association in the ‘‘Heart 
of Industrial America’’ — 100% ‘‘buyer’’ coverage 
every month. 





Your ad in M.P.A. is the perfect introduction for 


your representatives. They'll report more sales: 
“The buyer saw our ad in M.P.A. — needs our 
products and services — closed a deal!"’ That's 
why so many ‘‘national'’ advertisers have made 


M.P.A. the exception to an iron-clad ‘‘non-regional’’ 
advertising policy. They're getting value, and they're 
staying with it. Try an ad series of your own, and 
you'll do the same! 





A few of the “national” advertisers who use over 50% of the space: 










Alcoa Wickwire-Spencer Nat'l Screw 

U. S. Steel Roebling’s Torrington Write for 
J. & L, Babcock & Wilcox Standard Oil Roster Issue 
Ryerson Tube Turns Cities Service (Containing 
Bethlehem Chase Brass American Box P. A. list) 
McLouth Bridgeport Robt. Goir on your 

Assoc, Spring Scovill Brass Ohio Injector letterhead 
Columbia American Brass Blaw-Knox 







639 Penton Building 
Cleveland 13, Ohio 
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vances have 
made_ possible 
widespread ap- 


plication of the 
automation prin- 
ciple, but add- 
ed: 

“However, the 
applications are 
not appearing as 
rapidly as the technological develop- 
ments. The gap between them will 
remain as wide as the gap between 
what is possible and what is prac- 
tical. As a result of this gap or lag, 
automation is frequently viewed as 
an ‘evolution’ rather than a ‘revo- 
lution.’ 


Kraybill 


“Many business men feel that au- 
tomation will work gradually into 
the economic pattern and they place 
primary emphasis upon its impli- 
cations for production. The effects 
upon selling and distribution are 
secondary considerations when they 
are considered at all. 

“The most profound effect upon 
industrial marketing from automa- 
tion is expected to come, not from 
automation in the factory, but from 
automation in the office. It is here 
that hopes are high for faster, more 
complete, and more accurate data 
handling which will provide sales- 
men with more tools for selling— 
and more time to use those tools.” 


Behind the gap is cost. . That a 
gap does in fact exist between scien- 
tific developments and their appli- 
cations on the production line is 
indicated by other sources as well. 
Conversations with representatives 
of leading industrial organizations 
at the AMA special conference re- 
peatedly uncovered references to 
new methods, new products and new 
ideas developed in the laboratories 
which management is reluctant to 
put into operation because of the 
investment in current tools and 
machinery which have barely begun 
to produce in volume the products 
they were designed to turn out. 
Application of the improved dis- 
coveries would thus require scrap- 
ping or thorough revision of existing 
devices on which the heavy invest- 

Continued on page 72 
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are BSN’s lumber and building material 


supermerchants using your equipment 
to help move more than $8 billion 
worth of products annually? 


Through BUILDING SUPPLY NEWS you reach the 
kind of building material dealers and wholesalers 
who buy in car loads and sell in truck loads— 
whose sales and profits require modern materials 


handling equipment. © 


BSN readers do 88.2% of the industry’s $10 billion 
volume. Their sales average nearly a half million 
dollars annually —many of them in the millions. 





When you take your product story to these lum- 
ber and building material supermerchants through 
BUILDING SUPPLY NEWS you are assured atten- 
tion because: BSN is FIRST in editorial excellence 
... FIRST with its readers... FIRST in industry 
service... FIRST in dealer buying power. In 
addition, BSN carries the greatest advertising vol- 
ume, and is lowest in advertising cost. 


If you don’t already have this vast and expand- 
ing dealer market in your sales sights, better 
write for details as to what it represents and how 
to reach it. 


BSN dealer readers average 
nearly five trucks each of many 
types and varieties per establish- 
ment. 


Front-end loaders are the work- 
horse of the building material 
yard. 


Lumber and building material 
dealers are a big market for 
ready-mix delivery equipment. 


No other retailer needs so many 
conveyors to move heavy 
materials to and from storage. 
Building material dealers are an 


ro market for batching Ist dealer merchandising publication 


Popularity of pre-cut panelized 4 U ! L ] { 4 G 5 South Wabash Avenue, Chicago 3 


homes makes the building mate- 


rial dealer an expanding market S HT e o LY oe EWS Les C) INDUSTRIAL PUBLICATIONS, INC. aun. 
mon aD 





for power saws, planers, and. Also publishers of Practical Builder and 
related wood-working tools. wees other leading building industry magazines. 
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of a PENTON publication’s 
Effective Coverage 


Gathering the information for our Continuing 
Census is much like a survey you might make for 
your company. To determine what kind of plant 
it is, we first ask, “What do they make?” 


They tell us, and we tag it with its proper Standard 
Industrial Classification* (S.I.C.) number or num- 
bers. Now, we know in which product categories 
this plant belongs. 
Next, if there is research or designing activity, it 
will be of special significance to several of our 
publications. 
How big is the plant? Employment figures help 
STEEL, AUTOMATION and NEW EQUIP- 
MENT DIGEST determine whether the plant is 
sufficiently large to justify coverage, or how many 
copies are required to insure adequate coverage. 
Gross sales volume provides an additional yard- 
stick for measuring the plant’s buying power. 
The presence of the designing function, and the 
number of engineers, gives MACHINE DESIGN 
a further means of evaluating the engineering 
activity. 
——e With the major trend to decentralization, it is im- 
portant to recheck the Company’s other plants. 
(In one case there are 115 separate plant locations.) 
——® Operations performed provide special interest clues 
for STEEL, FOUNDRY and AUTOMATION. 


— —@ Who’s Who? Markets are people after you know 
the plants. This gives us a start on checking 
the people. 

Add it all up and you can see how this Continuing 
Census benefits you as an advertiser. It is just one 
of the many reasons why PENTON publications 
help to make good advertising more effective. 


*All manufacturers use this system in reporting to the U. S. 
Bureau of the Census. 
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Publishing Company 
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The ONE impression power 
that sparks progressive 
railroading! 


NOW! 6 NEW features 
giving even GREATER 
editorial and advertis- 
ing IMPACT! 


1. ENLARGED EDITORIAL STAFF 
Now EIGHT full-time editors- 
including famed railroad writ- 
er Nancy Ford, our new Spe- 
cial Features Editor. Also 
exclusive correspondents in 
Washington, Pacific Coast and 
Europe. 

2. CLEARER WRITING 
Robert Gunning Associates 
counsels Modern Railroads’ 
staff on “Clear Writing.” 

3. R. O. EASTMAN 
Editorial Readership Research 
now employed exclusively by 
MODERN RAILROADS in 
the railroad field. 


4. STARCH ADVERTISING 
READERSHIP REPORTS 
Now available exclusively in 
the railroad field through 
MODERN RAILROADS. 


5. ANEW KIND OF PROMOTION 
PACKAGE 

Merchandises advertising to 
company salesmen—most im- 
pressively. 4-color folder—dis- 
play easels—advance industry 
and personnel news—all sent 
direct to salesmen. 


6. INCREASED CIRCULATION 
COVERAGE. 
22,513-BPA audit. More than 
DOUBLE the coverage of any 
other railway publication. 
Greater WORLD WIDE Cov- 
erage, too... and ALL at the 
lowest cost per thousand, ALL 
KEY readers! 


EXCEPTIONAL EDITORIAL 
ACHIEVEMENTS PLUS DOMINANT, 
““Key Man ONLY'' COVERAGE 
MAKES MODERN RAILROADS THE 
KEEN ADVERTISER'S CHOICE... 
today MORE advertisers invest 
MORE dollars — issue by issue — 
in MODERN RAILROADS, than in 
ANY THREE OTHER RAILWAY PUB- 
LICATIONS COMBINED! Write! for 
newly-revised NIAA Media and 
Market outline. P 
NB 


MODERN RAILROADS 71 


201 N. WELLS STREET CHICAGO 6G, ILL 
PHONE: STate 2-412] 
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ment has not yet even been recov- 
ered. 

Along these lines, a report on 
automation, appearing in the Oct. 
1 issue of Business Week, has this 
to say: 

“At the moment, automatic con- 
trol systems are not cheap. The 
market is relatively small and spe- 
cialized. Research costs are high 
and, spread over only a few salable 
items, they raise the selling price 
disproportionately. . . . 

“Something like 20% of our ma- 
chine tools are at least 20 years old; 
43% are 10 years old. Few of these 
have automatic controls comparable 
with the latest models, yet they can 
still do the production job they 
were designed for. Management will 
hesitate to junk them... . . Thus, the 


| existing equipment acts as a drag 


on future expenditures for radically 
different, thoroughly gadgeted ma- 
chines.” 


Speed it up .. Despite the ap- 


parent economic soundness of these 
views, two speakers at the AMA 
conference took issue with it, from 
separate points of view. One thought 
that the process of automation must 
be speeded up rather than retarded; 


| the other maintained that automat- 


ing can be used to increase produc- 
tivity and profits for small-lot pro- 
duction. 

John Diebold, management con- 
sultant on automation problems, and 
one of the earliest of the country’s 
contemporary authorities on the 
subject, opened the conference by 
warning that industry should be 
stepping on the accelerator instead 
of the brakes, insofar as automating 
is concerned. “Although present 
trends seem to indicate that the ap- 
proach to ultimate automation will 
be gradual,” he said, “this may be 
less desirable than we suppose. It’s 
beginning to be quite evident that 
we should, in fact, begin seriously 
to consider means of hastening the 
approach to automation rather than, 
as some have suggested, slowing it 
down.” 

Basing his conclusion on a set of 
projected statistics almost identical 
with those arrived at by Mr. Boyce, 


Mr. Diebold pointed to the need for 
increasing the rate of application of 
automated processes in order to in- 
sure the desired 1975 production 
goals. “Farsighted and aggressive 
managements see not only the possi- 
bility of decreasing operating costs,” 
he concluded, “but also of entering 
the field with new products and 
new services. Entirely new markets 
are coming into existence, and alert 
business men are already seizing the 
opportunities that they see before 
them.” 


More small lots? .. Currently 
available automatic control tech- 
niques can increase small-lot pro- 
duction five fold or better, Wallace 
E. Brainard, assistant to the v.p., 
manufacturing, electronics manufac- 
turing division, Hughes Aircraft Co., 
told the AMA audience. 

Mr. Brainard noted the wide gap 
between machine hours needed for 
small-lot production and machine 
minutes required in high-rate indus- 
tries, and maintained that much of 
this gap lies in the difference be- 
tween the time spent in permitting 
the machine to work and that used 
up by an operator making adjust- 
ments. In most manually controlled 
operations, he said, less than half of 
the total machine time is utilized 
in actual machine cutting. For ex- 
ample, he stated that an engine 
lathe cuts a small brass part in 500 
seconds, 70% of which is taken up 
with operator adjustment, whereas 
an automatic single spindle bar ma- 
chine will do the same job in 38 
seconds, of which only six are used 
for anything but actual cutting. 

The impact of automation on the 
political life of the U.S. was indi- 
cated when a joint Congressional 
committee opened a week of hear- 
ings on “the broad economic and 
social implications of automation,” 
on Oct. 14. Mr. Diebold, the com- 
mittee’s first witness, urged that the 
government undertake a study of 
the extent and effects of automation 
in American industry. Such a study, 
he said, would be of “enormous 
value, not merely to management 
and labor, now nor even to the 
Government itself, but to the public 
at large, who have a right to know 
the facts of the matter.” 

Industrial product designers are 

Continued on page 73 

























Here are four examples of 


Ul literally thousands of problems 
which are encountered daily by 
A L OF INTEREST TO THE tool engineers. 


Often these problems are solved 
by new products or processes, 
or by the ingenuity of the tool 
engineer in re-evaluating the 
potentialities of existing equip- 
ment. And the men who have 
the status of tool engineer select, 
specify, or recommend the pur- 
chase of these products. They 
need to know about anything - 
which will help solve the in- 


finite problems they constantly 
/ \ face in the metalworking field. 
INCREASED PRODUCTION 
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How would you reduce tooling time and Q@, How would you boost production and lower 
costs in making circular master cams? assembly cost in mass producing automobile seat 


spring units? 






r A mn - 7 ne 
Vn; A, Tool engi 
aw neers at one 

Y company 
mechanized 
the operation 
by using cross- 
Wire resist- 
ance welding 
methods. 








A, Numerical machine control was employed 
by tool engineers to answer this question. 
They found that tape controlled machines 
are particularly adaptable to this type of 
problem. 








How would you eliminate cut-and-try exper- Q. How would you make draw dies for the back rail 
imentation in trouble shooting photography of gas ranges in less than half the normal time? 


of fast moving parts? 








A, Plastic dies were utilized by tool engineers to 

solve this problem in order to meet a production 
starting schedule. These dies were made, tested, 
and in production in about two months. 








By using an ultra-slow-motion camera that 
slows action 200 times when 16 mm film is 
projected at normal speed, tool engineers 
have found that trouble shooting can be just 
a matter of intelligent visual analysis, leav- 
ing them more time for design and develop- 
ment. 










(ATVERTISEMENT) 


Nhen the tool engine: 


production—will your 


If the market for your product is industry—especially 
the metalworking industry—you should be selling the 
tool engineer. He is the man who plans what materials. 
tools. and equipment can be used to produce an end- 
product efficiently and economically. This means that 
he must know about any product or process idea which 
will reduce unit and production cost while maintaining 
high quality in the finished product. 

When you tell the tool engineer about your product. 
you're reaching the man with a powerful influence in 
the purchase of all types of products and services. You 
can't always tell the tool engineer by his title (it may 
vary widely) but you can by the magazine he reads 


THE TOOL ENGINEER. 


HOW THE TOOL ENGINEER KEEPS ABREAST OF 
PRODUCT ADVANCEMENTS 

They know their professional magazine is a valuable 
new idea source. Editorial and advertising content 
alike is read carefully (80% read it at home) by these 
men who specify products in search of faster, better 
methods of producing. 

In this highly competitive era, tool engineers want to 
be told how your product can help them to do a better 
job. Introduce yourself and your product to the 31,000 
tool engineers through a mutual friend, THE TOOL 
ENGINEER. 


| PRODUCTION COSTS 


0088 


we) 


Publication of the American Society of Tool Engineers 
ASTE Building, 10700 Puritan Ave., Detroit 38, Mich. 
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also feeling the impact of automa- 
tion on their drawing boards. Mem- 
bers of the American Society of 
Industrial Designers, meeting in 
Washington for their 11th annual 
conference, expressed wariness of 
the increased standardization of de- 
sign that some of them fear will 
accompany production by fully au- 
tomatic processes. Brig. Gen. 
Georges F. Doriot, former Army 
quartermaster head, and now pro- 
fessor of industrial management at 
Harvard, warned the group that the 
trend toward automation might re- 
quire them to design goods in mod- 
ular fashion, in order to take ad- 
vantage of steady production op- 
erations. 


No end in sight . . One thing that 
is certain about automation: there 
is nothing automatic about its ap- 
plication. Stromberg-Carlson Co. 
division of General Dynamics Corp. 
has recently had to ask its suppliers 
to put small radio parts on belts 
and reels to expedite feeding them 
into machines, while at about the 
same time, Minute Maid Corp. 
broadcast a request that empty cans 
be deliberately jumbled and dumped 
helter-skelter into special semi- 
trailers which automatically unload 
them on to a belt conveyor at the 
processing plant. Dixie Cup Co., 
having set up automatic. control 
systems, discovered that it would 
pay to install left-hand-operated 
machines as well as the usual right- 
handed ones, because the new set 
up permitted an operator to handle 
several machines at the same time. 

“It is impossible to see any real 
end to automaticity. It will invade 
every aspect of our lives. Produc- 
tion machinery is only the start; 
transportation, housing, almost every 
facet of existence will be invaded 
and transformed by the taking over 
of non-creative tasks by automata.” 
That was the conclusion of an ad* 
dress delivered to the AMA meeting 
by Eric W. Leaver, president, Elec- 
tronic Associates Ltd., of Willow- 
dale, Canada. 

Appropriately enough, the title 
of his talk was “How Automatic Can 
We Get?” ° 











(ADVERTISEMENT) 
FOR 1955 — A $900 MILLION ANNUAL EQUIPMENT MARKET — 
AND HIGHER IN 1956! 


A greatly expanded market for 
highway construction equipment 
and material is assured over the 
next several years, no matter what 
size “expanded program” is voted 
by the next Congress—or even if 
one is not voted. “Normal” increases 
in construction expenditures assure 
this! 

HIGHWAY EQUIPMENT MARKET 

In late 1954, U.S. government data 
indicated that the 1954 equipment 
market in highway construction and 
maintenance would be $667 million. 
Later corrections raised this figure 
to $713 million. 

And after several revisions, the 
1955 highway equipment market now 
stands at $798 million. Upward re- 
visions of this figure will un- 
doubtedly follow. 

INCLUDING RELATED HEAVY 
CONSTRUCTION — 

To each above estimate of the an- 
nual equipment market in highway 
construction and maintenance, must 
be added the conservatively esti- 
mated $100 million spent for equip- 
ment in the related heavy construc- 
tion field. Thus, the equipment mar- 
ket in highway -. (related) heavy 
construction is approximately 900 
million dollars for 1955 alone! 

Note, that this is the market for 
equipment alone, and does not in- 
clude expenditures for materials 
and supplies, which also run into 
hundreds of millions. 


The Equipment Market in Highway Construc- 
tion & Maintenance: 1954-55 
1954 1955 
Fall 1954 Revised Current 
Estimate Estimate Est.mate 

















(mil- (mil- (mil- 

lions) lions) lions) 

New Constr. . ... $440 $480 $558 

Maintenance . ais 227 233 240 

Tot. oy he os 667 713 798 
Related Heavy 

et OAR oe 100 100 100 

Total Market ............. $767 $813 $898 


AND THIS MARKET IS 91.7% COVERED BY 
ROADS AND STREETS CIRCULATION 


VERTICAL COVERAGE 

Recently published U.S. Dept. of 
Commerce figures show that the 
number of general contracting firms 
in the non-building field increased 
from 16,402 in the first quarter of 
1951 to 18,932 in the first quarter of 
1953. 


These 1953 data reveal that 
ROADS AND STREETS bettered 
its previous 90.9% coverage of all 
highway-heavy construction con- 
tractor firms in the U.S. Of the 18,- 
932 such firms reporting Social Se- 
curity information, ROADS AND 
STREETS covered 17,357 for a cov- 


erage of 91.7%. 
1951 1953 


General Contractors (non- 
building) in U.S. (lst qtr.) 


NO. OR. Pitt ici cts snee ... 16,402 18,932 
ROADS AND STREETS Con- 

tractor Circulation (June) : 

No. of Firms ...... . 14,905 17,357 
Percent Coverage of all US. 

pate ese War win” sae  CL7% 


Since 1953 ROADS AND 
STREETS controlled circulation 
coverage may well have bettered 
even this astounding record. 
AVAILABLE MARKET DATA 

The Research Department of 
ROADS AND STREETS has pre- 
pared a number of reports which 
are available upon request. 

1. ROADS AND STREETS Mar- 
ket and Media Facts (file fold- 
er) 

2. Truck Ownership Among 
Highway-Heavy Construction 
Contractor Firms in the United 
States and Canada 

3. Planned Truck Purchases 
Among Highway-Heavy Con- 
struction Contractor Firms in 
the United States and Canada 

4. Estimated Equipment Needs for 
the Proposed Expanded High- 
way Construction Program 

5. Truck Ownership of Cities in 
the United States 

6. Petroleum Products 
Forecast in the 

Construction Field: 


Market 
Highway- 
Heavy 
1955-59 


. Truck Ownership of State 


“1 


Highway Departments. 

In preparation are the following re- 
ports: 

Truck Ownership of Counties 

Federal Truck Ownership 

Construction Material Require- 

ments for the Proposed Expanded 

Highway Construction Program 

Requests will be filled as soon as 
the reports are available. Write to 
ROADS AND STREETS, Gillette 
Publishing Company, 22 West 
Maple St., Chicago 10, III. 


November 1985 /73 








Sweet’s designs catalogs for buying action. Sweet’s will design your catalog to get the buying action 





you want —— invitations for your representatives to call, requests for more specific engineering and 


application data, or specifications for your product. 


Sweet's distributes catalogs for maximum use. The Sweet’s method will get your catalog where you want 





it to be and keep it on the job —— give you selective coverage of all good potential customers, eliminate 
wasteful distribution, and give you the tremendous advantage of being on the spot during preliminary 


Stages of buying when buyers start their quest for a supplier. 
















Six Sweet’s Catalog Files [Product Design, Plant Engineering, Machine Tool, Industrial Construction, 





Architectural, Light Construction] sent annually to key buying factors in each of these markets, give you 
the opportunity for specialization in the design of your catalogs, and selectivity in their distribution 
—— also the assurance that your catalogs will be kept and used whenever information on your product 
is needed. If you'd like more information, call our office in Atlanta, Boston, Buffalo, Chicago, Cincinnati, 
Cleveland, Dallas, Detroit, Los Angeles, New York, Philadelphia, Pittsburgh, St. Louis, San Francisco —— 
Sweet's Catalog Service [a division of F. W. Dodge Corporation] ——“'50 years of service to industry” 







This wenetge is addressed to sales-minded top management. It ap- 
i in les Management, Business Week, Wall Street Journal. 
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MECHANICAL ENGINEERING i 4 
CIRCULATION sa 
son concernin 
d on function 
pore in whole or 1" part 


Fieldsof 
specialization 


the adjectives and 
oe m examine the men! 


Circulation 
4107 


tn i | 

electricity 4926 Design is an engineering function. Because power, product, 
' . . . . . 

i Mechanics 5791 process and machine design is so basically mechanical, 

Gos Turbine Power 9904. 

Heat Transfer $289 


only a mechanical engineer can interpret the mechanical 
. g Ventilating 7636 
Heating | 9193 
Hydraulics 


requirements of a design and translate them to a specification 
ration so 
instraics echnis 


65 This is why the engineers who read MECHANICAL 

ine Desi M63 ENGINEERING are so important to advertisers seeking a 
yee . 4495 “design” audience. No other publication delivers exclusively 
Materials Engineering aid 

Materials Handling 


4si8 so large a group of mechanical engineers...so highly 
2968 

yallurgy ; 

mores Engineering 


qualified to take responsible charge of design work. 
3795 
pil and Gas Power on Proof? An exhaustive study* of ASME membership to 
Piping peed determine the fields of specialization of its members 
oot Engineering 9273 
saiee Engineering 


produced the results, as they pertain to design functions, 
3967 shown at the left. 

Structurel Design ste 

Thermodynamics 


ould not be tetellen 
flect overlapping ° 


Only MECHANICAL ENGINEERING can put your 
| totals, however, sales story before this, the world’s largest audience of 
Jization of ™-*- 


mechanical engineers—over 40,000 men in responsible charge 
of design, development, production, control and operation. 


functions. 
accurately 
readers in each field. 


*Write for your copy of the full report of this study. 
Engineers are educated to specify and buy 


Mechanical Engineering 


Published by 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
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By R. G. DeVries 


President 


Northern Industrial Supply Co. 
Chicago 


= To sell me, a manufacturer has 
not one but two problems. First he 
has to sell me personally about the 
values of his product. And then he 
has to help me do a selling job on it. 

I am an industrial distributor, and 
there are more than 2,500 other in- 
dustrial distributors, or mill supply 
houses, in the U.S. plus maybe an- 
other 2,000 supplementary distribu- 
tors. We do a business of about $4 
billion a year and many companies 
rely on us almost entirely to handle 
their direct selling to industrial 
users and consumers. 

As for me, I do about a half mil- 
lion dollars’ worth of business a year 
and maintain a constant inventory of 


INDUSTRIAL MARKETING 


The confessions of an 


INDUSTRIAL DISTRIBUTOR 


A veteran tells which of his suppliers he 


likes and which he doesn’t, and why. It may 


sting a little, as strong medicines do. 


around 10,000 different items worth 
more than $100,000. I specialize in 
cutting tools of all kinds, fasteners, 
precision tools, and transmission 
material such as V-belts, sheaves, 
and so on. I market nothing under 
my own brand but sell everything 
under the brand name of the manu- 
facturers whose products I distrib- 
ute. For this reason I am deeply 
concerned with their selling and 
marketing programs. 

Altogether I handle the lines of 
ten major suppliers and about 40 
other suppliers. The advertising, 
promotion, sales and marketing pro- 
grams of these suppliers have a di- 
rect effect on the amount of business 
they do. . . therefore on the amount 
of business I do, and I will explain 
why. 


Ways to keep me happy. . 
Of all the lines I handle, I would say 
that the Cleveland Twist Drill Co. 
does the best over-all marketing 
job. The company manufactures 
drills, reamers, tool bits and the 
like; and I am best pleased with it, 
of all the companies whose lines I 
sell. 

e It maintains engineering coun- 
sel and advice in Chicago equal to 
that in its own factory. 


e The quality of its personnel is 
outstanding. 


e Its men make industrial calls 
entirely on their own and assist in 
the engineering problems of our 
customers. 


e It has a teletype service direct 
to its plant, which gets action in the 
shortest possible time. 


e Whatever it sells must be sold 
through an authorized distributor. 


e It supports its price structure. 


e It advertises strongly in indus- 
trial publications directly to users of 
its supplies with mention of buying 
through authorized distributors. 


e Its catalog is outstanding in its 
method of publication and in its 
descriptive material. The catalog is 
complete, printed in two colors, and 
the company is generous with giving 
us enough copies for our customers 
with our firm’s name imprinted on 
the cover in gold ink. 


We're not alone . . We are by no 
means exclusive distributors of 
Cleveland Twist Drill Co. products. 
In fact the company has seven 
authorized distributors in Chicago 
alone. But it favors no one distrib- 
utor. When its sales engineers go 
out, they do not go with the sales 
engineers of any distributor, unless 
the customer specifically requests it. 
It takes something special, I would 
say, to keep seven competing dis- 
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1. The Call.. 


Distributor 


makes a sale 


tributors in one city happy but the 
company does. 

The engineers of Cleveland Twist 
Drill save sales for us constantly. 
One of our customers manufactures 
large quantities of precision valves. 
The heads are die cast and the 
metal is extremely abrasive. In this 
material the drills wore out too fast 
and there was extreme breakage. A 
sales engineer of Cleveland Twist 
Drill studied the problem at our re- 
quest and was able to recommend a 
change in the point of the drill, in 
the lead and in the flutes. The re- 
designed drill had an _ increased 
service life of 500%. 

We sold fewer drills for this one 
job, of course, but we have the satis- 
faction of solving this problem and 
of delivering a satisfactory product. 
And both our own services and 
Cleveland Twist Drill products have 
risen considerably in the esteem of 


our customer. 


Don’t do this . . Let me contrast 
this example with that of another 
company whose products we dis- 
tribute. The company is a tool man- 
ufacturer with a nationally-known 
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Northern engineer } 


brand. Its products are excellent. It 
advertises fairly well in trade pub- 
lications. Its catalogs are good and 
complete. Yet it is erring. 

» The caliber of its men is low. 

» Its engineering service does not 
approach the quality of that offered 
by Cleveland Twist Drill. If it did, 
its sales would certainly increase to 
a point justified by the high quality 
of the product. 

>» The company is failing to ad- 
here to its established price struc- 
ture and appears to be allowing 
certain distributors to undermine 
the structure. This is hearsay, but 
the evidence seems pretty conclu- 
sive. For example, we are losing a 
lot of orders because our customers 
ask us for quotations on this par- 
ticular brand and when we don't 
get the orders they tell us that our 
prices are not competitive. 

The company’s attitude toward 
customers is indicated by the fact 
that when I challenged their repre- 
sentative on this point he demanded 
that I dig up the proof. Proof would 
be extremely difficult for me to get 
and relatively easy for him. 


2. Selection . . Reed evaluat 


wheel 


Spend time with us .. There are 
many ways that manufacturers can 
help distributors sell their products. 
A fine example is that of the Lufkin 
Rule Co., precision tool maker. 

Lufkin is interested in our prob- 
lems and in the men selling their 
tools. Their representative in Chi- 
cago has learned the art of instilling 
in our sales engineers an intense 
interest in the tools made by Lufkin. 
Whenever new tools are out, their 
sales engineer spends time with each 
salesman demonstrating how the 
tools operate, what their advantages 
are, and somehow inspiring them 
with enthusiasm for Lufkin prod- 
ucts. He also conducts classes. 

As a result of these special selling 
efforts our sales of Lufkin tools 
have increased more than 400% in 
four years. 

As I write this we are participat- 
ing in a direct mail campaign 
planned and organized by Carbo- 
rundum. They have printed seven 
four-color direct mail pieces which 
are going out in the next 14 weeks. 
One of these is mailed every two 


weeks to customers all over the 








3. Advice .. At Delia, engineer Reed 
advises Delta engineer B. Vogel, recom- 


oO 


mends wheel from Carborundum line. 





5. Solution .. Buyer is satisfied. Delta 
purchasing agent Gordon Hargis is invited 


to witness results. 


country, imprinted with the name 
of the industrial distributor spon- 
soring the particular list of names. 

We have submitted to them a list 
of 600 of our own customers and 
we pay $1.84 per hundred for type- 
writer addressing of the mailing 
pieces to these customers plus 2c 
postage for each piece. Carborundum 
pays for the printing, paper and 
envelopes and handles the program. 
They have gone all out on this cam- 
paign and I think it is excellent. I 
believe it will click. 

A direct mail campaign of a differ- 
ent kind in which we are participat- 
ing is sponsored by Bausch & Lomb. 
They have released to us folders on 
card stock containing a _ postcard 
and imprinted with our firm name. 
The folders describe a booklet they 
have prepared called “Industrial 
Magnifiers, How to Choose and Use 
Them.” And they invite the cus- 
tomer, in our name, to tear off the 
postcard and mail it to Bausch & 
Lomb requesting the booklet. 

The postcard also contains our 
imprint so that Bausch & Lomb 
will know how many of our cus- 
tomers have responded. 





4. Trial . . The wheel is tried, as 
Northern salesman Joe Parker, who calls 
on Delta regularly, looks on. 


6. More? . . Buyers discuss purchase. 


If Northern engineering service clicked, 


repeat orders come. Service pays. 


Advice to manufacturers. . 
If I can give advice to manufacturers 
selling through industrial distribu- 
tors it is that they have to help us 
sell. We have to sell directly, and 
often in very competitive situations. 
And we also have to give service. 


1. Trade publication advertising is 
extremely important. Most of our 
customers ask for specifically 
branded products. They can only 
know about those brands by some 
form of advertising. 


2. Direct mail is also important in 
establishing identity of products, and 
even more valuable to us if it ties 
our name in with the manufactur- 
er’s brand name. 


3. Direct calls and direct selling is 
essential for many products. We 
have to sell directly and our efforts 
are aided by manufacturers’ direct 
selling efforts. This is especially true 
for technical products that require 
a high level of engineering know- 
how, ability to answer technical 
questions, and help in solving tech- 
nical problems. 


4. Service calls are important. Our 








salesmen are also engineers but 
usually they cannot compete in en- 
gineering know-how with the sales 
engineers of a particular line who 
have specialized in its problems. 
Just as we have to stand back of 
the products we sell, so the manu- 
facturer has to stand back of the 
products he sells. And one of the 
best ways he can do that, if the 
product warrants it, is to provide a 
service organization. 


5. Complete catalog data is ab- 
solutely essential for most industrial 
products. It is necessary for us in 
ordering and selling, and for the 
customer in ordering and buying. 


6. Envelope stuffers have a certain 
potential, but I don’t think they’re 
No. 1 on the list by a wide margin. 


7. Point of purchase material is of 
minor interest to us. We have to 
have some counter service but we 
really don’t want to pick up business 
from the street. We want to take 
orders by telephone or mail and 
make our own deliveries. 


8. Participation in trade shows, 
demonstrations, sales courses, and 
any other sales aids that help us sell 
are welcomed. Of course, manu- 
facturers cannot do everything, but 
the essentials cannot be neglected. 


Ideal time for a drive . . But in 
most cases, gaining general accept- 
ance is a long haul. For example, 
we deal with a which 
makes a fine drill chuck. We sell 
some of them because they could 
make deliveries at a time when we 
couldn’t get Jacobs chucks, which 


company 


are our regular line. That probably 
would have been an ideal time for 
this company to put on a strong 
selling and merchandising campaign. 
But they didn’t and now Jacobs 
chucks are again in good supply. 
We sell many more because our cus- 
tomers ask for them by name. 
That's what a strong marketing 
program can achieve for any indus- 
trial producer. Selling is easier and 
better for both us and the manu- 
facturer. au 


How to land distributors. . 


Now you know what your dis 
tr wants, how to help him. 
But how do you land -him t 
tart? See page 87. 
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750 dealers learn gospel at 


SUPER 


Hoop-la . . Butler rented entire hotel for big sales 


meeting. Signs inside, out let public know. 


® How can you plan and produce a 
two-week sales show for 750 dealers 
and salesmen and transport the 
audience to the show .. all in less 
than three months? 

It isn’t easy. But the Steel Build- 
ings Div. of Butler Mfg. Co., Kan- 
sas City, Mo., did it. Planning in- 
cluded every detail . . from renting 
a 215-room hotel to providing each 
dealer with aspirin in case he got a 
headache. 

Butler called its show the “Sellar- 
ama,” an appropriate name, as it 
turned out. The reason for the show, 
held at Butler’s Galesburg, II, 
plant, was that the company had 
set a goal of doubling its steel build- 
ing sales in five years. 


— 


Individualized . . Welcome sign 
went up on every dealer’s hotel room door. 
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Although Butler already was sell- 
ing one of every four metal build- 
ings fabricated in the world, market 
research showed the new sales goal 
was feasible. 

The big need was to tell the story 
convincingly to Butler builder- 
dealers from all over the U. S. and 
Canada. Time was short so the 
meeting had to be different. 

It was. In early April, this year, 
Butler opened the first of two four- 
day sales meetings that made up 
Sellarama. The meetings were built 
around a fire department theme, 
which apparently kindled flames of 
enthusiasm in the dealers. Sales 
gains were scored in April, despite 
the fact all the builder-dealers were 


be Fs Po - om bd a 
Pampered .. On rainy day, Butler got 
raincoats, sold them below cost to dealers. 


SALES 


SHOW 


off the job a week or more, attend- 
ing Sellarama. 

How did Butler do it? Precision 
planning to the most minute detail 
was the chief ingredient. 


The beginning . . Sellarama began 
formally Feb. 7 as a seven-page 
planning memo from Chris Stritz- 
inger, Butler advertising and sales 
promotion manager, to ten Butler 
officials. 

The memo set out the goals of 
Sellarama, and outlined broadly the 
responsibilities of each individual. 
It set out proposed schedules, esti- 
mated the travel costs of bringing 
750 men to Galesburg, and every 
other budget item. 


Switch . . Every day sales show went 
on in movie house. Marquee pushes show. 

















It went into detail on estimated 
attendance, handling of invitations, 
plant and product display tours, 
and providing stenographers for the 
builder-dealers during the meetings, 
along with ample stationery and 
stamps. 

One _ seven-line paragraph on 
photographs in the original memo, 
eventually grew into a five-page de- 
tailed schedule for the four photog- 
raphers who covered the Sellarama. 
Five lines on publicity plans were 
expanded into four pages of specific 
goals. 

Specific assignments were made 
of men to prepare printed materials, 
check menus for the _ breakfasts, 
luncheons and dinners, check and 
re-check room assignments and 
plans for entertainment. 

Advance trouble shooting was 
done by thinking of all the things 
that could possibly go wrong, such 
as late-sleeping stragglers getting 
the first morning sessions off to a 
late start. 

The solution in this case was to 
open each morning session with a 
movie. The handful of latecomers 
thus could arrive quietly and be 
there for the real meat of each 
morning meeting . . the two-act 
stage play in which Butler presented 
its key messages. 


Butler pays travel costs . . 
Travel plans held many potential 
headaches. A travel agency in Kan- 
sas City, Berry Tours, was called 
in to handle reservations that 
reached from Delhi, India through 
Alaska, to Saskatoon. 

Eight girls worked two weeks 





Enthusiasm . . Enthusiastic dealers 
gave pony to Butler official for his kids. 











air or rail tickets to meeting, tickets to events, instructions, 


Showmanship .. Basic components of Butler buildin 


dealers’ inspection. Below: Clown band welcomes dealers o 


bad 


je, 


note pad 





siren and red 


each 


s vs : . i Samet 
Hi-Jinks . . Between lectures, Helen Weiss 
steps d ff stage to get 


etiTLER 


some audience 


Campaign Explained . 


magazines to be 


e Covers of business papers, 


used in drive grace stage as assistant 
ad manager E. J. Howse explain 





Building in « Building .. A Butler steel building Farmer and Daughter? . . Legs, a milking machine and 
housed registration desk in hotel lobby. a straw-hatted “farmer” 


were featured in this skit. 
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handling the reservations and total- 
ing up the $50,000 travel tab, which 
Butler paid. 

Butler bought out the 215-room 
Hotel Custer in Galesburg for vir- 
tually all the two weeks and 
used another hotel and three motels 
to house Butler personnel so the 
builder-dealers could all live in the 
Custer, which was Sellarama head- 
quarters. 

A fire truck was rounded up to 
greet arriving dealers at the two 
railroad stations in Galesburg and 
to escort them on tours. A clown 
band was employed to add color. 

Buses were chartered to make the 
trips from hotel to the Galesburg 
plant, to the new product display, to 
an outdoor barbecue at the local 
country club and to a Butler-built 
model dairy farm five miles west of 
Galesburg. 

Police escorts and special parking 
privileges in the block around the 
Custer were arranged for. 

By March, Sellerama had become 
almost a full-time business for the 
ten Butler executives doing the 
planning. Checking meetings of the 
whole group were held Feb. 16, 
March 1 and March 15. After that 
work went forward with smaller, 
frequent meetings, by telephone, 
wire and letter. 

Builder-dealers were asked to the 
Sellerama through a six-piece invi- 
tational barrage. 

Each builder-dealer received a 
leather pocket secretary containing 
his transportation tickets and return 
reservations, gaily colored cards of 
invitation to the luncheons, dinners 
and other entertainment . even 
advice about what kind of clothes 
to bring (the long-range forecast 
was for rain). 


A stage show a day. . To tell its 
sales stories Butler wanted a differ- 
ent format and settled finally on 
having a different two-act stage 
show on each day of the four-day 
meeting. 

The company’s advertising agency, 
Aubrey, Finlay, Marley & Hodgson, 
Inc. of Chicago, was handed this as- 
signment and told that Butler 
wanted a livelier presentation than 
the usual sales meeting speeches. 
Agency vice-president Ken M. Hill 
hired Herb Futran, for 20 years a 


free lance writer and producer in 
radio and television in Chicago, to 
do the show. They began hammer- 
ing out a script. 

The Orpheum movie theater in 
Galesburg, next door to the Custer 
hotel, was rented. A crew of stage 
hands was assembled and a minute- 
tight timetable of using the theater 
was worked out. 

From noon until midnight each 
day during the Sellerama, the Or- 
pheum presented its movies to the 
usual customers. At midnight, 
everything from the marquee to 
backstage was changed to be ready 
for the next morning’s Sellerama 
show. 

Meantime Butler officials were 
hurrying to completion, in some 
cases months ahead of schedule, new 
product features to be unveiled at 
Sellarama, new sales tools and new 
approaches to sales problems. 

As each was finished the script 
writers were notified to incorporate 
it, sometimes as a major feature. 
This made the script an evolution- 
ary piece of writing, that grew and 
changed shape almost up to curtain 
time the first day of the opening 
sales session April 4. 


Exact schedule . . By now Sella- 

rama was set up on this schedule: 

e 7:30 am. .. Breakfast for every- 
one. 

(To insure prompt rising a port- 
able red light and siren were 
mounted on a hand truck, wheeled 
through hotel halls at 7 a.m. daily, 
while a wake-up detail pounded 
vigorously on doors and served 
hot coffee to the builder-dealers. 

(Each morning a four to eight- 
page “Butler Siren” tabloid, with 
stories and photos of the Sella- 
rama, schedule for the day and 
highlights of the previous day, 
was put under each builder-deal- 
er’s door. This gave each man a 
handy summary of high points of 
every session, photos of himself 
in groups, pictures of product dis- 
plays and the stage show.) 

e 8:30 am. . . Thirty-minute sales 
movie in Orpheum. 

e 9:00 am. . . First act of show. 

e 10:15 a.m... Coffee break in hotel 
with rolls or doughnuts. 
Noon . . Luncheon with talk by 
major Butler official. 


e 1:15 p.m... Trip to giant outdoor 
new product display on grounds 
of Butler plant where every com- 
ponent of the 512 combinations of 
buildings in the new line was set 
up, painted in gay colors with 
bright-hued pennants and flags 
lending a circus atmosphere. 
4:00 p.m. . . Return from product 
display. 
6:00 p.m. . 
dinner. 
9:00 p.m. . . Fire house Saloon, 
an old Wild West gaming estab- 
lishment accepting only Butler 


. Cocktails followed by 


special money. Then a profession- 

al auctioneer sold off 30 prizes 

(luggage, appliances) to the win- 

ners. 

That was the schedule for the 
first day. Similar schedules were 
followed for the other three days 
except that afternoon programs were 
changed to trips to the 
model dairy farm, a local factory 
housed in Butler buildings and a 
tour of the Butler Galesburg plant. 


include 


Promotion by the boxcar . . 
Preparation of the printed materials 
to be handed out during the meet- 
ings was a massive job. Writing, 
laying out and supervising produc- 
tion, much of it in Butler’s own 
printing shop at headquarters in 
Kansas City, was done in the final 
weeks before April 4. 

Altogether more than a railroad 
boxcar of material was shipped to 
Galesburg and distributed there. 
This included samples of direct mail 
pieces, proofs of ads, brochures and 
folders, order forms for radio and 
television spot announcements, en- 
velope stuffers, mat service book- 
lets, color photographs and jumbo 
form mailers. 

When the builder-dealers began 
arriving in Galesburg, each group 
was met at the train by Butler per- 
sonnel in red felt fire hats. The fire 
truck and clown band met every 
train and escorted the busloads of 
builder-dealers to the Custer. 

There they found a long red carpet 
rolled out for them and saw Sel- 
larama signs with red flames every- 
where they might look. 

Registration was made as easy as 
possible, with prepared lists of 
names and room assignments set up 
alphabetically in advance. Arrival 
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BUILDERS 


Promotion Volley . . At final session of 


“Sellerama,” 


caine 3 LEADING 
STEEL BUILDING SALE 


stage was packed with signs 


and other sales promotion, advertising materials for Butler's big drive. 


times were known in almost every 
case. 

Registration headquarters were in 
a 16x16’ Butler Panl-Frame steel 
building set up in the Custer lobby, 
where fire-hatted Butler secretaries 
handled registrations, took letters, 
handled phone messages and kept a 
big blackboard posted up to date. 


Horse race, too . . Each arriving 
building-dealer was handed a 10x 
12” hard-covered binder containing 
Sellarama letterheads and enve- 
lopes, ample notepaper for the sales 
sessions, two promotional Butler 
folders, a package of aspirin and a 
conversation piece . . a slip of paper 
printed to depict a horse race. When 
touched with a cigarette, the chem- 
ically-treated paper burns down six 
lanes to a finish line to see which 
race horse wins. 

Also inside was a Sellarama me- 
chanical pencil and a pocket-size 
notebook. The notebook gave the 
detailed schedule for each day, maps 
of the interior layout of the Custer 
Hotel and of Galesburg with plant 
and other important locations noted. 
It contained complete daily train 
schedules to and from Galesburg 
with arrival times in key cities, in- 
formation on how to send wires and 
mail, find a drug store or barber 
shop, get secretarial service, phone 
calls and messages, taxis and infor- 
mation. 

The notebook also listed the name 
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of a doctor and a dentist. (A smart 
move. One of the early arrivals, 
Wiley Banes of Albuquerque, N. M., 
called on the dentist to have an 
aching molar extracted. ) 

Butler sales personnel, familiar 
with the builder-dealers from their 
territories, were assigned to see that 
rooms were comfortable, meals were 
okay, baggage was handled correct- 
ly and to smooth out any small 
bumps that might develop. 


Show new line . . Opening up its 
first four-day show, company offi- 
cials wondered what impact Sella- 
rama would have. They knew their 
story was sound: 

Butler had had 47 combinations of 
metal buildings. Then the company 
engineered and redesigned a wholly 
new line of 512 combinations of 
buildings and retooled at a cost of 
more than $300,000. Despite this vast 
increase in the product line, the 
number of parts that had to be 
stocked was reduced by more than 
two-thirds. 

One sales tool Butler had helped 
develop was a projector for sales- 
men on which both film and sound 
could be stopped any time with a 
flick of a finger switch, to enable 
the prospect to ask questions or the 
salesman to make a point, then 
turned on to continue the pitch 
without any further adjustment. 

The beefed up 1955 advertising 
program (up $250,000 to $1,250,000) 


was dramatically unfolded with 
giant color blowups of the covers 
of magazines Butler has schedules 
in this year. 

Special tape recorded greetings to 
the builder-dealers were featured 
at the luncheon sessions. They came 
from such notables as Secretary of 
Commerce Sinclair Weeks, Clem T. 
Johnstone, president of the United 
States Chamber of Commerce, and 
Herbert Watt, vice-president of 
U. S. Steel. 

Butler employed a public rela- 
tions firm and set up a press room 
in the Custer to turn out quick 
stories and photos on builder-deal- 
ers, which were sent to their home 
town newspapers. Coverage also 
was provided papers in Butler plant 
cities, wire services, business and 
other trade papers and magazines. 


New sales goal set. . As Sellarama 
surged into its second session, Butler 
brass became convinced they could 
double sales in three years instead 
of the original five and began saying 
so. 

Attendance at the fourth-day ses- 
sions, notably lagging at many sales 
meetings, was as high as on the first. 

Dealer reaction was enthusiastic. 

“I feel so good I’m going to fly 
home, but I won’t need a plane,” a 
Pennsylvania dealer said. 

But the payoff comment, which 
showed how successful Sellarama 
was, came from another dealer: 

“From what I learned here I know 
I can sell $24,000 worth of build- 
ings the first day I’m home.” ® 
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Changing Times . . Each evening, 
"Sellerama” had to clear out of movie 
house, change marquee signs so theater 
could resume business, By morning: back 
to Sellerama. 









By Harold Elfenbein 


Advertising Manager 


Parker-Kalon Division 


General American Transportation Corp. 


New York, N. Y. 


= Industrial advertisers are pro- 
ducing more printed matter today 
than they really need and therefore 
are wasting sales promotion money. 

Moreover, the demands of their 
distributors, plus personal vanity, 
are encouraging them to do this. 

The costly production of more and 
better printed matter can seriously 
hurt both the supplier and distrib- 
utor if not held in check. Unfor- 
tunately, the job of holding the 
reins is in the hands of the poor, 
frustrated advertising manager. This 
gent is generally an underpaid and 
overworked individual who is be- 
witched by a desire to do a better 
job, bothered by his sales depart- 
ment to grind out more literature 
and bewildered by his budget. 

Yet, despite the limitations of a 
budget, just let the “brass” get a 
glimpse of a fancy or novel piece of 
product or service literature the 
competition has produced, and im- 
mediately they want to outdo it. By 
the same token there isn’t a normal 
distributor who has not at some time 


or other brought to his supplier’s 
attention an elaborate, eye-catch- 
ing printed piece with the inevi- 
table appeal, “Why can’t you guys 
turn out something like this?” 

As an advertising manager I am a 
faithful devotee of the gospel that 
you ve got to spend money to make 
it. I also hold to the theory that 
sales promotion is just that 
something to promote selling. But 
the producing of reams of literature 
that ultimately settles in the dust 
on a distributor’s shelf or races mis- 
directed to the waste baskets of 
bookkeepers, accountants and others 
with little or no industrial buying 
influence is, in my opinion, not only 
wasteful but shameful. 

Nor has anyone yet convinced me 
that a fringe prospect deserves a 
costly catalog or folder when a less 
expensive piece of literature will 
suffice, at least temporarily, until it 
is determined that he needs the 
full treatment. 


How do you tame it? . . Just 
what has contributed to the growth 
of this printing situation and what, 
if anything, can be done to try and 
tame this “monster”? 

While responsibility for the ex- 
cessive demands for printed matter 


the printed 
matter monster .. 


IS IT REAL 
OR FANCIED? 


can be shared equally by manu- 
facturer and distributor, it might be 
said that the real impetus rests 
with the distributor simply because 
he knows a good thing when he 
sees it. Having been spoiled, he 
continues to want more and better 
material to give away. 

Perhaps it all started back in the 
lush postwar era when everyone 
was jumping to get on the conver- 
sion band-wagon of civilian goods. 
The distribution of tons of printed 
matter during this period served 
well as effective sales tools, just as 
some of it still does today. With 
the advent of the hard-sell years, 
printed matter proved its importance 
and value again. But by the same 
token, the goose that has been lay- 
ing these golden eggs also is slow- 
ly, but surely working itself to 
death. 


Our book gets out of hand. . 
I cite my own experience, although 
I am sure every advertiser can 
match this example or better it. In 
the early days of hard-sell we de- 
cided it would enhance certain of 
our sales efforts to publish our en- 


gineering standard sheets in a 
bound, wire-stitched, leatherette 
covered book instead of issuing 
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them in single sheets as we had 
been doing. 

This was no history-making idea; 
on the contrary it was simply a 
matter of expediency and service. 
Heretofore our 60 odd prints had 
been reproduced economically by 
photo-offset and the total annual 
expenditure was inconsequential as 
far as the budget went. Whenever 
we ran low on a particular print we 
simply reordered several thousand 
more. 

The out-of-pocket cost for our 
new book of engineering standard 
prints was around 25c each in an 
initial print run of 15,000. At the 
time, this price seemed satisfactory, 
even with the added cost for mail- 
ing. Following a routine announce- 
ment of the new book, requests be- 
gan to roll in and we were satisfied 
that our idea was being so well re- 
ceived. However, much sooner than 
we had anticipated, we found it 
necessary to reprint a similar quan- 
tity. 


Growth of a monster . . We had 
no intentions whatsoever of mak- 
ing this book a permanent item in 
our line of printed sales material, 
yet since its inception we found we 
have distributed more than 75,000 


copies. Each reprinting began to 





Identified . . S. D. Warren Co., Cum- 
berland Mills, Me., gave its printing papers 
better identification and better protection 
by packaging them in telescoping corru- 
gated boxes covered with wrap-around 
label printed in continuous-pattern design. 
Hinde & Dauch, Sandusky, O., makes the 
extra sturdy boxes which replace heavy 


wooden boxes. 
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cost a bit more; and of course, be- 
fore going to press, we naturally 
made a few revisions here and there 
to bring the new edition up-to-date. 
Ultimately the item of “engineering 
standards” became a real cost factor 
and presented itself as a new item 
to be considered when planning 
future budgets. 

Recently we decided to go back 
to issuing single sheets of standard 
prints, especially after discovering 
that distributors were giving or 
sending them to purchasing agents 
and others who had absolutely no 
use for this type of technical data. 
Needless to say, the distributors and 
our own field force put up a howl 
when they heard the news. 

This only goes to show how easy 
it is for a supplier to find himself 
enmeshed in a net of circumstances 
where a temporary printed item un- 
intentionally becomes a permanent, 
standard piece of literature. Too 
often these days a supplier finds 
himself trapped with the obligation 
of furnishing an expensive short- 
term piece indefinitely. Salesmen are 
extremely reluctant to surrender 
such items if they have served them 
well in the past, even though pre- 
vailing conditions reduce the value 
of such printed matter. Added to 
this is the fact that some distribu- 
tors, hoping to impress the supplier 
that thev are pushing the line, over- 
order such literature. As a result, 
a lot of expensive literature turns 
obsolete on their shelves. 


Business papers guilty? . . Busi- 
ness publications come in for their 
share, too, of nurturing this “mon- 
ster” of printed matter. Some years 
ago we produced a new booklet on 
application data which was to be 
used as an envelope enclosure 
by our distributors. But before an- 
nouncing it to them in our custom- 
ary manner, I decided to devote a 
single page ad to the booklet in only 
one publication in order to reach a 
certain prime market (although the 
contents of the booklet was broad 
enough for certain other markets). 
At the same time, I intended the 
ad to serve as a means of a reader- 
ship study (of sorts) of this par- 
ticular publication. 

Shortly after the ad appeared 
several other publications, under 


the erroneous idea they were doing 
me a favor, published a paragraph 
on this booklet in their “new liter- 
ature” columns. As a result, we 
were flooded with requests, some 
of which were of little value to 
us as leads. Moreover, this “gesture” 
on the part of these publications 
was without our knowledge and 
permission. Since we were limiting 
our announcement to only one pub- 
lication we didn’t bother to key 
the item. You can imagine what 
happened to the readership study. 
To make matters worse, the dis- 
tributors complained bitterly be- 
cause they were not notified about 
this literature in advance of the 
press (and, of course, in advance of 
their customers and prospects). 


Watch that term . . Discrepancies 
in the nomenclature of printed mat- 
ter likewise contribute heavily to 
the growth and development of our 
“monster.” Too often a supplier up- 
grades a bulletin or booklet into a 
“brochure” or “portfolio.” Others 
permit promiscuous use of the term 
“catalog” even by their own sales 
personnel. I often wonder how 
many expensive catalogs have been 
mailed to customers and prospects 
when what they really wanted was 
a simple price list. 

Speaking of catalogs, I can never 
reconcile myself to the practice of 
certain distributors who request 
quantities of catalog sheets from 
all their suppliers and bind them 
together 
(the latter being the only item the 
distributor supplies) which he then 
issues as his catalog. 


under a common cover 


While we are as anxious as the 
next supplier to assist a distributor 
in every way possible in the prep- 
aration of his catalog, we also hold 
firm to a resolution adopted by the 
American Supply & Machinery 
Manufacturers Association, which 
states that “. . . the cost of publish- 
ing a distributor’s catalog is an ex- 
pense item chargeable to the dis- 
tributor’s cost of conducting his 
business,” and “. . . the supply of 
large quantities of catalog pages by 
a manufacturer, sufficient to assem- 
ble a distributor’s catalog, transfers 
a burden of expense from the dis- 
tributor to the manufacturer,” and 
... (the association) “recommends 
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to all members that such requests 
for contributions to the expense of 
publishing distributors’ catalogs be 
declined.” 


Who's to pay for it? . . Such re- 
quests place a manufacturer in a 
most precarious position. Can he 
afford to favor his better distrib- 
utors with such printed matter at 
the expense of creating ill-will 
among his other distributors? To 
what operation will he charge such 
“blackmail”? Advertising and sales 
promotion want no part of it; nei- 
ther does sales when the total costs 
run high. If the distributor thinks 
enough of the line to include it in 
his catalog, then why doesn’t he do 
so without asking the manufacturer 
to underwrite him? 

As printing costs continue to rise 
and budget requests for printed 
matter increase, management will 
have to swing the axe. Sales costs, 
excluding printed matter, are al- 
ready excessive. Yet there is a ray 
of light in this dismal picture. A 
small, but increasing number of 
distributors are becoming aware of 
the existence of the printed matter 
“monster” and its associated dan- 
gers. Having been forced by com- 
petition into advertising on their 
own and on an unprecedented scale, 
these distributors are finally becom- 
ing acquainted with the high costs 
of printed matter. 


Is it cutting profits? . . It is only 
natural then to assume that their 
appreciation of this item has in- 
creased. But what is more impor- 
tant is that a larger number of 
distributors are beginning to ask if 
these excessive expenditures for 
printed matter by the supplier are 
not cutting into or holding back on 
their margins of profit. 

Several distributors with whom 
I have discussed this situation have 
also indicated they are becoming 
seriously concerned about the 
advisability of receiving printed 
matter from a supplier without first 
being consulted regarding the mar- 
ket conditions within their respec- 
tive territories. 

In other words, they are anxious 
to work with the supplier on direct 
mail, sales promotion and advertis- 
ing just as they are on other mat- 


ters. The opinions of such realistic 
distributors can prove invaluable to 
the supplier prior to the creation 
and distribution of printed matter. 
While there are in existence today 
a number of distributor panels 
working with certain industrial 
manufacturers, more manufacturers 
should adopt the idea of consulting 
various of their distributors to deter- 
mine the actual need for a given 
piece of literature, how elaborate it 
should be and the estimated print 
run and returns to be anticipated. 


The time is ripe for manufac- 
turers and distributors alike to re- 
align their thinking on this impor- 
tant phase of their mutual opera- 
tions. Mailing lists, in particular, 
need overhauling. Closer coordina- 
tion and cooperation are needed. 
Otherwise the only other alterna- 
tive to holding the printed matter 
“monster” in check is the instituting 
of charges to the distributor for all 
printed matter. 

Who knows? That might be the 
solution. ® 








DeVries 


A distributor says . 


In the article above, an advertising manager warns that many 
distributors are asking for too much sales literature (more than 
they need or use) from manufacturers. But here a distributor 
warns: better not skimp on such sales aids if you are a new 
manufacturer, or you are starting a new line. (If you have an 


established line, see his views on p. 77.) 


Want me to sell your new line? 
Here’s how to convince me 


By R. G. DeVries 

President 

Northern Industrial Supply Co. 
Chicago 


= If you are a new company, or you 
have a new product, and you are 
looking today for industrial dis- 
tributors, you have a rough road 
ahead. 

As a distributor, I see great diffi- 
culties facing you. 

For example, suppose a salesman 
were to call on me in an attempt to 
get me to carry a line of files that 
was just being put on the market. 
He would have a tough job, believe 
me. Before I would consider 
handling the line he would have to 
convince me: 

e That his company had qualified 
service engineers in the territory. 

e That his brand had national ac- 
ceptance. 

e That the company would main- 
tain a Chicago stock of unusual, 
slow-moving patterns. As a mill 
supply house we maintain an ade- 
quate inventory of the normal fast- 


moving items, but we have to have 
the manufacturer back us up with a 
stock of the slow-moving items. 

e That the company had a pro- 
gram of selling aids, including the 
following: 

a. Trade publication advertising. 

b. Catalog data for our salesmen. 

c. Instructional courses for our 
salesmen. 

d. A direct mail program and/or 
other advertising and promotional 
aids. 

It would be difficult for a new 
line to meet these requirements, 
especially that its brand have na- 
tional acceptance. In our field, brand 
names are tremendously important. 

Such a line would have to gain 
national acceptance by a strong mar- 
keting program, including trade pub- 
lication advertising, mail promotion 
and factory selling. This all repre- 
sents a heavy investment. That is 
why, once a brand has gained na- 
tional acceptance, it must continue 
to be supported by advertising and 
promotion. Its name is too valuable 
to be allowed to lapse. + 


November 1955 /87 








ger 3 
so 





Diversified Showroom . . Company's 12,800-square-foot exhibit hall dramatizes products, diversitication ot A. O 
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A. 0. Smith keeps diversifying 


Reorganized marketing set-up helps solve the problems 


By Leo Anderson 


# A. O. Smith Corp., Milwaukee, 
sells the “better way” . . in volume. 
“Better way of what?” you ask. 
Well, the better way of making a 
score or so of products for industry 
. and lately, of several products 
sold to consumers. 

Smith is one of the most diversi- 
fied of the giant companies selling to 
industry. Its products range from 
automobile frames to gasoline 
pumps . . from farm crop storage 
tanks to glass-lined steel brewery 
tanks. 


88 / industrial Marketing 


It makes its products in 11 plants 
in 10 cities in eight states. And it 
sells them to 1,000 or so companies 
in all of the 48 states and several 
foreign countries. How does A. O. 
Smith keep this sprawling enter- 
prise going in some sensible mar- 
keting direction? 

It isn’t easy. There have been 
three complete reorganizations of 
the company’s marketing setup 
within the last ten years, which 
should prove that: diversification 
brings a lot of unexpected problems. 

Smith’s motto is “Through re- 


search . . a better way.” That used 


as more sales, profits beckon 


to apply mainly to product develop- 
ment and production. Lately, it has 
been applied to marketing methods. 

This state of affairs . . scientific 
marketing . . has had a long evolu- 
tion. Not too many years ago, 
the company brought out a promo- 
tional booklet entitled “Four Hun- 
dred Engineers and Eight Salesmen,” 
which tells pretty well the com- 
pany’s selling philosophy of yester- 
year. 


Better Mousetrap Principle . . 
“Smith used to operate on the ‘bet- 
ter mousetrap’ principle,” says di- 
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Link-Up .. Chart shows how director of marketing acts as marketing link between top management and lower echelons. 


rector of marketing J. H. Brinker,* 
“the principle that if we can make 
it better, we can sell it.” 

But that’s not the case any more. 
The company realizes that it must 
not only make things better, it must 
sell better, too. That feeling gave 
birth to Smith’s integrated market- 
ing program. 

The whole marketing operation . . 
from research to sales and service 

. is under one head, that of the 
director of marketing. He works as 
one of the president’s staff members, 
advising on market research, adver- 
tising and sales. 

The company itself is divided into 
14 product divisions, each of which 
functions, in effect, as a separate 
company. Each has a division man- 





*While this article was being written Mr. 
Brinker was switching jobs. He became 
manager of A. O. Smith's Permaglas Div., 
Kankakee, Ill., while former Permaglas 
manager S. E. Wolkenheim became di- 
rector of marketing. 


ager, who runs his division like a 
company president and who reports 
to the corporation’s vice-president 
and general manager, F. S. Cornell. 
Each has its own sales manager and 
sales staff. 


14 Ad Budgets . . Each division 
also has its own advertising budg- 
et. But there is only one advertis- 
ing manager, not 14. He is J. A. 
Duvall, who works with the division 
managers in setting up division 
budgets, then oversees the whole 
advertising program. Within the ad- 
vertising department, there are men 
why work exclusively on the vari- 
ous division programs, and function 
pretty much as advertising managers 
for the divisions. 

The company’s market research 
group was born in 1945. It serves 
the entire company, working on its 
own to solve marketing problems 
and also working on any particular 
marketing problems the product di- 
visions have. 


There also is an exhibits and dis- 
plays department, which works on 
the company’s exhibits in the 15 or 
20 trade shows A. O. Smith takes 
part in each year, as well as han- 
dling other tasks in its field. And 
there is a motion picture depart- 
ment, which produces all the com- 
pany’s promotional films. 

The director of marketing is the 
link between top management and 
all these groups concerned with 
sales, advertising or promotion. He, 
first of all, plans the company’s over- 
all marketing picture; then counsels 
all concerned on all marketing ac- 
tivities, and then evaluates the sales 
and marketing efforts. 

Superimposed on this intricate 
marketing picture is a geographical 
division which splits the country 
into four parts. Headquarters for 
the four “regions” are New York, 
Chicago, Houston and Los Angeles. 
These offices are sales offices, and 
a regional manager is in charge of 
each. The regional managers act as 
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Diversified Ad .. 


and automatic processes 


the president’s representatives in 
the field. They make top level con- 
tact with customers and prospects. 
They advise the salesmen in their 
regions and evaluate the salesmen’s 
performance. But they do not direct 
the salesmen’s activities or receive 
their reports. Those are tasks of the 
divisional sales managers. All four 
regional managers came up through 
sales ranks. 


This is the setup 
describes as being 
“close to ideal,” for A. O. Smith, at 
least. He said he expects some 
changes in the marketing organiza- 
tion, but he foresees no major re- 
organizations. 

The system provides for both long 
range planning and short range su- 
pervision of all phases of marketing. 
It gives sales, advertising and sales 
promotion personnel direction with- 
out dictation. 

Nevertheless, Mr. Brinker does 
not feel the A. O. Smith system is 
ideal for all companies. Some com- 
panies, he said, have gone too far in 
gathering all marketing functions 
under one head. 

* The factors that led A. O. Smith 
to adopt its present marketing sys- 
tem are complex. But the biggest 
factor is that Smith is the kind of 
company it is . . it’s always develop- 
ing new methods and products. Some 
dates, starting at the beginning, will 
help tell the story: 

e 1874 ..C. J. Smith & Sons Ma- 


Nearly Ideal. . 
Mr. Brinker 
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Typical Smith ad pushes aut 


while small pictures 


frames, line pipe, electric motors 
ottom tell of other products 
chine Shop opens for business in 
Milwaukee, producing baby carriage 
parts and doing general machine 
shop work. 
e 1893 . . Smith is the nation’s 
leading bicycle frame maker because 
it has developed a method of mak- 
ing hollow steel tubes from flat 
plates. 
e 1903 .. A. O. Smith makes the 
first pressed steel automobile frame. 
(By now Arthur O. Smith, a son of 
the founder, is managing the com- 
pany and has given it its present 
name.) 
e 1917 ..A.O. Smith begins mak- 
ing welded steel aerial bombs. Sub- 
sequently, because the supply of 
welding electrodes was uncertain, 
the company develops improved 
electrodes and welding 
and begins selling them. 


machines 


e 1925 .. The company makes the 
first all arc-welded pressure vessel. 
e 1927 . . Smith produces its first 
piece of welded line pipe. 

Those dates and events begin to 
tell a story .. a story of one product 
leading to another, of a company 
becoming more and more diversi- 
fied. But all this was only the be- 
ginning. In the last 25 years and 
especially since World War II, new 
products and processes have been 
coming so fast it’s hard to keep 
track of them. 


Shirttail Relations . . The com- 


pany has developed  glass-lined 


brewery storage tanks. It makes all 
types of vessels for the chemical 
processing industry. It makes glass- 
lined home water heaters and a 
line of commercial water heaters. 
It makes liquid petroleum meters, 
gasoline pumps, home and institu- 
tional heating units, electric motors 
and steel grating for walks on the 
tops of railroad box cars and other 


industrial applications. It makes 
vertical turbine pumps. It makes 
glass-lined farm fodder _ storage 


tanks. It makes many defense items, 
such as bombs, bomb ejectors and 
aircraft components. 

All these products are related, 
although many of them appear to be 
the remotest shirttail cousins. One 
product has led to another . . sort 
of a chain reaction. And the chain 
still is lengthening. 

Take the “Harvestore,’ for in- 
stance, Smith’s farm storage unit. 
Those big blue “silos” are becoming 
more and more widely used on the 
nation’s farms. The Harvestores are 
coated with glass inside and out and 
are airtight to prevent spoilage. And 
because of that characteristic they 
aren’t strictly silos any more. 

Now, various industries are buy- 
ing Harvestores in increasing vol- 
ume. They are being used to store 
malting barley, sugar, soy beans, 
cotton seed meal, flour, pop corn, 
wood flour, dog food, cork, malt, 
clay and starch. 

Each Harvestore is equipped with 
a bottom unloader. And this has put 
A. O. Smith in the material han- 
dling equipment business. Industrial 
companies now are buying the un- 
loader separately to handle bulk 
materials. 

A. O. Smith products serve most 
of the major industrial markets, in- 
cluding automotive, petroleum, nat- 
ural gas, railroad, welding, paper, 
chemical, agriculture, food and bev- 
erage production and the govern- 
ment . . plus the home appliance 
market in the consumer field. 


Dominates Markets . . In several 
of these fields, or at least segments 
of them, Smith dominates the mar- 
ket. The company has led the nation 
in the production of automobile 
frames since the early 1900s, and it 
now has 30 to 40% of the total mar- 
ket. It sells more glass-lined water 
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heaters than any of its competitors. 
And, in the brewery tank market, 
“we're it,” says Mr. Brinker. 

With this market domination and 
with strong showings in its other 
markets, it’s no wonder that A. O. 
Smith’s sales added up to about 
$250,000,000 for the 1953-54 fiscal 
year and that about the same figure 
was expected for the 1954-55 fiscal 
year. 

About $27,000,000 of that $250,- 
000,000 was in sales of consumer 
goods . . water heaters and home 
heating units. All the rest was in- 
dustrial. 

The $250,000,000 sales in fiscal 
1953-54 were the highest to date. 
To show how the company has been 
growing, sales for fiscal 1940-41 were 
$46,000,000; for 1946-47, $88,000,000, 
and for 1950-51, $216,000,000. 

Spending for advertising and pro- 
motion has pretty well kept pace 
with sales. Last year’s budget was 
about $1,600,000. That’s about the 
same as it had been for the previous 
two years, according to Mr. Brinker, 
but before that ad appropriations 
had been increased steadily. 

The ad budget is split up this 
way: of the $1,600,000, $400,000 goes 
for consumer magazine space, $270,- 
000 for business publication space, 
$45,000 for farm publication space 
and $30,000 for radio and television. 
The rest goes for cooperative ads, 
production costs, catalogs, trade 
shows and other kinds of promo- 
tional material. 


The company has three agencies. 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, handles the industrial ad- 
vertising. Cramer-Krasselt Co., 
Milwaukee, handles consumer dur- 
ables advertising. And the O. K. 
Fagan Advertising Agency, Los An- 
geles, is the agency for the com- 
pany’s meter division in Los An- 
geles. 

The company’s industrial adver- 
tising appears in more than 100 
business publications. Its institu- 
tional ads run in Newsweek, Time 
and the Wall Street Journal. Its 
consumer goods ads appear in about 
half a dozen “home” magazines, 
plus Life and the Saturday Evening 
Post. 


Each of these ads . . whether it’s 
a water heater ad in Life or a line 


pipe ad in Oil & Gas Journal . . 
carries the composite signature slug 
that gives all A. O. Smith advertis- 
ing a family resemblance. This sig- 
nature slug is a circle, split with an 
arrow, and carrying the company 
name .. always accompanied by the 
words, “through research . . a better 
way.” 

There’s that continual emphasis 
on research, which carries through 
even in the company’s physical ap- 
pearance. 

The main plant of A. O. Smith 
sprawls over 130 acres along Mil- 
waukee’s North 27th Street. It’s a 
mass of busy production buildings 
connected by a maze of railroad 
tracks. 

Rising above this complex indus- 
trial facility and dominating the 
scene is a steel, glass and concrete 
building. The building is seven sto- 
ries tall a skyscraper in that 
neighborhood. And all but one of 
the floors are filled with research 
people. 

The research building is so mod- 
ern it looks like it was built not 
earlier than yesterday. 

Then you learn it was built in 
1930. 

That’s A. O. Smith. s 





Claims industrial ad growth 
twice that of all advertising 


s Industrial advertising is growing 
at twice the rate of advertising as a 
whole. 

So says Frederick P. Harvey, ac- 
count supervisor, Fuller & Smith & 
Ross, Cleveland. Addressing the 
eastern conference of the American 
Association of Advertising Agen- 
cies, he said: 

“Business magazines are the third 
largest media in the advertising in- 


‘dustry, outranked only by news- 


papers and TV,’ Mr. Harvey said. 
“This year, $395,000,000 will be 
spent in business paper space. Since 
1940 business paper advertising has 
increased 675°—advertising in all 
media 362%. 

“Consumer sales and_ industrial 
sales are about equal at $152 billion 
each, but $4.6 billion in advertising 
is spent to produce consumer sales 
of $152 billion, or $1 of advertising 
for each $33 sale. On the industrial 
advertising side, each $1 in adver- 
tising helps produce $386 in sales, or 
a ratio of almost 12 to 1.” 

A way to get even more for the 
ad dollar, Mr. Harvey said, is to 
pretest to uncover boobytraps of 
ad unbelievability, noninterest. #& 





Dream Display .. The Golden Sahara, custom-built “dream car’ with cocktail bar, 


tv set and gold-plated trim was shown in Hotel Statler, N. Y., by Seiberling Rubber 


Akron, O., to introduce tubeless tire. Rappapor 


la 


Studios, Cleveland, did display. 


November 1955 /91 











ANOTHER UNI-FORM PANEL JOB IN YOUR AREA 


Photo Finish . . Manufacturer mailed 
heavy flow 


photos (above) to distributors. Result: 


postcards carrying its own product-in-use 


of such photos from distributors. 





RAPID AND ECONOMICAL CON- 
CRETE forming was accomplished 
with the use of Uni-Form Panels on 
the structures built for the Inter- 
national Paper Co., at Golden 
Valley, Minn. Contractor - Miller - 
Davis of Kalamazoo, Michigan, 
used the Uni-Form System of con- 
crete forming on the cylindrical 
waste treatment tanks and office 
and warehouse foundation walls. 
For complete information regard- 
ing this cost saving method of 
concrete forming, call or write, 


WM. H. ZIEGLER CO. Inc. 
2929 UNIVERSITY AVE., S.E. 
MINNEAPOLIS 14, MINN. 
PHONE GLADSTONE 7971 








Mr. Edward Anderson 

Anderson Road 
Construction Co. 

Lake Park 

Minnesota 








Quickie . . Brief case histories, distributor's imprint were on backs of postcards, which 


Universal supplied free to distributors for mailing to contractors. 


Picture postcards 


You can win distributor 
support with an idea like this 


By R. G. Lundblom Advertising Manager * Universal Form Clamp Co., Chicago 


# Getting our distributors to send 
us on-the-job photos of our equip- 
ment in use has been a trial-and- 
error process with us for several 
years. 
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Our products are used in the con- 
struction industry. Photos of this 
equipment can be taken outdoors, 
so there is no lighting problem and 
no disruption of job progress. Tak- 


ing pictures of our equipment is not 
much more than taking a scenery 
photograph. Getting photos should 
have been simple. But it wasn’t. 
When an occasional job photo was 
received from a distributor it was 
sent promptly with descriptive copy 
to the regional publication covering 
the distributor’s territory. Reprints 
of published material then were 
sent to all distributors to show what 
could be done in the way of pub- 
licity to help them build more in- 
terest in, and more sales of, our 
products in their territories. 


It doesn’t work . . These attempts 
ended in shameful failure. Addi- 
tional requests for photos through 
correspondence and personal con- 
tact were in most cases disregarded. 

Another attempt fell flat when we 
set up a fund to obtain photos. Each 
distributor was advised that he could 
hire a photographer and send us the 
bill. Still no photos. It was evident 
that cost was not the cause of the 
distributors’ lethargy. 

We knew also that this was not 
a case of having non-promotional 
minded distributors. For three 
years, these same distributors had 
taken part in our co-operative ad- 
vertising program by sharing the 
cost of regional ads on a full time 
schedule and availing themselves of 
direct mail programs and other pro- 
motional programs designed to stim- 
ulate business in their respective 
areas. 


Try, try again . . Early this year 
we made another attempt to get our 
distributors interested in securing 
job photos showing our equipment 
in use. Specifically we have been 
interested in photos of construction 
jobs where our Uni-Form Panels 
(a prefabricated form used for 
forming concrete walls) were being 
used. 

To be honest, we began this pro- 
gram with faint heart and little 
hope of success. 

The program we laid out was a 
simple one. In fact it was so simple 
that we were afraid our distributors 
might think we had lost our imag- 
ination. 

One of our salesmen obtained a 
good photograph showing our equip- 
ment in use. From this photo we 

Continued on page 94 








Bigger marine market in 56. | 














step up your 
selling in this 
$1.8 billion 
market 

these 2 ways: 
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A SIMMONS-BOAROMAN PUBLICATION 








use Marine 


Engineering 





use Marine Catalog annually 








monthly to locate prospects 


Prospects now point to a new peacetime peak of ship 
construction in American yards. In 1956, shipbuilding, 
the greatest single factor in the volume of marine buying 
—will offer a market of over $1.8 billion, representing 
naval construction, merchant shipbuilding and conver- 
sion work now on order and expected to be let. 


Contracts totaling $500 million for 53 new or converted 
merchant ships have been programmed for the fiscal 
year 1956 according to a high Maritime Administration 
spokesman. 


Naval construction will be expanded by another $1.3 billion 
shipbuilding appropriation for fiscal 1956—adding 1,262 
new vessels of all types to the more than 15,000-vessel 
construction program inaugurated since the beginning 
of the Korean War. 













Get all essential facts about the 
profitable marine market from the 
new fact file—1956 Market and 
Media Data. 





MARKET and 
MEDIA 


DATA Write for your copy of this informative 


file-size folder today. 


Construction of inland waterways and harbor craft boomed 
in 1954 and so far in 1955. It is expected that 1956 will 
be another big tonnage year in this field. 


Get your share of the expanding marine business in °56 
by using this proved combination of MARINE ENGINEER- 
ING and the 1956 Marine Catalog. MARINE ENGINEER- 
ING, because it is the preferred magazine of the industry, 
with a larger total distribution than any other; because 
it goes to every operator of vessels of 100 tons or over, 
every active shipbuilding and repair yard, every impor- 
tant naval architect; because it is read by more buy- 
important chief engineers aboard ship; because it leads 
editorially, both in quantity and quality; and finally, 
because it is also first in advertising pages, currently 
ahead of the second marine magazine by 65% (first 
eight months of ’55). 


Marine Engineering’s Marine Catalog for 1956 will help 
prospects locate you. This annual buyers’ guide is the 
standard product reference of the marine industry — 
used regularly for checking product details and for 
locating sources of supply. Through combination rates 
you can use both MARINE ENGINEERING and the Marine 
Catalog with flexibility and economy. 
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to help prospects locate you 





DISTRIBUTOR SUPPORT 


continued from p. 92 


had picture post cards made. A 
copy of the card was sent to each 
distributor with this memorandum. 

“For some time we have felt that 
more Uni-Form Panel jobs in your 
area should be brought to the atten- 
tion of the contractors in your area. 

“We are of the opinion that an 
effective campaign can be carried 
on with a picture post card using 
the theme “Another Uni-Form 
Panel Job In Your Area.” 

We told the distributors, “Here is 
why we believe this campaign would 
be effective”: 


1. The first time a contractor re- 
ceives the card he will read it. His 
first impression is that it may be a 
personal message from a friend. 


2. Future cards will be read be- 
cause he will recognize them as a 
piece of information about a com- 
petitor who is building a job in his 
area. It is just natural to be inter- 
ested in the activities of your com- 
petitor. 


3. The campaign will be current. 
Within 10 days after we receive a 
photo, the post cards will be on 
their way back to you for mailing. 


4. Important to you is the fact that 
the card will carry your name 
and address and mention will be 
made that further information is 
available from you. 


5. In addition to using the photo for 
a post card, we can send it to a pub- 
lication for possible use. 


The memo continued: 

“We are offering to supply our 
distributors with these picture post 
ecards carrying their name and ad- 
dress at absolutely no charge. 

“What we need from you is the 
photograph together with a descrip- 
tion of the job . . . contractor, name 
of the project, location. Within 10 
days after we receive the photo the 
cards will be sent to you for ad- 
dressing and mailing. 

“Attached to this letter is a copy 
of a card we made up for our own 
mailing. This happens to be an ex- 
cellent photo of a big job. However, 
if you can get us a fair photo of a 
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simple house foundation, we can 
use it. The important thing is to 
keep the contractors in your area 
aware of what Uni-Form Panels 
are accomplishing for other con- 
tractors. . .” 


Results . . In the last six months 
we have received more photos from 
distributors than we did in the pre- 
vious three years. 


As each new post card was 


printed, copies were sent to all the 
distributors so they could see what 
other distributors were accomplish- 
ing and so their interest in the post 
card campaign would remain high. 

Most of the photos we receive 
wouldn’t win any blue ribbons in a 
photography contest. But, more im- 
portant, they are being used effec- 
tively to keep contractors aware of 
what our products are accomplish- 
ing in the distributors’ areas. ® 





OIL PRESSURE DEMAND FOR THIS INSTALLATION 
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Ford and other 


business paper, advertiser said 


It’s ‘elementary’ .. blueprint 
makes successful industrial ads 


Tired of ‘phony themes,’ Perfection returns to simplicity 


™ BLUEPRINTS make successful ads 
for Perfection Steel Body Co., Gal- 
ion, O. 

The ads were developed by Per- 
fection’s vice-president in charge 
of sales and advertising, Herbert 
Cobey, who refers to them as “an 
extreme step toward elementary 
simplicity.” 

The only copy in the ads is that 
necessary to explain technical as- 
pects of the heavy duty hoist as- 
semblies for motor trucks and other 
company products. 

Mr. Cobey says his blueprints are 


“ ‘pretty girl,’ 


bd 


a departure from the 
meaningless and phony theme ads’ 
that have come into the industrial 
field as a result of “the cigaret 
companies’ ad influence.” 

Such ads have been used so much 
they have lost their effectiveness, 
he says. 

“We feel the blueprints are at- 
tractive,’ Mr. Cobey says. “We 
know our customers have the in- 
telligence to understand the charts. 
These are fascinating engineering 
stories and we allow the reader to 
discover this for himself.” * 
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Loading pulpwood near Ash Lake, Minnesota—this scene is typical of the settings where Pulp & Paper editors may be found, talk- 
ing with the men who know, gathering facts, reporting on methods and equipment, and interpreting trends which enable them to put 


action into the editorial pages 


37 










MILLER FREEMAN 
PUBLICATIONS 


of Pulp & Paper.* 


A Multi-Billion Dollar Market 


From Every Point of View 


And from every point of view, the inside track to this dynamic American 
industry is between the covers of Pulp & Paper, consistently preferred by 
advertisers for its: Largest Paid Circulation in the Primary Classification 
(Pulp & Paper Manufacturing), Distribution Where it Counts Most, and 
Growth Parallel with Industry Growth. 


The pulp and paper industry is closely integrated from tree planting and 
harvesting to the manufacture of finished products worth $7 billion a year. 
More than $400,000,000 is spent annually for new facilities and equipment. 
For specific information on the pulp and paper industry, write PULP & PA- 
PER, 370 Lexington Avenue, New York I7, N. Y. 


OFFICES: 


» NEW YORK + CHICAGO 
sy” 5 SAN FRANCISCO + SEATTLE 
| PORTLAND, ORE. + LOS 


ANGELES » VANCOUVER, B. C. 





*All Miller Freeman Publications are field edited, each editor and his staff constantly work- 
ing, living and reporting from the field on the industries they serve. 
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who s- 


the Chemical and Process industry 





110,000 of the chemists and chemical engineers who man the key 
positions of the chemical and process industries are traditionally 
readers of one or more of the four ACS industrial publications. 


These are the men who decide what to make, what to build, 
what: to install, what to buy. Such decisions are based on informa- 
tion, supplied in surpassing measure by ACS publications. 


The integrated editorial policy of this group of publications 
permits selection and shaping of material so the published form is 
ideally adapted to the needs of each group of readers. Quality meets 
unique standards of sound and fully informative reporting by a large 
and experienced staff located at ACS editorial bureaus in key loca- 
tions throughout the country and abroad. 

The expected result of such policies, in effect for many years, 
is that these publications are outstanding for number of readers 
and intensity of readership. CkhEN, I&EC, Analytical Chemistry, Ag 
and Food, by virtue of the practical value they bring their readers, 
open doors to industrial minds. Advertisers in growing numbers realize 
the advantage of telling their stories to these attentive audiences. 


AMERICAN CHEMICAL SOCIETY PUBLICATIONS 


eee 
Advertising Management: 


SREINHOLD PUBLISHING CORPORATION 


430 Park Avenue, New York 22, N. Y. 


@ ACS publications .. .the prose of the chemical 
world for the pro’s of the chemical world 
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listens to what ACS publications print 


Chemical and Engineering News—The complete general news 
magazine of the chemical world, C&EN now gives its 80,000 subscribers even more effective 
coverage of important happenings in their industry. “Reporting in Depth” advises when 
developments happen with crisp, concise spot news; why they come about through inter- 
pretive reports which integrate each event into the broad industry patterns. Advertising 
gets impact from association with editorial material that guides decisions for the 
technically trained core of the chemical and process industries...one reascn why C&EN 
is up 235 pages for the first 9 months of 1955. 


industrial and Engineering Chemistry — To chemists and chem- 
ical engineers concerned with the development of equipment, processes and plants, this 
monthly work-magazine brings a greater volume of pertinent editorial content than any 
other publication. I&EC is now arranged editorially with an entire section devoted to 
Engineering, Design & Equipment; another section to Product & Process Design. A new 
feature, Product Briefs, abstracts in each issue the advertising messages of the previous 
month’s ads, giving advertisers valuable extra mileage. 


Analytical Chemistry -— This ACS monthly is the sole authority serving the 
research, analysis and control market within the 24 chemical and process industries. Such 
features as the Annual Review of Fundamental Developments, an expanded “New Products” 
section, and a continuing wealth of “applications editorial material” have established 
ANALYTICAL CHEMISTRY’s popularity...to the tune of an 80% renewal. New editorial 
emphasis on the interrelation of management with the analysis and quality control functions 
further increases its value to the men who specify and buy laboratory and control equip- 


ment and chemicals. 


Ag and Food >-Since July, 500 selected fertilizer and pest control distributors 
have enjoyed the interpretive, authoritative reporting of Ag and Food. This distributor 
circulation is a valuable addition to the high percentage of management, production and 
research personnel AG and FOOD reaches in this field. Its editorial reputation and maximum 
circulation clearly mark this ACS publication as the best means of communication to this 
1.6 billion dollar market. 


listening?’ 
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By O. S. Cornejo 


Export Account Super 





# If you market industrial prod- 
ucts abroad, centralized control of 
local cooperative advertising and 
sales promotion can work well for 
you, but watch out for one major 
difficulty: 

Centralized control usually doesn’t 
give enough flexibility at the local 
level. From the local advertiser’s 
standpoint, it is not “his” program, 
and from a marketing standpoint, it 
is not specific enough to make the 
best use of the budget. 

Worthington Corp. believes it has 
overcome this difficulty, at the same 
time reaping the benefits of cen- 
tralized control. To understand bet- 
ter how the company’s program 
works, let’s take a quick look at 
Worthington’s export history. 


In the beginning . . In the fall of 
1840, Henry R. Worthington made 
the last adjustment and turned the 
valve that started the first direct- 
acting steam pump. So started an 
enterprise which later became 
Worthington Corp. Since then, 
Worthington has grown to include 
a diversified line of products serv- 
ing such fields as petroleum, petro- 
chemical, chemical, general indus- 
public works and 


trial, marine, 
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... HOW IT WORKS 


utilities and all air conditioning and 
refrigeration applications. 

In 1852, 12 years after the inven- 
tion of the Worthington direct-act- 
ing steam pump, one was installed 
in the King’s Cross Station in Lon- 
don. This is the first recorded ex- 
port sale in the history of Worth- 
ington. 


Since 1852, the 
acquired representation throughout 
the world in order to develop for- 
eign markets. When conditions in 
overseas territories warranted the 
establishment of foreign manufac- 
turing subsidiaries or of associated 
companies, Worthington by itself or 
together with international capital 
formed associated companies first in 
Europe, then South America and 
Asia. 


company has 


The products manufactured by as- 
soviated companies are built by 
Worthington trained personnel in 
accordance with design developed 
by the parent company. 

All manufacturing and sales out- 
side the continental U. S. are under 
supervision of a vice-president in 
charge of foreign business. Also 
under his jurisdiction is the export 
department, which is responsible for 
the sale of U. S.-manufactured 
products throughout the world. 


Since Worthington’s export busi- 
ness consists of selling products 
manufactured in the U. S. as well 


as those products manufactured 
abroad, it has been necessary to de- 
velop two parallel yet distinct ad- 
vertising and sales promotion pol- 


icies. 


Two policies .. One policy involves 
the advertising of U. S. manufac- 
tured products sold through a net- 
work of distributors and associated 
companies which, in this case, func- 
tion as selling agents representing 
the parent company with all sales 
clearing through the export depart- 
ment. 

The other policy involves the ad- 
vertising of locally manufactured 
products by associated companies 
sold either direct or through their 
own distributors. These locally man- 
ufactured products consist of prod- 
ucts similar to those manufactured 
in the U. S. and also some products 
each local company has developed 
to meet its own market require- 
ments. 

For the last two years, Worthing- 
ton has been improving its over-all 
centralized advertising program by 
developing a specially tailored local 
cooperative system which includes 
some of the advantages found in 
three basic cooperative plans. None 
of these plans is entirely satisfactory 
by itself, as each has demonstrated 
inherent weaknesses. Here are the 
plans: 

Continued on page 102 
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Oil & Gas Industry 


Only PE lets the Advertiser 


pick the market he needs... 


Who are the key men responsible for selection and 
purchase of equipment and services in the 1% billion 
dollar annual Refining, Petrochemical, Natural Gas- 
oline market? 93% of purchases are by Contractor, 
Superintendent, Engineer or Foreman. 


Now ... what are the reading habits of these men? 

Because of highly specialized responsibilities, 
nearly 80% of all superintendents and engineers prefer 
specialized editorial coverage of PE’s Refining and 
Petrochemical Edition. But many important operat- 
ing men (about 20%) prefer all industry coverage. 
Therefore, these important buyers subscribe to PE’s 
Management Edition which covers the entire oil-gas 
industry for those who wish it. That’s why you 


advertising dollars go farther, dig deeper, sell harder 


in PE. 


Only PE provides a publishing package whereby 
each reader can select the book designed expressly 
for his editorial preference. This takes your product 
message through the maze of cross communications, 
according to each reader's personal preference. 
Whether your sales message is for refining-petro- 
chemical . . . drilling-producing . . . pipelining . . . 
or the entire oil and gas industry market . . . contact 
the nearest PE district Manager. You'll learn why 
PE leads all oil papers in paid circulation gained 
and advertising pages gained per issue since 1948; 
how product determines market with maximum 
impact and no waste circulation. 


Only PE lets the Reader select the editorial 
he needs. 


Only PE lets the Reader select the editorial he needs 


Only the Petroleum Engineer Gives You 
Bofh Integrated and Specialized Coverage 





MAN-MADE RIVER UNDER WAY! 
Placing the First Section of a Pipeline... 


a Memorable Construction Event 


Man, once more, revises nature to meet his needs. A new supply of water is 
coming to quench thirsts, bathe, launder, cool machinery, fight fires, trans- 
port sewage...sprout homes, factories, even cities...change waste land 
into farm land...and perform countless millions of vital tasks. 


Water supply systems are enormously complex... like all construction jobs. 
Streams and rivers have been diverted... dams and purifying plants built 
... fantastic quantities of earth rearranged. The variety and job functions 
of the people involved are equally complex. Planners, technicians, consult- 
ants, prime contractors, subcontractors, financiers, public officials... all of 
these and more... influence the selection of methods, materials and equip- 
ment being used. 


The basic pipeline of information to these construction men is America’s 
only complete construction magazine—Engineering News-Record. Successful 
advertisers have been taking advantage of EN-R’s unique service to the 
industry for many years... by investing twice as many advertising dollars 
in EN-R as in any other publication in the field! 


In building and construction... 


If you’re important, you either read 


ENGINEERING 


NEWS-RECORD 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 36 
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EXPORT ADVERTISING .. 


continued from p. 98 


1. Advance the advertiser a certain 
allowance, based on a percentage of 
his estimated annual sales. The ad- 
vertiser uses the money as he sees 
fit, but as he is usually not a skilled 
advertising man, and as his program 
does not tie in with the parent com- 
pany’s campaigns in other markets, 
it often does not produce effective 
advertising. This plan, however, is 
of interest to the local advertiser 
because it allows him to develop 
his own program. 


2. Offer the advertiser prepared 
ads. He is then asked to pick his 
own media and make up his own 
schedules. This also has major draw- 
backs as the advertiser not only 
needs advertising skill, which he 
may not possess, to plan and ex- 
ecute his program, but he must use 
standard ads which may not always 
meet his local conditions. 


3. Use an export advertising agency 
with overseas associates to handle 
the mechanics for the advertiser. 
This plan, widely used today, elim- 
inates some of the failures of the 
other two. Under this system, the 
ads are prepared in the U. S. and 
then the program is executed by the 
advertising agency through its local 
associates. This makes possible well 
prepared ads, proper media selec- 
tion, good scheduling and a satis- 
factory method of invoicing. 

For the manufacturer with limited 
sales and a small export advertis- 
ing budget, this probably is still the 
best system. However, as a com- 
pany grows and its international 
operations become more complex, 
the need and feasibility for indi- 
vidually tailored programs increases. 


Best combination . . Now let us 
examine the Worthington coopera- 
tive advertising program. A tenta- 
tive budget is established for each 
sales area based on expected sales 
during the forthcoming year. Each 
associated company and distributor 
is notified of his proposed budget. 
After adjustments are made and the 
budgets finalized, the advertisers 
are divided by Worthington into 


two groups. 
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The first group consists of adver- 
tisers who either are not in a posi- 
tion to handle their own programs 
directly, or who are able to use 
U. S.-prepared ads entirely for their 
local programs. For them, Worth- 
ington’s domestic agency employs 
the services of an export advertising 
agency with local associates who are 
responsible for administrating this 
program. 

The agencies, together with 
Worthington, prepare a series of 
product ads. The local associated 
agency and the advertiser pick ap- 
propriate media and schedule the 
ads, subject to Worthington approv- 
al. Minor copy changes to conform 
with local language can be made 
by the advertiser. The local associ- 
ated agency bills the local adver- 
tiser for one half the cost, and 
Worthington pays the other half. 

The second group consists of ad- 
vertisers who are in a position to 
handle their own advertising and 
whose advertising problems cannot 
be solved by using standard U. S.- 
prepared product ads. 


Some examples .. An example of 
an advertiser in this category would 
be a large engineering firm in Brazil 
which represents the Worthington 
air conditioning and refrigeration 
line. Product advertising is of little 
value to them because they do not 
sell individual units. They are con- 
cerned with obtaining contracts for 
an entire system and rely primarily 
on their engineering prestige. Their 
advertising should primarily feature 
the local installations they have 
made in order to influence pro- 
spective customers. 

Another example is an associated 
company that manufactures a line 
of specially designed products. Their 
program will include both U. S.- 
prepared ads covering the U. S.- 
manufactured products they sell and 
special ads created locally for their 
own line of special products. 

The advertising for this group is 
handled directly by Worthington 
with the advertiser and his local 
advertising agency. The export ad- 
vertising agency is not used. Rough 
ad layouts and media schedules are 
prepared locally and sent to Worth- 
ington for approval. Centralized 
control is maintained as Worthing- 


ton is able to supervise media selec- 
tion, copy and layout standards, and 
general policy. 

The local agency bills the local 
advertiser for one half the cost, and 
Worthington pays the other half. 
All invoices to Worthington show 
the entire amount spent, and at- 
tached are publication invoices, 
production charges, and tear sheets 
indicating proof of insertion. Right 
now, Worthington is conducting 14 
such programs, and everyone is 
satisfied with them. 


Reasons for failure . . In the past, 
many manufacturers have tried to 
create and produce advertising us- 
ing local agencies and have failed. 
The three main reasons for their 
failures were: 

e Inexperience of local 
agencies at the time. 

e Lack of understanding on the 
part of the local advertiser. 

e Ineffective communications be- 
tween the manufacturer and all 
persons concerned. 

The first reason for failure is not 
under the control of the manufac- 
turer but fortunately, during the 
past five years, many good adver- 
tising agencies have been developed 
in Europe and Latin America. They 
offer the American manufacturer 
acceptable creative and production 


overseas 
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Inviting . . New type of trade show 
invitation is this die-cut, two-color mailer 
that looks like loose leaf binder. Printed 
tabs on eight-page piece tell time, place 
and event. Inside, company’s products 
appear in line drawings with brief copy. 
Piece was developed by Heinn Co., Mil- 


waukee. 
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EXPORT ADVERTISING .. 


continued from p. 102 


services at reasonable rates. The 
next two reasons definitely are con- 
trolled by the manufacturer, and 
herein lies the secret of a successful 
international advertising program. 


How to succeed . . The local ad- 
vertiser must be familiar with the 
over-all international advertising 
program in order to accept the part 
he must play. Worthington has de- 
veloped a yearly advertising and 
sales promotion kit for the adver- 
tiser containing this material: 


1. Cooperative advertising policy 
and promotion program. 


2. Booklet showing current coop- 
erative ads prepared in the United 
States. (Mats can be ordered by the 
advertiser if he wishes to supple- 
ment his advertising program.) 


3. International magazine schedule. 


4. Reprints of all ads used in in- 
ternational program. 


5S. Samples of direct mail material 
available to the advertiser for his 
own local mailings. These are pre- 
pared in both English and Spanish. 
They may be imprinted with the 
advertiser's name if so requested. 


6. Article reprints on technical sub- 
jects which the advertiser can order 
and distribute. 


7. Literature index listing all 
Worthington literature which the 
advertiser can order for his own use. 


8. Educational literature such as 
articles on “How to Set Up a Direct 
Mail Program.” 

Besides the local cooperative pro- 
grams and the yearly sales kit, 
Worthington runs an international 
advertising program in United States 
published magazines which reach 
top level executives throughout the 
world. Both general and _ specific 
market publications are used. 

In Latin America and part of 
Europe, a special publicity program 
placed directly by a United States 
publicity agency rounds out the 
Worthington international advertis- 
ing picture. Nine local offices in co- 
operation with the local advertisers 
prepare monthly feature _ stories 
about local installations. » 
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Or should we? 


Let's get back to 
old fashioned 
selling ! 


= You've heard it many times: 
“What we need is more good, old 
fashioned selling!” 

This subject has been the pet 
topic for an almost endless parade 
of speakers before groups in the 
advertising and selling fields. The 
phrase has become a bromide for 
sales managers trying to explain 
dips in the line on their sales charts. 

But out of the many voices tack- 
ling this subject has come a dif- 
ferent concept. Speaking at a recent 
sales meeting, Eli A. Haddad, assist- 
ant director of development and 
technical service of the plastics 
division, Monsanto Chemical Co., 
St. Louis, observed: 

“We've heard that for years the 
[plastics] industry has had sub- 
stantially no competition and that 
demand has exceeded supply — and 
so we have heard it said that sales- 
manship has become soft and that 
what is needed is a ‘return to good, 
old fashioned selling.’ 

“Therein lies a real danger! For 
a return, if we take these words 
literally, could be just as disastrous 
as a return to good, old fashioned 
machinery. 


Must we really get back? .. 
“There are certain selling prin- 
ciples which are timeless, but this 
does not make them old fashioned. 

“Men in production, research, 
technical service and development 
tell of the marvelous strides that 
have been made in their respective 
fields. One could not imagine them 
advocating a return to good old 
fashioned methods and materials. 
Every week sees new developments 
in methods, materials and machin- 
ery. 


“Where will we find a comparable 
advance in selling?” 

“What is needed is the type of 
selling which starts from a careful 
and thoughtful examination of raw 
materials and the market and de- 
votes its talents to figuring out what 
to foster, develop and satisfy an ex- 
panding list of wants.” 


Creative .. “We believe selling 
is essentially a creative function 
integral to all management and not 
merely a way to distribute what has 
already been produced. Through 
product development and technical 
service, we strive to build sales- 
manship into our products rather 
than seek to superimpose selling 
after the product is built. 

“The science of motivation is 
making smart manufacturers do 
some real soul-searching. And the 
smart manufacturers are placing 
additional emphasis on the need to 
more closely integrate salesmanship 
with every stage of the corporate 
cycle — from product concept and 
development on through to the sat- 
isfied smile on the face of the ulti- 
mate customer. 

“Such integration is a two-way 
necessity. On the one end, the sales- 
man’s knowledge of the customer 
needs to be shared with research, 
production, engineering and finance. 
On the other hand, the salesman’s 
knowledge of his product and its 
potentialities needs to be shared 
more fully with his customer. 

“This all adds up to the concept 
that selling, which has done so much 
to advance the standard of living in 
this country, must advance its own 
standards.” © 
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A skin that changes color is the chameleon’s “protective coating.” Scientific 


These Protective Coating Advertisers 


. : Use Business Week to Reach 
coatings for everything from foods to bridges. Leaders in the field use the Their Markets. 


research has done an even better job—the production of efficient protective 


pages of Business Week to sell these products. 
Dearborn Chemical Company 


Th , . , 
ey use Business Week because it reaches a highly concentrated audience er ry 


of management men... executives who make or influence buying decisions Glidden Co., The 


... who are constantly on the lookout for new, improved methods that will Hercules Powder Co. 


profit their firms. And, because Business Week reaches this selected group of Minnesota Mining & Manufacturing Co. 


Monsanto Chemical Co. 


Mortell, J. W., Co. 


decision-makers at less cost, it consistently carries more advertising directed 


to business and industry than any other general business or news magazine. ; 
Nox-Rust Chemical Corp. 


Paterson Parchment Paper Co. 
Pennsylvania Salt Manufacturing Co. 


Pittsburgh Plate Glass Co. 
YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 
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You remember the question you asked me—a pertinent one 
to your advertising agency relations—"How much time and 
effort does TOP thinking spend looking for, and develop-— 
ing, new business?" 


Some of our organization think we spend too little time 
and, of course, every agency must add business. But, we are 
well aware of the fact that one of the greatest sources 
of expansion and increased business for the agency (and 
its clients for that matter) lies in the development of 
its own existing customers by doing a good job. We are 
interested in making business grow and we have an envi- 
able record in aiding the development of many of our own 
clients from insignificance to Leadership. Some of our 
clients, who are the tops in their industry, were unheard 
of 30 years ago. 





Any account that comes to us can be sure, that whether 
large or small, they are Number One and the TOP thinking 
of the organization is working for them. 





Think it over, George. 


Properly planned and executed Industrial 
Advertising, backed by all of the facilities 
for Market Research, Public Relations, Sales 
Promotion and Copy Preparation to make 
your printed selling produce, is the busi- 
ness of Russell T. Gray, Inc., 155 N. Wacker 
Drive, Chicago 6, Ill. Phone: CEntral 6-7750. 
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an industrial agency 


By Paul A. Wilks 
Marketing Manager 
Perkin-Elmer Corp. 


Norwalk, Conn. 


= We have chosen a new advertis- 
ing agency. 

When we decided several months 
ago to make the move, we began to 
take a lively interest in all the ma- 
terial we could find on the subject. 
We read the articles in INDUSTRIAL 
MARKETING, and James Thomas 
Chirurg’s book on the subject. We 
talked with our friends and associ- 
ates. 

The more we talked and read, 
the more we began to feel that it 
would be better to leave well enough 
alone. 


Danger .. We learned that we 
might get lost in the shuffle in a 
large agency, that a small one 
couldn’t provide us with the serv- 
ices that we might require. We were 
shown check lists of dozens of 

















Before you start picking, you had better know 
your sales objectives. If you don’t know where 
you want to go, the agency can’t get you there. 


questions that must be answered 
concerning every aspect of a pro- 
spective agency’s operation. To be 
safe, it seemed, we would have to 
carry out interviews with all the 
industrial and half the consumer 
agencies between Boston and Phil- 
adelphia. In short, the whole pro- 
cedure seemed fraught with all the 
dangers and pitfalls of matrimony. 

At length, having thoroughly ed- 
ucated ourselves to the seriousness 
of our decision, we decided to stop 
our research and do a little hard 
thinking. Why should this business 
of choosing a new agency be such 
a momentous undertaking? Could it 
be that this impression had been 
created by the agencies themselves, 
unconsciously perhaps, in _ their 
effort to prove their importance? 
And that they were abetted by ad- 
vertisers who didn’t have a clear 
idea of where they were going? If 
either or both of these factors con- 
tributed to the impression, then per- 
haps we should examine the basis 


for the advertiser-agency relation- 
ship. 

It seemed to us that the partner- 
ship between agency and advertiser 
is a desirable and efficient manner 
of operation, but that each partner 
has a very definite obligation to 
carry out in order to insure a suc- 
cessful program. 

On the one hand, the advertiser 
must know his products and markets 
thoroughly. But more than this, he 
must be able to define clearly his 
company’s sales objectives. In fact, 
if he is doing his job properly he has 
probably had a large part in formu- 
lating them. 

On the other hand, the agency 
must be equipped to translate these 
objectives into the proper media se- 
lection, copy and artwork. 

If the advertiser cannot fulfill his 
obligation, then the best agency in 
the world has little chance of pro- 
ducing a _ successful program. If, 
however, the advertiser can handle 
his part of the job well, then he has 


Continued on page 108 
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PICKING AN AGENCY .. 


continued from p. 105 


every chance of obtaining an excel- 
lent, if not inspired, advertising pro- 
gram from any competent agency, 
of which there are a considerable 
number. 

How can the advertising manager 
be sure he is well enough equipped 
to carry out his part of the partner- 
ship? 

There are probably nearly as 
many answers to this question as 
there are advertising managers. In 
our own case, we have been lucky 
enough to learn our profession in a 
relatively small but rapidly grow- 
ing company. 

We have had actual experience 
with the assembly of many of our 
products, in their servicing in the 
field and we have assisted in their 
design; this has given us a good 
knowledge of their strengths and 
weaknesses. We handled a sales 
territory for several years as an 
adjunct to our advertising activities, 
so that we have a practical working 
knowledge of their markets. More 
recently we have augmented this 
knowledge by the establishment of 
a formalized marketing research 
group within our section of the 
sales department. 


As far as the establishment’ of 
sales objectives is concerned, we 
participate in this activity along 
with the various product line sales 
managers. It is, of course, the aim 
of any sales organization to sell as 
many of its products as possible. 
At Perkin-Elmer we like to ap- 
proach this aim with a planned at- 
tack which will vary from product 
line to product line. With one we 
may aim at a larger share of the 
market, with another at broaden- 
ing the market, with a third at de- 
veloping a new market and so on. 
The sales and advertising methods 
will vary with each approach. The 
sales goals for each product and 
the means of achieving them, then 
become our “sales objectives.” 


What we wanted .. With this 
background, then, we felt reasonably 
confident that we could hold up our 
side of the advertiser-agency part- 
nership. We could now begin to list 
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objectively the qualifications that we 
felt our new agency must have. 
After considerable thought, we 
were able to narrow these down to 
three: 


1. Geographic location. We wanted 
our agency close by for conveni- 
ence. To us in southern Connecti- 
cut, this meant New York. 


2. Size. We were anxious to work 
with a relatively large agency. 
We had had an excellent relation- 
ship with a moderately small agen- 
cy, but as the company and its ad- 
vertising program grew we felt an 
increasing need for special services 
and talents more readily available 
in a larger organization. These in- 
cluded such things as media and 
copy research, expert art talent, 
market research and publicity facil- 
ities. Above all, we wanted group, 
rather than individual, thinking on 
our account. 


3. Market savvy. We wanted an 
agency which had accounts selling 
to as many of the various markets 
in which we were interested as pos- 
sible. Although our product line is 
limited to instruments, they are 
sold to widely diverse markets with 
consequently widely diverse mar- 
keting problems. 


Watch the ads. . Now there are at 
least 20 agencies in New York that 
might meet these qualifications. But 
we had neither the time nor the 
inclination to interview all of these, 
so we searched for a method of nar- 
rowing down the possible field. We 
settled on the simple expedient of 
watching their work as it appeared 
in trade publications. Watching 
what others were doing in adver- 
tisements was part of our work, any- 
way, so this didn’t add much to our 
chores. 

We were quite surprised at the 
patterns that developed as the agen- 
cies and their clients became fa- 
miliar to us. Some agencies showed 
a_ startling similarity throughout 
their advertisements no matter what 
the client; these were quickly re- 
moved from our list. Some were 
strong in layout and weak in copy, 
or vice versa. A few showed, in 
our opinion at least, a good com- 
bination of crisp, original thinking 
plus competent mechanical work; 





Checklist for picking an 
agency .. can you answer 
yes to these? 


1. Are you sure of your own adver- 
tising objectives? (If you are not, forget 
the whole thing.) 

2. Is the prospective agency conveni- 
ent to you? 

3. Does it know your markets? 

4. Can it provide all the services you 
require? 

5. Are you impressed by the ads it 
has prepared? 

6. Does it seem sincerely interested 
in your account? 


7. Do you like the people? 











these were the ones we selected to 
interview. 

Surprisingly enough, we found a 
wide divergence of quality in the 
campaigns of the agencies still on 
our list (even the one we ultimately 
picked) which strengthened our be- 
lief that the advertiser himself has 
a large responsibility in the excel- 
lence of the work his agency pro- 
duces for him. 

We had now narrowed our choice 
down to five. Being salesmen our- 
selves, we decided it was just as 
important to sell ourselves to our 
new agency as they to us. This 
might help get the best available 
talent assigned to an account and 
start our new relationship off on the 
best possible basis. So we sent a 
carefully prepared letter to the pres- 
idents of the agencies, designed to 
whet their interest in our company 
and also provide them with facts 
about the size and nature of our 
advertising program. Furthermore, 
we made it plain that we wished 
them to visit us first; we had no 
desire to be overawed by a red 
carpet treatment in a plush New 
York office and again we felt that 
exposure to our plant and products 
might heighten their interest. 


One of five . . Then we prepared 
ourselves to make a decision as 
swiftly as possible before the word 
spread that we were in the market 
and the whole fraternity descended 
upon us. As it turned out, the news 
did leak somewhat faster than we 
had anticipated. Several agencies 

Continued on p. 112 
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“Who are the Purchasing 
Officials in Municipalities?” 


Agency Account Executive Asks Space Representative 





NEWARK 









HILLSIDE des 





MILLBURN 


Edward P. Decher, Secretary 


REPRESENTATIVE: Let me start the answer with this 
picture. 


ACCOUNT EXECUTIVE: Why the same man for twelve 


different cities? And how does this relate to my question? 


REP.: In metropolitan areas cities sometimes form a mu- 
nicipal partnership to solve common problems. In this 
case, Newark and 1] adjacent New Jersey municipalities 
established a joint municipal enterprise to build and 
maintain 56 miles of main trunk sewer and a big treatment 
plant. The key administrator is an engineer named Edward 
P. Decher, called Secretary, and he does the purchasing. 


A.E.: Then your audited circulation statement shows only 
one copy for the sewage treatment function in 12 cities? 


REP.: Right! — And remember — Decher buys other equip- 
ment besides sewage treatment products. 
A.E.: Like what? 


REP.: Street and sidewalk repair materials, motor controls, 
safety equipment, and power lawn mowers. — But to get 
back to your original question — 





Besides these municipal partnerships, there are three main 
groups that influence purchasing. One is the department 
heads — in your client’s case, sewage works officials. They 
use such titles as sewage treatment superintendent, sewage 
plant operator, and superintendent of sanitation. However, 
in many cases the city engineer or water works super- 
intendent has the added responsibility of administering 
the sewage works facilities. 


A.E.: OK, that’s one group. Who are the others? 


REP.: The second group is composed of consulting engineers, 
whose professional advice carries great weight on sewage 
treatment and water works purchases. 


The third group includes city managers, mayors, and 
commissioners. These administrative officials have to ap- 
prove the purchasing recommendations of the other two 
groups. 


A.E.: If I follow you, it takes several people to complete a 
municipal purchase. I can see why THE AMERICAN City’s 
policy of reaching all the city officials pays off for 
advertisers. 


\ American City 


470 Fourth Avenue, New York 16, .N. Y. 
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Industry gets the facts on how and where 
to use engineering materials from 
MATERIALS & METHODS. M&M pub- 
lishes more technical data... instructive 
articles...news...informative advertis- 
ing pages on the selection and application 
of engineering materials, parts and fin- 
ishes than any other magazine. 


The applications of engineering materials 
pictured here are typical of the many re- 
ported in M&M each month. This exclusive 
editorial climate assures materials adver- 
tising its best chance of being read by men 
who select and specify materials in prod- 
uct design — an audience that now totals 
more than 29,000 paid subscribers. 


The Stiletto flies on “‘Egg-Crate’’ wings... 
For maximum strength against stresses in flight, 
each wing of the Douglas X-3 “Stiletto” is ma- 
chined from an aluminum forging to a one-piece 
egg-crate structure (above). The wing’s skin cov- 
ering is aluminum too. More producers of alumi- 
num and other. nonferrous metals advertise in 
M&M than in any other engineering magazine. 














How Industry Gets the Facts on Where to Use Engineering Materials... 





Ceramic coatings baffle heat and corro- 
sion...The porcelain enamel finish on 
these baffles helps keep replacement costs 
at a minimum for high temperature petro- 
leum processing equipment. An average of 
eight M&M editorial pages per issue helps 
industry select finishes or coatings that 
make products last longer and look better. 








Need a 435,000-Ib. casting? The U. S. 
Air Force needed four as the base for its 
new 35,000 ton forging press. The quarite1 
of the base above, cast from steel, meas- 
ures 25 x 13 x 6 feet. M&M leads all other 
magazines in editorial and advertising 
pages on fabricated materials and parts 
such as castings, forgings, extrusions, ete. 





Materials 
& Methods 


nce 





Materials Selection 
and Application 
in Product Design 


A REINHOLD PUBLICATION 
430 Park Avenue, New York 22, N.Y. 


Photos: 
Douglas Aircraft Corp. (left) 

Barrows Porcelain Enamel Co. (center * 
United Engineering 

and Foundry Co. (right) 













PICKING AN AGENCY 


continued from p. 108 


called and two or three were granted 
interviews, but we ended up by 
choosing one of our original five. 

In all cases we had prompt and 
courteous replies. Two agencies sent 
their president and their new ac- 


count vice-president. The others 
sent their new account men and an 
account executive. The interviews 
lasted about two hours apiece and 
were purposely kept informal. We 
spent the first portion of each telling 
about ourselves, our products and 
our marketing problems and de- 
voted the rest of the period to find- 
ing out about the agency. Dur- 





42 trade show exhibits 
for the price of none 


Unusual promotional venture shows new product in use 


= How would you like to have 42 
product displays at a trade show 
that had only 140 exhibits in all? 

Sounds impossible. But Barry 
Controls, Watertown, Mass., did it. 
And all the displays cost Barry 
practically nothing. 

The trade show was the 1955 Ma- 
chine Tool Show in Chicago. The 
product is a steel disc shaped some- 
what like an inverted soup plate; 
it has a neoprene core. It is called 
the “Barry Mount,” and is a self- 
leveling machinery mount which 
absorbs vibration both from the 
floor and from the machine. The 
mount was only a year and a half 
old at the time of the Machine Tool 
Show in September. Few prospects 
had heard of it; fewer had seen it. 

Barry’s vice-president in charge 
of sales, Ed Johnson, got the idea 
that showed the new product in use 
to thousands of prospects—and that 
gave 42 good prospects a chance to 
use the mount on equipment. 

The idea was this: ask the regular 
exhibitors at the tool show to mount 
their machines on Barry Mounts. 

Six months before the tool show, 
Barry’s advertising department sent 
out the first of three mailings, ask- 
ing tool show exhibitors if they 
would permit their machines to be 
on Barry Mounts at the show. 

By July, enough exhibitors had 
accepted the offer so that Barry 
could run an ad in metalworking 
publications headlined: “Wherever 
you look at the Machine Tool Show 
youll find Then there was 
a picture of a machine mounted on 
the mounts and copy telling the 


112 / industrial Marketing 





to 
= (pr 


ACHINE CO / 


alien 
Here It Is . 


support giant Ferracute press at show. 


ee ee 


e Barry Mounts (circle) 


advantages of the mounts. 

By the time the show was under 
way, 42 of the 140 exhibitors had 
their machines on Barry Mounts. 

Mr. Johnson used the tool show 
to demonstrate the product to top 
management of machine tool com- 
panies, telling them the 
should be part of the 
equipment on their machines. 

Pictures taken at the show were 
to be used in a series of case his- 
tory ads to run in metalworking 
and plant management papers. a 


mounts 
original 





ing these interviews and the days 
that followed, we tried our best to 
determine the extent of enthusiasm 
the various agencies had toward our 
company and its marketing prob- 
lems. Our account was large enough 
(in the $50,000 to $100,000 range 
with good growth possibilities) to 
be of interest to all but one of those 
contacted. In two of the four re- 
maining we seemed to detect, right- 
ly or wrongly, a sincere desire to 
work with us. These two we visited 
at their offices. 

Our final decision was based more 
on personality than anything else. 
Both agencies met all of our re- 
quirements, so we let our own per- 
sonal instinct lead us to the final 
choice. 

During our whole program we 
had kept our management com- 
pletely informed of our program 
and its progress. We also shielded 
them from all contact with the pros- 
pects until we had made our own 
selection. We then arranged an in- 
formal meeting and luncheon be- 
tween the two groups. Finding that 
a mutual liking and respect de- 
veloped during the meeting we for- 
malized the agreement. 


Three years will tell . . We timed 
our whole program so that our de- 
cision would be made about three 
months prior to the end of our fiscal 
year when all of our existing pro- 
grams would end. This gave us 
ample time to educate the new 
agency and plan our next year’s 
activities while the old agency com- 
pleted the work already laid out. 
Our search occupied us off and on 
for about four months, but prac- 
tically all of the really time-con- 
suming activity was compressed into 
two weeks. 

We've made our choice. Perhaps 
three years from now we will know 
how right we were. But we have 
enough confidence in our decision. 
And if we have made a mistake, 
we now know how to rectify it. 

You might take a look at our 
checklist for evaluating an agency. 
If you can answer yes to all the 
questions, you won’t go far wrong. 
If you have to choose a new agency, 
enjoy yourself ... you'll meet a lot 
of nice people and you'll know a 
lot more about your own job be- 
fore you finish. © 
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and every month it reaches 7,500 key buyers 


The editorial matter in Steel Processing is of im- 
mense, practical interest to the operating personnel 
in the forging, pressworking, welding, forming, and 
heat treating industries. It is written in shop lan- 
guage and addressed exclusively to processors of steel. 

These people rely on Steel Processing for monthly 
news and feature stories that keep them informed 
about their industries. And as they seek this in- 
formation, they read and remember your sales 
message as it applies to their individual jobs. 

Steel Processing reaches 7,500 key buying authori- 


ties. No other business paper covers the forging 
industry so completely and so economically. Through 
Steel Processing you reach the important plant 
executives, managers, production managers, general 
and department superintendents, foremen, metal- 
lurgists and purchasing agents. This circulation is 
audited by BPA. 

Find out more about Steel Processing and how it 
can do a thorough yet thrifty selling job for your 
product or service in the vast steel processing market. 
Write or phone: 












STEEL PROCESSING 


Published by Steel Publications, Inc. 
624 Grant Building, Pittsburgh 30, Pa. 
Phone: COurt 1-1214 
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Bmeuiries ws. 
iInfivence 


A growing debate involving both advertisers and maga- 
zine men today in the fields of business, industry and 
engineering is whether the “new product publications” 
which have gone all-out to produce inquiries, and do 
produce them, are more important in an advertising 
budget than the traditional “influence” magazines 
which have been the backbone of non-consumer adver- 
tising for years. In the past five years a whole group of 
“chopped off tabloids”, as some call the “king-size 
format”, have made both strong gains and strong claims 
which have brought the “old-line” publishers up on 
their toes, with both fists swinging, as nothing else has 
since 1936 when publishers realized that the depres- 


sion could be cured. 


WO PERIODS of our history have evolved product 

news papers in abundance. Product tabloids broke 
out like a rash in 1933. It was the first sign of re 6g 
ment in a very sick industrial America. Of these, 23 
vears later, two great tabloids still survive. The force 
that started them was the pressing need for manufac- 
turers to revive lost business... which need induced 
them to create thousands of new products, in a bid for 
business that succeeded. The need for product news, 
and the response that such papers provided, showed 
all too clearly that the depression-stunned, “old- line” 
publishers were neither alert to nor doing this job. 


Most of the specialized-to-an-industry product-news 
publications faded as the impelling need for news 
died out and market conditions stabilized. It is perhaps 
noteworthy that the two important surviving publica- 
tions were both newspaper-style, gener rake industry 
papers, so broad in their news coverage that there 
always seems to have been enough new products to 
report to all industry. 


History repeats itself! 


A New Epocu of product papers seems to have been 
clearly started by 1950. With the end of war in 1945 
(not counting Korea) again came a tremendous surge 
of industrial inventiveness as expressed in new pro- 
ducts. This was a definite and most favorable outcome 
of “post-war planning” and product news hit a new 
high which is still continuing. Once again, the “old-line” 
publications were “caught short” and did not swing into 
action vigorously on new product publishing. Many 
had serious backlogs of valuable material to be pub- 
lished which they could not issue before, due to paper 
limitations or government secrecy. 
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In some cases it was a failure to realize that business 
wanted and needed this product news. This time, the 
new “rash of publications” generally adopted a “king 
size” format that could absorb any unit of advertising 
with extreme flexibility, and of course, a news style. 
Only a few appeared as tabloids—the rest making a 
concerted effort to resemble traditional magazines, 
even down to using “slick paper.” But the major effort 
was devoted to producing response, usually in the form 
of “information” request cards sometimes sneeringly 
referred to as “bingo cards” by the “old-line” pub! ishers’ 
salesman. These same men, the writer among them, 
could not deny that the “bingo cards” had plenty of 
bing and go. 


Why news works! 


Ir Must Be Reavizep that when a product reaches the 
stage of being “news” it is ready immediately for sale 
or delive ry. At this point, the type of selling to be done 
by advertising is of the “end-product” variety which 
lends itself most naturally to producing an immediate 
inquiry. 


Many advertisers in traditional format publications 
have found that a new product type announcement 
would turn out to be quite productive in inquiries and 
orders. But the news type advertisement, which the 
advertiser feels he must use in the news style publica- 
tion, is not used as frequently in the “old-line” maga- 
zines. The result is to develop a habit in the reader. He 
realizes that product news advertising is news, and that 
he is expected to act on it. He does act accordingly be- 
cause he is only reading the magazine for that specific 
purpose. He reads with pencil in hand, or he doesn't 
read it at all. 


Why does not every publication do it? 


Propucr News papers have, in two eras, interpreted the 
needs of readers for this kind of news and supplied it. 
One may well ask, why did the strong and successful 
publishers, all well entrenched in their fie Ids, fail to do 
this job? Some of them have done it with special new 
magazines for that purpose. A very few have altered 
format and converted their magazines to the news type, 
planning to revert to the traditional form later. But 
most have been so deeply absorbed in producing the 
traditional publication with its important reader serv- 
ices that they either felt no need, or had no desire, to 
retrain their editors, switch policies with perhaps a loss 
of valued readers, and change the nature of their maga- 
zines in order to make the “fast buck” that was avail- 
able. Those “old-line” magazines that did develop good 
product news sections seldom dramatized them suffi- 








ciently to convert the reader to good “pencil work on 
the bingo card.” The readers’ habits were already estab- 
lished with the publication and they did not readily 
change. 


Publishers and editors who had spent a life-time in 
developing the skills necessary to win and hold readers, 
to convince them of the necessity of investing time in 
regular reading in order to keep abreast of their indus- 
tries, to expand their own knowledge and abilities 
and had succeeded in these efforts with good results for 
advertisers ... were not finding it easy to abandon the 
methods that had already proved successful. Let us not 
condemn these publications too quickly for failing to 
help the advertiser get the fast action possible . . . or, 
for that matter, make a “fast buck” themselves. These 
men are steeped in a conviction of the services of their 
papers—a sense of responsibility to their readers and 
industries which drives them to seek and publish the 
kind of material which has contributed immeasurably 
to the “know-how” of a great America. 


These traditional publishers feel that the real soul of 
publishing is perhaps lost by the “make a buck on news” 
thinkers. The impelling conviction that “we must pub- 
lish research”; the fight for accuracy; the deep respect 
for invention, expressed in articles harnessed to the 
development of methods and products rather than to 
the finished item; the sensing of impending greatness 
in men and industry which produce s inspiring articles; 
these, to such publishers, are the elements of a great 
publication ... one that lives throuzh the years, stimu- 
lating ideas and plans in the minds of men. Such long- 
range publishing obviously lacks immediacy of results! 
This is characteristic. 


What is right with this situation? 


Ir in Your SALES ORGANIZATION you have one man who 
is respected and trusted by your customers for his fine 
sales service, who covers the market well, nurtures the 
spot-buyer into a regular one, and builds up business, 
you consider your firm to be fortunate. If you have an- 
other man who quickly creams off new fields, and is a 
“strong sales closer,” often crystallizing action where 
the first man has let it develop more slowly . . . again 
you are lucky. You do not fire the first man, or the 
second, because they do not produce results in the same 
way. “Build-up” is just as important to volume as 
“closing.” 

Too many advertisers, impressed quite properly with 
inquiries produced by the news-type publications, have 
said, “What’s wrong, why cannot this magazine pro- 
duce as many inquiries as that one?” Actually, nothing 
is wrong— American industry is lucky to have both 










types of magazines. Industry needs the steady building 
job and service of the ‘influence” magazines. It cannot 
do without both! 


Can we pay for it? 


In A Penton of rapid product development, the inquiry 
producing magazine reduces selling costs, and thus 
justifies its place when added to the budget. The adver- 
tiser who switches just to get immediate and tangible 
results is selling his future short. For it is the long- 
range, or influence magazines, that have helped so suc- 
ce sstully produce the wait of business we now have. 
Every thing i is bigger in this country today —and to keep 
pace, so must be both our selling and our adv ertising. 
A proper teaming together of both “ inquiry” and ° ‘influ- 
ence publications is as sound as teaming up the “good 
closer” with the “sales builder” types of salesmen. You 
can better afford both than to fire one because you can 
see the results of the other more easily. In building 
plants and products we do not hesitate to invest long- 
range planning, research and patience. Selling deserves 
the same treatment! 


What about the future? 


TruLy Tuis Decape of the fifties is in many ways the 
fulfillment of the “bright new world” dreamed of in the 
forties. Its “push button” achievements, while not as 
rapid as expected, are remarkable. The “news” of new 
products continues and may continue far longer than 
in the thirties when war choked it off too abruptly. This 
promises well for the “king sized” product news papers. 
But the glamor and excitement of such publishing is 
not going to change the basic work of the traditional 
magazine, which steadily convinces and sells the man 
who by nature just does not act on coupons, as well as 
the man who does. The reader must have the magazine 
that renders a deeper service to him than supplying 
product news alone. In fact, it is this kind of publication 
that makes the news magazine possible! Subscriptions 
to traditional publications have continued to increase! 
The advertiser can well afford to watch this pattern and 
govern the placing of his advertising accordingly. Read- 
ers are reading both—and this is the opportunity for 
advertisers—to win more reader time and attention, 
not less! Thank you! 
Ir Tuts ARTICLE has he ‘Ipe ‘d clarify the controversy be- 
tween “Inquiries” and “Influe nce” and has indicated 
the need for both in sensible selling, “Proceedings of 
the IRE”, published for 43 years as a ‘seoteach and engi- 
neering development journal, will be most happy to 
have your comments. 


William C. Copp 


INSTITUTE OF RADIO ENGINEERS 
Proceedings of the J i? EE 


Adv. Dept., 1475 Broadway, New York 36, N. Y. 
Chicago ° Cleveland * San Francisco - Los Angeles 
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By Richard J. Brown 
Sales Promotion Manager 
U. S. Plywood Corp. 
New York, N. Y. 


= Did you ever stop to analyze the 
basic management philosophy of 
your company? 

No, that’s not an idle question, 
because that philosophy is probably 
what determines the effectiveness 
of your merchandising efforts. 

If your management is “sales- 
minded,” your new sales promotion 
plans are probably looked forward 
to, analyzed carefully, and con- 
sidered as a very important part of 
the overall sales program. 

But if it is not “sales-minded,” 
you probably find yourself fighting 
for every new idea, and are being 
forced to prove the results of every 
program in immediate, traceable 
sales. 

Sales-mindedness is a corporate 
frame of mind that says, in effect, 
“Give us new markets to reach, new 
products to fit our distribution pat- 
terns, new sales, advertising and 
promotional methods to build for 
the future.” It’s the opposite of the 
attitude, “We have a product, now 
let’s make plans to sell it . . . let’s 
keep up with our competition.” 

If your company thinks sales, 
you're lucky. Your management 
will be pushing you for new and 
better merchandising ideas. If it 
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~ SALES PROMOTION ~ 


PROSPECT 


SALES | 


In the over-all marketing concept, two strong basic forces work 
to sell the prospect: (1) field sales personnel move the dealer, 
who in turn tries to move the prospect and (2) advertising 
reaches the prospect directly and attempts to pre-sell him, thus 
moving him toward the dealer. Sales promotion coordinates ele- 
ments of advertising and sales planning into programs to help 
manufacturer and dealer sales personnel accomplish their job. 


What is 


SALES PROMOTION? 


doesn’t, you can build an important 
spot for yourself by leading the 
way ... and one good way is to 
plan a sound sales promotion pro- 
gram. 


Sales and ad link . . Sales pro- 
motion is a part of the industrial 
marketing picture that fills the void 
between direct sales effort and the 
advertising program. You'll usually 
find it a well-defined and important 
part of any sales-minded organiza- 
tion. 

As important as it is though, sales 
promotion is often a badly misun- 
derstood function. In many ways 
this misunderstanding is as com- 
plete as was the interpretation of 
industrial advertising back in its 
early days, when advertising’s chief 
function in an industrial corporation 
was “to get out catalog sheets and 
put a few ads in the business papers 


to keep our name in front of peo- 
ple.” 

U. S. Plywood Corp. pioneered 
many new sales methods in its field. 
Today, it is pioneering a sales pro- 
motion program that is as far reach- 
ing as were its original (then prec- 
edent-breaking) plans for sales 
and distribution. 

Here’s how U. S. Plywood ana- 
lyses its merchandising needs: “In an 
over-all industrial marketing pro- 
gram there are two forces moving 
toward the potential user of a com- 
pany’s products. First is the force 
of the sales personnel, moving the 
dealers to buy and then resell. Sec- 
ond is the power of advertising, 
moving the prospect toward the 
dealer by creating a desire and 
preference for the product. 

“The coordinating link between 
these forces is sales promotion. It is 
the function of creating planned 

Continued on page 120 











“George, I’m anxious to see the first 
Mills Shepard Study for The Iron Age” 


Comment by Philip C. Wallach, 
Advertising Manager, H. K. Porter Company, Inc. 
to George Hook, Publisher, The IRON AGE 


“Our toughest customer is our own management. 
That’s why we have to know how well or how 
poorly our copy is doing. Management has con- 
stantly grown more interested as to just what we’re 
getting for our advertising investment. We’re 
spending a lot of money these days, you know. 
Readership research is the only answer that holds 
more water than inquiries or personal opinion. | 
think your choice of Shepard is a happy one. I’m 
pleased, too, that he’s going to study 13 issues of 
The IRON AGE next year — that’s doing the job 
right. Your free survey summaries for three issues, 
the easy availability of marked-up issues and the 
way you're handling details are practical, too.” 


ine ION Age 


A CHILTON PUBLICATION 
CHESTNUT & 56th STREETS, oo PA. 
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Empire State Building “Population” — 25,000; 
Corporate officers who read Newsweek— 137,000 
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Further Horizons 
For Industrial Advertising 


Compare Newsweek — by your own 
measurements for business and 
industrial media —with any other 
business or news magazine, any com- 
bination of special-interest journals. 


You will find that Newsweek’s mil- 
lion circulation provides the heaviest 
concentration — at lowest cost — of 
key buying influences in business, 
industry and government. 


What’s more — Newsweek covers 
those critical areas of decision not 
available to contact by salesmen. 


Serving Americas Most Significant Million 
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MERCHANDISING .. 


continued from p. 116 


programs for the sales forces (both 
manufacturer and dealer) that they 
can use to implement and guide 
their basic selling efforts.” 


How U. S. Plywood does it. . 
There are two parts to the U. S. 
Plywood sales promotion program. 
One is creating the programs needed 
to guide and stimulate the salesmen. 
The second is “selling” those sales- 
men on using the programs and then 
showing them how to use them to 
the best advantage. 

The*Weldwood “key dealer” plan 
is a typical example of a “continu- 
ing” U. S. Plywood sales promotion 
program. It actually involves the 
setting up of a large number of key 
dealers throughout the country. 
These dealers are equipped with a 
large display showing most of the 
Weldwood hardwood plywood prod- 
ucts, and are “fed” with a continuing 
flow of direct-mail programs, ad 
mats and merchandising ideas. 

Such a program requires the deal- 
er to carry a sizeable stock, and that 
takes real selling effort. So, to assist 
the U. S. Plywood salesmen to get 
the dealer in the fold, a well organ- 
ized, step-by-step “presentation” 
was given to each man... to use 
when he “sells” the “key dealer” 
program to each specific account. 

In addition to a number of such 
continuing programs, there are spe- 
cial “timed” promotions, usually six 
major ones each year, each one with 
the goal of accomplishing a specific 
end (such as getting a new prod- 
uct on display in a dealer show- 
room). Each one is a carefully 
worked out plan, with supporting 
visual presentations and literature. 
Frequently, these are coordinated 
with national advertising. 

A special incentive is considered 
very important to the success of 
U. S. Plywood’s special sales pro- 
motion programs. To help insure 
that success, a point-award program 
that allows each salesman to earn 
merchandise awards was developed. 

Instead of merely setting up such 
an incentive program on the basis 
of awarding points for reaching spe- 
cific quotas (which could make the 
plan seem like a part of regular in- 
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come) new and interesting methods 
of awarding points are worked out 
for individual programs. 


Sales promotion survey .. But, 
even with such devices as incentive 
programs, all of this creative pro- 
motional effort can’t be translated 
effectively to the salesmen by means 
of a letter or a series of letters. This 
was proven by a recent poll of sales 
promotion managers which asked, 
“What is your biggest problem as a 
sales promotion manager?” The 
answer of most men was “getting 
the sales promotion material used 
by the sales force.” 

There are few salesmen who can 
do an effective job of selling a prod- 
uct or idea unless they are first 
sold, and unless they thoroughly 
understand how the product is used 
and what it can accomplish. 

The costly presentations, display 
material, and dealer aids that a 
sales promotion department pro- 
duces are the sales promotion man- 
ager’s products. If they are to be 
used effectively by salesmen, they 
must first be “sold” to salesmen. 

For that reason, the U. S. Ply- 
wood sales promotion program now 


incorporates “divisional men,” whose 
responsibility is defined as “trans- 
lating national sales promotion pro- 
grams to all field personnel in such 
a way that they will be used intel- 
ligently and effectively.” 


Sell it . . As each major new sales 
promotion program is planned, it 
will first be tested by the divisional 
men, to be sure it works. Then, 
when all refinements are made, they 
will hold branch sales meetings 
within their divisions to “trans- 
late” and sell it to the men who will 
use it. 

Expensive, you say? That’s right 
... but think how many thousands 
of dollars are wasted annually on 
promotional material that is not 
used by your salesmen. Perhaps it 
is expensive not to have someone 
out selling it. 

Immediate sales won't always 
show the full value of a sound sales 
promotion program. But creative 
promotional planning, coupled with 
effective translation of these ideas 
to each salesman, can result in a 
more promotional-minded sales 
force eager to use good selling tools 
provided for it. 
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__ SEND FOR YOUR FREE COPY OF | Measurable advertising results make finish 
PLAN BOOK OF METAL MOULDINGS the consistent choice of those who sell to appliance and 
metal products manufacturers 
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today : 


Pied 3 | Asthe experienced publication serving the appliance and fabricated metal 
ie ae | products manufacturing field, finish magazine continues to show steady 
increases in circulation, service and advertising performance. 

In circulation, finish has grown with the industry, adding selected 
readers in qualified plants. Today, it reaches over 9,500 specifying buyers 
in appliance and metal products plants. 

In service its concept of editorial coverage includes all plant operations 
‘from raw metal to finished product." 

finish shows uninterrupted acceptance by advertisers who sell the 
appliance and fabricated metal products fields. In advertising revenue, 
for instance, finish gains since World War Il are more than three times 
those of the average of all industrial publications. 

Equally as dramatic as its gains in advertising are the measurable 
results finish delivers to advertisers — an example of which can be seen 
in the Pyramid Mouldings story below. Note that, while finish is not de- 
signed as a so-called ‘‘inquiry-producing"’ publication, it ranks high in 
reader response with all publications used by this firm and has consistently 
produced sales prospects for the company. 

What better evidence that finish concentrates on the men who count 
in the appliance and fabricated metal products industry! 







































E. L. STARNES, Director of Advertising 
Pyramid Mouldings, Inc., Chicago, writes: 

“We just recently completed a survey to test the effectiveness of our 
national advertising. You will he happy to learn that finish magazine 
stands high on the list of sound inquiry producers. 

“In fact the September issue of finish magazine produced a record num- 
ber of inquiries. Among these were some of the largest producers of 
mass metal products in the United States. A large percentage of these 
; inquiries are signed by engineers and they figure very prominently in 
wt our sales picture.” 


MAGA 


Appliance AN | 
! tae Products MANUF até : : 
in : @ PUBLICATIONS 


i ESTABLISHED 1944 YORK STREET AT PARK AVE. @ ELMHURST, ILLINOIS 
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No. 1 Marketplace 


b ae ARE LOOKING at the great exchange place of the 
railway business. Here news, ideas, experience are 
exchanged. Here the process is variously started and stim- 
ulated whereby money is exchanged for railway equip- 
ment, goods and. services. 

In support of this tremendous enterprise, RaiLway 
AcE offers readers and advertisers (1) surprisingly more 
news, (2) surprisingly more working information, (3) 





surprisingly more buying information, (4) surprisingly 
clean circulation (the giveaway competition isn’t even 
“verified circulation” ). 

Further, Ramway AcE is the only industry-wide paid 
circulation magazine — giving you readers who have 
elected to read. 

No wonder this Workbook of the Railways is the 
Workbook of the Railway Suppliers, too. 


Raitway AGE| Workbook of the Railways 


S1mMons-BOARDMAN PUBLISHING CORPORATION e 
Terminal Tower, Cleveland 13 . 


30 Church St., N. Y.7 ° 
Dallas, Los Angeles, Portland, Ore., San Francisco, Coral Gables, Fla. 


79 W. Monroe St., Chicago 3 
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How to catch customers 
with your direct mail drive 


Mouse traps, snap fasteners do the job for Wolverine 


By H. A. Harty 

Advertising Manager 
Wolverine Tube Div. 
Calumet & Hecla, Inc. 


Detroit 


# Ordinary direct mail develops 
only ordinary attention, ordinary in- 
terest and ordinary results. It helps 
build only ordinary companies. 

That’s why we at Wolverine don’t 
plan ordinary direct mail. We look 
for the new, the unusual. In our di- 
rect mail, we try for the right com- 
>ination to achieve the three aims 
of all advertising: (1) attract at- 
tention, (2) arouse interest and (3) 
create a preference. 

In our case, we started developing 
the right combination with the mail- 
ing vehicle itself. Since Wolverine 
manufactures tube in copper, alu- 
minum and steel, we felt the vehicle 
itself could well take the shape of 
our product. That would help our 
product identity and also would 
give our mailing piece top attention 
in a stack of mail. (If you’ve ever 
tried to stack other correspondence 
on top of a paper tube, 1” in diam- 
eter x 6” long, you'll agree.) 

The tube seemed to be the an- 
swer for our mailings to manufac- 
turers and processing companies. 
But because our product is coiled 
and cartoned for marketing through 
wholesalers, we concluded that a 
facsimile carton (4x4x2”") would be 
a more effective vehicle to carry 
our message to them. Its mission 
was identical . .. product identity 
and mail-pile priority. Still another 
vehicle, an envelope carton fac- 
simile, was developed for mailing to 
wholesalers’ customers such as 
plumbers and refrigeration service 
engineers. 


A foot in the door .. Having 
solved these problems our advertis- 
ing planning board, comprised of 
three agency members (Gray & 
Kilgore) and three members of our 
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advertising department, then tackled 
the styling of the direct mail piece 
itself. The unique vehicles should 
give our direct mail a foot in the 
door. Now to capture the buyers’ 
interest and make the pitch quickly 
and convincingly. 

Developing hard-hitting lead lines 
and copy, we started “gadgetizing” 
them with a wide array of items 

. everything from clothespins to 
puzzles, from paper clips to mini- 
ature magnets. 

Here are a few with typical gadg- 
ets and lead lines: 
> To manufacturers .. . a tiny shoe 
shine kit and a word about our alu- 


minum tube, headlined: “Finishes 
Are Important.” 

» To processing companies ... a 
stick of sealing wax, its lead: 
“Don’t Seal Off Condenser Effi- 


ciency.” 


> To wholesalers a piece of 
chalk and copy featuring our new 
roll of tube and round carton and 
our “firsts” in the industry. “Chalk 
Up Another for Wolverine.” 


> To wholesalers’ customers... a 
small metal snap centered on a pic- 
ture of our new carton and relating 
its time and labor saving advan- 
tages. “It’s A Snap.” 


Let's do business . . With the lead 
and gadget working as a team, we 
could be sure of getting attention. 
The copy drove home the point 
made by the gadget and the head- 
line. It was salesworthy copy writ- 
ten in terms related to the gadget, 
its use and value, copy that told 
our product, quality and 
story. 


service 


One piece from our campaign to 
petroleum refining and petro-chem- 
ical firms is a good example. The 
gadget on this one was a peanut, 
attached to the sheet carrying the 
copy. The headline: “It’s what’s in 
the shell that counts.” The copy 
began: 





storage space. Because it is round it con be rolled —like 
@ hoop. The carton has o convenient center hole for over- 
the-shoulder or arm carrying. Reversed printing and dis- 


tinct color coding make content identification easy from 
any angle. For your customers, in addition to these 
features, there is o zip-quick gummed tape opening plus 
the omazing “use-it-as-a-reel” feature. 


Every corton contains top quolity, clean, dry, and 
easy-to-bend Wolverine copper tube. Of course, 
every corton stresses your importonce with Wol- 
verine's famous BUY FROM YOUR WHOLESALER 
slogan. Yes, we built o better one! 


Heip yourself to increased sales—specify Wol 
verine’s flat “roll of tube that rolls.” 
® WOLVERINE TUBE 
GHVISEON OF CALUMET @ MECLA Ihe 


AOR EH HOM BEEN me eK een 


Len eee me TF e 


Gotcha! .. One of latest Wolverine 
mailings is gimmicked with real mouse 


trap. This one goes to wholesalers. 


“With condensers and heat ex- 
changers ... like peanuts ... the 
meat of the subject is found inside 


the shell. 


What about cost? .. While the 
physical proportions of our direct 
mail vehicles are somewhat confin- 
ing in the selection of gadgets, they 
are by no means a serious deterrent. 
We've found plenty of gadgets to 
fit the tube and miniature carton 
and are still finding them. 

Costs of our gadgets range from 
“complimentary samples” to a few 
cents each. On very few occasions 
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95,000 sales contacts . 
every month 
exclusively with engineers 





Engineers are educated to specify and buy! 


ELEC PRICAL 
ENGINEERING 





who specify 


electrical equipment! 


The world’s greatest minds in electrical research, 
design and production...the leaders in the industry 
...are receptive to your ideas and products in the 
pages of Electrical Engineering. 


Electrical Engineering is a unique medium in the 
electrical field not only because it commands the 
attention of 55,000 engineers regularly every 
month. It is also the only publication that is edited 
for and written by electrical engineers 
... exclusively! 


When you use the pages of Electrical Engineering 
to advertise your products, you reach the influen- 
tial designers and specifiers your salesmen rarely 
see. In Electrical Engineering you sell by appoint- 
ment only ...to the world’s largest audience of 
electrical engineers! 


FOR ELECTRICAL ENGINEERS : 


PUBLISHED EXCLUSIVELY 

BY THE AMERICAN INSTITUTE 
OF ELECTRICAL ENGINEERS 
SOO FIFTH AVENUE * NEW YORK 36, N. Y. 
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Here are just some of the many advertisers who use Modern Plastics: 
how Cincinnati Milling Machine Consolidated Molded Products Corp. 
Claremont Pigment Dispersion Corp. Consolidated Vacuum Corporation 
Claremont Waste Manufacturing Co. Continental Carbon Company 
Clifton Hydraulic Press Co. Continental-Diamond Fibre 
d : Coast Manufacturing & Supply Co. Continental Oil Company 
O Comet Industries Cowan Boyden Corporation 


Commercial Plastics & Supply Corp. Crompton-Richmond Company Inc. 
Commonwealth Plastics Corp. Crucible Steel Co. of America 


h \ T Conforming Matrix Corporation Cumberland Engineering Company 
Connecticut Plastic Products Co. Dake Corporation 











put more punch into advertising 


Almost as old as the field itself is the magazine that helps plastics 
advertising deliver more sales punch! For thirty years, MODERN 
PLASTICS has been at the job spelling out how, why and where indus- 
try can profitably use the constantly growing family of plastics as 
basic manufacturing materials. Today, as a result, it really connects 
with the plastics men who dream up what-to-make and order what- 
to-make-it-with! MODERN PLASTICS gets the buying decisions for its 
advertisers because it has... 


LEADERSHIP IN CIRCULATION: The 25,000 circulation of MODERN PLASTICS is 
the largest paid circulation covering the two basic areas of the plastics 
market... the plastics industry itself and the users of plastics in many 
different industries. 


LEADERSHIP IN EDITORIAL INFLUENCE: MODERN PLASTICS is the overwhelming 
choice of executives with buying authority. For example, a Starch survey* 
made at the National Plastics Exposition showed that MODERN PLASTICS 
gives these men more help than all other magazines in the field combined! 


LEADERSHIP IN ADVERTISING: More advertisers spend more money and use 
more space in MODERN PLASTICS than in all the other plastics magazines. 


It’s clear: whether you’re selling chemicals or materials, machinery 
or services that the plastics or plastics-consuming industries can use, 
MODERN PLASTICS does the hardest-hitting ad job! 


*Write for the full report of the Starch survey 
and for additional magazine and market facta. 


In plastics, 
the magazine is 


MODERN PLASTICS 


A Breskin Publication, ABC-ABP 
575 Madison Avenue, New York 22,N.Y. 
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Davis, Joseph, Plastics Co. Dow Chemical Company, The Electric Auto-Lite Company, The Exact Weight Scale Co., The 
Davis-Standard Sales Corporation Dowding & Doll Ltd. Electromold Corp. Fabricon Products 

Deakin, J. Arthur, & Son Dunning & Boschert Press Co., Inc. Elgin National Watch Company Farrel-Birmingham Co., Inc. 
Deecy Products Co. duPont de Nemours, E. I., & Co. Emery Industries, Inc. Federal Tool Corporation 

De Mattia Machine and Tool Co. Eagle Tool and Machine Co. Enjay Company, Inc. Fellows Gear Shaper Co., The 
Detroit Macoid Corporation Eastman Chemical Products, Inc. Erie Engine & Mfg. Co. Ferro Chemical Corporation 
Detroit Mold Engineering Co. Eastman Kodak Company Erie Foundry Co. Ferro Corporation 

Detroit Stamping Company Eastman Machine Co. Erie Resistor Corporation Finish Engineering Co., Inc. 
Diamond Alkali Company Egan, Frank W., & Company Erinoid Limited Firestone Plastics Company 


Daniels, T. H. & J., Ltd. Douglas-Guardian Warehouse Corp. Eichler & Co., GMBH Ever Ready Label Corporation 
...and more from F to Z! 








~ to the plastics field? 


Reet eer seman 









The impact strength of “Mylar” polyester 
plastic film was stressed in a DuPont ad- 
vertisement in MODERN PLASTICS... 
where it arrested the attention of 
MODERN PLASTICS’ many readers who 
personally select the plastics materials 
that go into their companies’ products. 
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CATCH CUSTOMERS .. 
Continued from p. 124 


have we omitted the gadget. When 
we did, however, we supplemented 
it by either die-cutting the mailer, 
using gaily colored stock, trick folds 
or similar things. One of the best 
illustrations is a mailer reproduced 
on sandpaper that calls attention to 
the increased surface of our integral 
finned tube. 

The gadgetized mailers have be- 
come increasingly popular among 
our customers and prospects. So 
popular, in fact, that we have three 
annuals: 


e A package of flower seeds each 
April. 


e A gold-tinted golf tee in June. 


e A piece of fruit cake in Novem- 
ber. 

Campaign enthusiasm and popu- 
larity in the trade came right after 
our first mailing ( a miniature coil 
of tube in 1949). Our salesmen be- 
gan to receive comments during their 
calls, comments that stimulated 
product and service conversations. 
As the campaigns have progressed, 
so have the favorable reactions. 
Here are a couple from our own 
salesmen: 


> “Increase the frequency of our 
direct mail to customers and pros- 
pects, as they all look over our mail 
which practically amounts indirect- 
ly to an additional personal call.” 


Crxa/ O/7 Condenser Liffictcrry 








Variety . . Gimmicks in mailings above include sealing wax, snap fastener 
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> “Direct mail is a terrific result 
getter. The customer enjoys it; his 
family enjoys it.” 


Customers like it, too . . Here are 
some typical comments from cus- 
tomers and prospects: 


> “Your ads are definitely outstand- 
ing and, incidentally, in keeping 
with all Wolverine products. Your 
latest folder arrived today. Many 
thanks. There is always a welcome 
for such mail with your novel 
ideas.” 


> “This note is to compliment you 
on your sales promotion campaign 
carried on by mail during the last 
year. You have succeeded in keep- 
ing your company name clearly in 
front of us at all times. Quite often 
industrial selling lacks good and 
simple merchandising tricks.” 

> “We certainly appreciate and 
thank you for your novel advertise- 
ments which you forward so faith- 
fully. We would like to know where 
We may purchase your line in this 
city.” 

> “You have some of the most clev- 
er pieces that I have ever seen and 
I intend to make them a part of 
my permanent file on advertising.” 


What's it worth? . . These unso- 
licited comments speak well for the 
success of the campaigns. Add to 
them the verbal comments heard 
daily by our salesmen and the 
marked advance in our brand pref- 


erence position and you can readily 
measure the value of effectively 
unique direct mail. 

Our advertising planning board 
accepts the promotional challenge 
often expressed by the trade: 
“What'll they think of next?” At 
the board’s monthly meetings, each 
member voices his gadgetized idea 
for each campaign, and the group 
selects the most appropriate. Ap- 
proach, soundness, timing, cost, util- 
ity value and availability all play a 
part in selection. Many times an 
idea that falls short when first dis- 
cussed, blossoms into one, or per- 
haps several, excellent approaches 
as it is shared with other members 
of the group. 

There are a host of formulas, as 
we all know, for generating ideas. 
One thing we have found is that, 
equipped with knowledge of our 
products and objectives, our every- 
day experiences in business, in fam- 
ily life and in recreation are them- 
selves idea generators. 

Which comes first, the idea or the 
gadget? That's a question in the 
chicken vs. egg category. Our plan- 
ning group believes it makes little 
difference which arrives first be- 
cause which ever it is, the other 
will be close behind and the suc- 
cessful wedding of the two into 
sound, salesworthy and “unusual” 
direct mail, quickly guarantees ac- 
ceptance, first by the planning 


board and later by our customers 
and prospects. ” 
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peanut 





miniature shoe shine kit and piece of chalk. 





WHICH DOES YOUR SALESMAN GET... 



































2 K? .....01 KO.? 


Advertising can help you sell the PA and keep him 
sold. That's why so many leading industrial adver- 
tisers use PURCHASING Magazine. 


Salesmen sometimes neglect to sell the PA on their 
product, and their company as a supplier. What hap- 
pens then is very simple. The order goes to a com- 
; Reiner, o 
petitor. That's a “K.0."! Since 1915, Purcuasinc has been the PA’s own mag- 
azine — the unchallenged leader in its field. Proof 
of the value of its editorial service and its high read- 
ership is Purcuasinc’s high renewal rate — 80.9°%! 
And PuRCHASING Magazine gives you the greatest 
available coverage of industrial purchasing agents. 


Successful salesmen, on the other hand, sell the PA 
first, last and always. They know that two buying 
groups have to be sold — not only plant executives, 
but purchasing executives, too. To get the order, 
they know they need the Purchasing Agent’s “O.K.” 


If you sell an industrial product .. . p 
put PURCHASING power behind it! URCHASING 


PURCHASING MAGAZINE 


" 205 East 42nd Street, New York 17, N. Y. 
The basic magazine on any industrial advertising schedule! SPA 





A cUn OVER = MAST PUBLICATION 
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Caravan’s 45 exhibits all have same basic design and dimensions, 


Thi ‘ 
1S ee yet there is great variety in appearance 


ates<< 


Goes Into This 


t semi-trailer pulled 


shelves and ri 


presentation method. 


wun aN PRODUCTS 


by International tractor-truck (left 


bbing to protect exhibits. (International Harve 


45 building product exhibits 
travel in one truck 


# A trade show that takes at least 
4,000 square feet of space can be 
put into one semi-trailer. 

The Producers’ Council, an or- 
ganization of building products man- 
ufacturers, has done it. The council’s 
“Caravan” will visit 36 cities across 
the nation this year, showing the 
latest in building products to pros- 
pects and customers. 

This traveling trade show has 45 
exhibitors (43 companies and two 
trade associations), and all the ex- 
hibits had to be packed into one 
35-foot semi-trailer. This problem 
was solved through exact planning 
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by the council, the exhibitors and 
the display maker. 

General Exhibits & Displays, Chi- 
cago, designed the 45 exhibits so 
they all take the same amount of 
space when set up and so that each 
folds up compactly. Then 45 booths 
(one for each exhibit) were built 
into the trailer. 

Finally, special shelves and com- 
partments were built into the trailer 
to hold product samples and models 
that were part of many exhibits. 
The exhibitors had to use a special 
system of dimensioning to be sure 
such samples and models would fit 





trailer itself become 


into their appointed cubicles. 

There was no crating of individ- 
ual exhibits, so the trailer itself be- 
came a giant crate made up of a 
maze of partitions and_ shelves, 
which protected the exhibits very 
nicely. 

To make loading and unloading 
fast and easy, the trailer has full 
double doors at the rear and one 
40-inch door on the right side and 
two on the left. Thus, the show can 
be unloaded and loaded in prac- 
tically any type of location. 

The “Caravan” travels with a 
permanent complement of three: an 
exhibits manager from General Ex- 
hibits & Displays, a truck driver and 
a cabinet maker. 

Once the “Caravan” arrives in a 
city for a showing, the local chapter 
of the council takes over and 
handles actual production of the 
show. = 








journal 
TOP 


Manufacturing Men 


. « - one of them is 


Edward H. Kelley 


Chevrolet's general manufacturing manager 





Chevrolet’s 19 manufacturing plants 





produce well over a million passenger cars - go, 
and trucks every year—and the parts to Ca 
maintain some 1312 million Chevrolets "Bileened H. Kelley 


still on the road. Every day they pour mil- 
lions of pounds of castings and forge millions of pounds of hot steel. Eleven assembly 
plants assemble manufactured products and those supplied by vendors. 


At Chevrolet, Kelley does a complex job growing in importance. The man- 
ufacturing team which he heads goes into action as soon as a design hits the 
drawing boards. 


As a member of the Society of Automotive Engineers, Kelley is a potent con- 
tributor to SAE national and committee meetings and to the magazine that re- 
ports them—SAE Journal. In turn, he finds in SAE Journal the up-to-date, 
easy-to-read facts that interest him. In 1956, he will be a vice-president of 
SAE for Production Activity. 


In automobile and truck companies, in plants that make airplanes, aircraft power- 
plants, diesel engines, road machinery, farm machinery, parts, and accessories — every- 
where that top manufacturing men are getting ideas and making decisions, SAE Journal 
readers are likely to be a majority of those present. 


PUBLISHED BY SOCIETY OF AUTOMOTIVE ENGINEERS, INC., 29 WEST 39 STREET, NEW YORK 18, NEW YORK 
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How Architectural Record Rates 





th 
among all U.S. monthlies! 





The 15 Leading Monthly Magazines in the U. S. in Total Number of Advertising Pages 















1954 1955 (7 Months) 





1953 





Electronics Electronics Electronics 















Product Engineering 





Product Engineering Chemical Engineering 














Chemical Engineering 





Chemical Engineering Product Engineering 








Machine & Tool Blue Book 





Machine & Tool Blue Book Machinery 








Machinery Machinery 









Purchasing 









Architectural Record 





Modern Machine Shop 





Modern Machine Shop 








Machine Design 





Factory Building Supply News 











Machine Design Factory Machine Design 












Purchasing 






Purchasing Modern Machine Shop 









Petroleum Engineer Mill and Factory Machine & Tool Blue Book 








Mill and Factory Architectural Record Factory 












Architectural Record Petroleum Engineer Petroleum Engineer 

















Power Industrial Distribution Practical Builder 















Textile World Chemical Processing House & Home 











World Oil Building Supply News Mill and Factory 
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With Advertisers... and Why 


St 


in its field! 





Total Advertising Pages 8 Months 1955 


ARCHITECTURAL RECORD 





ARCHITECTURAL FORUM 





PROGRESSIVE ARCHITECTURE 


WH y # Five exclusive advertising values make Architectural Record an outstanding buy 
a 


1 


for building product manufacturers and their advertising agencies .. . 


Reader preference— Architects and engineers have voted Architectural Record “‘preferred” in 75 out 
of 82 INDEPENDENTLY SPONSORED studies. 


Verifiable market coverage— Dodge Reports document Architectural Record’s coverage of those 
architects and engineers who plan over 85% of all architect-planned building, nonresidential and 
residential, small and large. 


More circulation where it counts most— More architects, more consulting engineers, more architects and 
engineers in commerce and industry subscribe to Architectural Record. 


Top editorial quality and quantity—Thirty-three editorial awards—including three out of four awards 
by The American Institute of Architects to architectural magazines testify to the quality of the 
Record’s editorial content. And the Record publishes more editorial pages than any other magazine in 
its field—with every page edited specifically for architects and engineers. 


Advertising leadership— Architects and engineers read Architectural Record for building product 
information. Year after year (and again in 1955) more building product manufacturers and their 
advertising agencies are placing more advertising pages in Architectural Record than in any other 
architectural magazine. 


ODGE 


Architectural Record i ‘ee, 


119 West 40th Street, New York 18, N.Y. 
CORPORATION 











In Good Hands. . GM hostess enter- 


ains five-year-old whose parents got “lost.” 


o Even an old hand at spectacular 
promotions runs into unexpected 
problems with an industrial show 
that draws more than 2,000,000 per- 
sons. 

That’s why it’s not surprising that 
there were some frantic moments 
among the people running General 
Motors’ “Powerama.” The surpris- 
ing thing is that there were so few. 

Powerama ran from Aug. 31 
through Sept. 25. It occupied a 23- 
acre site on Chicago’s lake front. It 
was made up of 253 exhibits. Its 
purpose was to dramatize diesel 
power to the public. The occasion 
was the production of its 100,- 
000,000th diesel horsepower by GM. 
A total of 2,218,412 persons went to 
the show. (For a complete picture 
and text story of Powerama, see the 
October IM.) 

“What was the biggest single 
problem encountered in the day-to- 
day operation of Powerama?” IM 
asked T. H. Roberts, the manager 
of the big show. 

“The problems were not as great 
as you might think,” Mr. Roberts 
said. “With the experience of putting 
on Motorama behind us, we’ve been 
able to take Powerama in stride.” 

But there were some headaches, 
he conceded, and the biggest prob- 
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A post-mortem on. 


POWERAMA 


How General Motors took care of lost 


kids, rioting teen-agers and still showed 


ably was handling the big crowds. 
As many as 173,000 persons came 
to the show during a single day. 

During that day of record attend- 
ance, 32 children turned up at the 
show’s “Lost Parents” department, 
where they waited until their par- 
ents were found. 


It’s a riot . . Wandering children 
posed one problem Powerama was 
set up to handle. Taking care of 
rioting teen-agers was not quite so 
easy. But that had to be done, too. 

One day about a week before 
Powerama ended, some 9,000 stu- 
dents from two intensely competi- 
tive high schools visited the show. 
As they waited for the buses that 
would take them from the Power- 
ama grounds, catcalls were shouted 
between the two groups. Scuffling 
broke out, then fists and missiles 
began to fly, and shortly a full scale 
riot was in progress. 

Some 30 squads of Chicago police, 
who are not without experience in 
such matters, were called out to 
quell the disturbance. It took two 
hours. Then the youngsters were 
herded into their buses, some were 
treated for minor cuts and bruises 
at the Powerama first aid center 
and all was at peace. 


more heavy industrial equipment 


to more people than ever before 


On Guard . . Lifeguard is posted on 
submarine, ready for the rescue, in case 


someone fell in the lake but no one did. 
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The riot was one experience the 
men who ran Powerama and who 
put on GM’s other big promotional 
shows never had before, said H. R. 
Wilber, assistant manager of Power- 
ama. 

The riot was an isolated incident, 
show manager Roberts emphasized. 
In general the crowds were very 
cooperative, he said. 

GM made cooperation easy. At 
least 110 efficient ushers from the 
Andy Frain usher service were on 
duty every day to direct the show 
goers to the exhibits they wanted 
to see and to make sure the crowds 
didn’t jam up and block main ar- 
teries for foot traffic. About 250 
special policemen, hired by GM, 
helped the ushers keep the crowds 
moving and also watched over the 
valuable equipment and displays. 


How many men?.. It took 1,562 
persons to keep Powerama going 
every day. They included: porters, 
ushers and special police; soldiers, 





Supplies . . Bale of raw cotton is moved 
into place at cotton ginning exhibit, which 
needed 8,000 pounds of cotton daily. 


sailors, airmen and marines; doc- 
tors and nurses; lifeguards; singers, 
dancers, aerialists and elephant 
trainers; men on duty at each prod- 
uct exhibit; public relations men, 
and Mr. Roberts and his staff of 44, 
who ran the show. 

That list of personnel shows some 
of the complexity of the show. 

The 365 porters took care of one 
of Powerama’s major problems, 
which Mr. Roberts described as 
“just keeping the place clean.” He 
said he received many complimen- 
tary letters from show goers com- 
menting on the immaculate grounds. 

The military men were detailed 
to the show by their commanders 
to demonstrate such things as a sub- 
marine, tanks and a jet airplane. 

The doctors and nurses were on 
duty at the show’s two first aid cen- 
ters. The eight lifeguards watched 
the waterfront and special Power- 
ama dock in case someone fell in 
the lake. (No one did.) 

The entertainers were members 





a 


of the cast of a stage show that was 
shown four times daily. 

The men on duty at the exhibits 
included such varied specialists as 
oil well drillers, saw mill operators, 
cotton gin operators and rock crush- 
er operators. In addition, there were 
GM engineers on hand at each ex- 
hibit to give any prospects that 
turned up detailed technical infor- 
mation on the products. 


Specialization pays .. About 75°: 
of the 1,562 people running the show 
were hired in Chicago, in line with 
GM’s policy of hiring as many local 
people as possible for the company’s 
shows. 

Mr. Roberts said specialization by 
his show headquarters staff was a 
big factor in the smooth operation 
of Powerama. Experts were in 
charge of all phases of the show’s 
operation . . . from literature distri- 
bution right down to the clean-up 
operation. 

Literature distribution provides a 





Clean-Up .. Maintenance men hose down 22-ton Euclid truck. Such giant equipment 


much of it demonstrated daily, made nightly clean-up and maintenance a big task. 





Drive. Need for second foot | 





Slip-Up? .. Baby elephant, boy scouts get set to cross new foot bridge 
ridge was discovered only after show was under way. 
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Special Delivery . . Pick-up trucks hauled literature fr 


good example of the detailed plan- 
ning behind Powerama. A central 
literature warehouse was set up in 
semi-trailers on the grounds. 

Two men from show headquarters 
were in charge of the warehouse. 
They made sure that the right liter- 
ature kept flowing in from such 
widely scattered supply points as 
New York, Detroit, Cleveland and 
Indianapolis and that it kept flowing 
out to the scores of literature racks 
and distribution points scattered 
throughout the grounds. Two GMC 
pickup trucks were kept busy carry- 
ing literature from the warehouse 
to the show’s distribution points. 

About 15,000,000 pieces of litera- 
ture were distributed in this way 
during the show. 


Details big and small. . Now for 
some other details that went into 
the making of the show. 

Here’s what the GM show pro- 
ducers had to do before the show 
opened: 

e Negotiate with the city of Chi- 
cago to lease the show site. 

e Remove a number of trees and 
level and blacktop 520,000 square 
feet of the site. 

e Build a special pier to dock a 
submarine, a tugboat and a shrimp 
boat. 

® Build a 7,000-seat grandstand for 
the stage show. 

e Lay seven miles of electric wiring 
and several miles of water and sewer 
lines. 

e Lay 3,000 feet of railroad track to 
bring in GM’s new lightweight train. 
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distribution points. Apparently this van was | 


e Arrange for production of the 
displays and exhibits. Most of them 
were built by H. B. Stubbs & Co., 
Detroit, although some were built 
by the individual GM divisions. 
e Arrange for shipment of the ma- 
terials for construction of Power- 
ama in 155 box cars and 100 special 
semi-trailer trucks. 

Here are some of the details GM 
had to see to during the show: 


-@ Supply 8,000 gallons of diesel fuel 


daily to power the “action” exhibits. 
e Supply 8,000 pounds of raw cotton 
daily for the cotton ginning exhibit. 
e Supply 50 tons of rock for the 
rock crusher to chew up each day. 
e Supply enough big logs for the 
working sawmill to cut up 2,000 
board feet of lumber daily. 

e Clean, lubricate and give main- 
tenance checks to all running ma- 
chinery exhibits each night. 

@ Keep the grounds clean. 

@ Keep all electrical circuits and 
plumbing fixtures in running order. 
@ Replace about 100 light bulbs each 
day. 

e Keep the show goers entertained, 
keep them moving, repair their 
bruises and keep children and par- 
ents together. 


After the show .. Here is what 
GM had to do after the show ended: 
e Replace removed trees. 

e Re-lay the railroad track so the 
lightweight train could be removed. 
e Put the grounds back into the 
same shape they had been (except 
that some $318,000 worth of im- 


provements . . sewer and water 
lines, electrical conduits and the 
special pier . .. were left as a gift 
to the city of Chicago.) 

e Pack the exhibits into their box 
cars and trailers and ship them off 
to the various GM divisions, 11 in 
all, that took part in the show. (All 
exhibits were new, and most of 
them will be used again in various 
shows. ) 


All this had to be done by Nov. 1. 


Miscalculations? . . “What caused 
the miscalculation on foot bridges?” 
an IM reporter asked the show man- 
agers. 

He referred to the fact that a 
second big foot bridge had to be 
built over the eight-lane Lake Shore 
Drive after the show had started. 
The drive cut through the Power- 
ama grounds, and apparently some- 
one had miscalculated the number 
of people who would be moving 
across the single foot bridge be- 
tween the two sections of the show. 

“Let’s not talk about who or what 
caused the ‘miscalculation’,’ show 
manager Roberts said. “Let’s talk 
about what we did about it.” 

“What we did about it” was this: 
The show opened on a Wednesday. 
By Friday, it was apparent that a 
second foot bridge was needed. Con- 
struction was started on Friday 
night. By Sunday, the foot bridge, 
a fairly elaborate structure of con- 
crete, steel and wood, was com- 
plete. 

That’s the way the old hands at 
industrial shows operate. ° 


Gusher? . . Giant oil-dvilling rig shows 


size of some Powerama exhibits. 
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Many hours of writing, rewriting and polishing 
have gone into the copy. The layout is sharp and 
bright—an imaginative showcase for a strong sales 
story. The account executive presents the ad 


with pride. 


And then the client . . . that expressive crease 


reaches for his 





between his eyebrows deepening 


sharp red pencil. 


This is the time when advertising agency men 
are reputed to mutter under their breath, the 
moment when their ulcers are said to snap almost 


audibly in the strained stillness. 
But that is fiction—in our experience. 


Through many years of serving many accounts, 
we have had little reason to resent, or fear, the 
client’s red pencil. On the contrary, we seek clients’ 
suggestions because more often than not they 


make a good ad even better. 


The main reason we seek, rather than resent, 
client suggestions grows out of the kind of agency- 
client relationships we work hard to build, and to 
deserve: relationships based on the understanding 


and mutual confidence of partnership. 


As partners, not suppliers, we work with a client 
all the way through a given marketing problem, 
from beginning research to the finished campaign. 
We (client and agency) become a selling /eam pro- 
gressing together toward clearly defined and 


mutually understood sales objectives. 


That way of working makes the advertising we 
produce more resultful than it could be in any 
other way, and at the same time makes it unneces- 


sary for us to be touchily defensive about it. 


Working as closely as we do with the client, we 
learn that he has some pretty sound ideas, too, 


and that the intelligent teaming-up of our mutual 
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the clients red pencil 





abilities can make our copy a better, sharper mar- 


—kefing tool. 


But while we don’t resent the client’s red pencil, 
neither do we fear it. We have no reason to. As 
partners, we have not only the right but the duty 
to speak up strongly when we feel the client is 
wrong. Sometimes we convince him, sometimes 
we don’t. The important thing is that the result 
of such give-and-take discussions is more effective 
advertising and sales promotion than can be 


obtained by any other method. 


Long ago we got the point of the client’s red 
pencil. We learned that it is aimed not at our 
ego, but at more sales for him. And that’s our 


target, too. 
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When you need a case history, you go into 
a customer’s plant and talk to the men 

who use your product. But do these in-plant 
interviews pay off (or even come off) 

as often as they should? An agency man 
offers some helpful suggestions for getting 


more successful case study interviews. 


How to get more and better 


CASE STUDY INTERVIEWS 


By Winfield L. Redding 
Public Relations Account Supervisor 


Ketchum, MacLeod & Grove, Pittsburgh 


= Advertising men can be good in- 
dustrial reporters in digging up 
product case histories. But first they 
must be consistent in some prac- 
tices, and they must eliminate 
others. 

Plenty of advertising people would 
much rather do a market study by 
chatting with a supermarket man- 
ager than ferret out facts from an 
industrial plant manager. They say 
the retail end is easier than the in- 
dustrial. 

That may be so. But, the search 
for facts in a mill is not a difficult 
task. It, too, is easy, if you follow a 
few simple rules. 

In addition to the value received 
by the manufacturer from a com- 
prehensive report on product per- 
formance, an industrial intérview is 


a liberal education in industrial 
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management. It is amazing how 
much one can learn about metal- 
lurgy, quality control, industrial 
safety, automation and human rela- 


tions. 


20 things to do . . Here are some 
of the practices that will boost your 
batting average for calls at indus- 
trial plants during the balance of 
1955: 


1. When soliciting permission to 
visit a plant, be sure to present 
explicitly the reason for the desired 
interview, what will be done with 
facts acquired, what submissions for 
approval will be made and review 
what you know about the product 
or service in that installation. 


2. If writing from an advertising 
agency or public relations firm, be 
sure to get your client’s name, and 
the name and model of his equip- 
ment, well up near the top of your 
letter. 


3. If a sales representative has sug- 
gested the name of a plant to be 
visited, mention his name in top- 
half of your letter of inquiry. 


4. Remember that you are solicit- 
ing an invitation to visit a plant. 
Unless your after-dark hobby is 
that of a fire marshal, you do not 
have right of entry. 


5S. If the only name you have avail- 
able is that of the purchasing agent, 
address your letter to him. But 
phrase the letter to indicate your 
hope that plant management and 
advertising and public relations peo- 
ple will learn of your desire. 


6. Give ample notice of your pro- 
posed trip. It is good to suggest one 
or two days which are most conveni- 
ent to you. Ask if they would be 
convenient to plant personnel. 


7. When you get an invitation to 
enter a plant, and when you are 
reasonably sure of the day and ap- 

Continued on p. 142 









Standards of Excellence ... 





The measure of quality in a publication is the readership 
it achieves . . . Your electronics advertising will be read 


in Electronic Design. 





Hayden Publishing Company, Inc. 
19 East 62nd Street, New York 21, N.Y. 
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65,800 Sales Hours Per Week 


--- clocked by industrial salesmen 


who hand-pick Mill & Factory readers! 


After an industrial salesman has been calling on a prospect or 
customer for a while, he can gauge to a “T”’ just how much 
buying influence is behind the desk. In his own territory, he 
knows better than anyone else who the real buyers are...and 
where they are. 


Just imagine that you could tap this intimate local knowledge 
on a nationwide scale, and select the most important buying 
influences to receive your advertising message. That’s the job 
MILL & FAcToRY does for you, through its unique Conover-Mast 
Franchise Circulation Method. 


For MILL & FAcTorY, alone among general industrial publications, 
actually builds and maintains its circulation through 1,645 in- 
dustrial sales engineers, averaging more than 65,800 hours of 
sales calls per week the year round. In every important trading 
area of the U.S., these salesmen hand-pick personally identified 
buying influences to receive paid copies of MILL & FAcTorRY. 


Contrast this method of reaching known buying influ- 
ences with the hit-or-miss method of circulating to 
lists of titles. You’ll see why MILL & FAcToRY is the 
only magazine that reaches the very same men your 
own salesmen must see in selling your product. 






CONOVER-MAST PUBLICATIONS, Inc. 
205 East 42nd Street, New York 17, N. Y. 


Mills Factory goo Neg! 
IEPA 
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proximate hour when you can enter 
its gates, write, wire or phone: “T’ll 
be with you in the middle of the 
morning of June 12.” Then, unless 
flood, fire or famine prevents, be 
there! 

8. If you are calling on an industry 
new to you, invest a few minutes in 
finding out beforehand what it 
makes and where its products are 
sold. Business journals and an en- 
cyclopedia can be helpful. 


9. When a purchasing agent or 
other representative of plant man- 
agement receives you, refresh his 
memory on (1) purpose of call, (2) 
what facts are needed, (3) who 
wants to know and (4) what will be 
done with the data you collect. 
10. Many times this practice pays 
off: find a “quiet” office and take 
down preliminary notes from gen- 
eral foreman, safety director or in- 
dustrial engineer. Then go into the 
plant and inspect machine, talking 
there with operators and plant fore- 
men. Return to a handy office and 
recap all the data you have ac- 
quired. It is amazing how your ini- 
tial notes will promptly be chal- 
lenged and frequently modified by 
those who “hear back” what was 
previously reported. 

11. Watch your timing of calls. Too 
late in a morning will bring down 
time for lunch hour; too late in the 
afternoon may find machine or 
equipment no longer in use. 


12. The “No Smoking” signs mean 
just what they say. Obey them with- 
out question until someone _ in 
authority indicates they can be ig- 
nored. 


13. Be sure to have pencil and 
paper in hand when talking with the 
mill personnel. You came to get 
facts you are slowing down 
their work 
them you are permanently record- 
ing their opinions, comments and 


positively show 


criticism. 

14. Whenever possible have a half- 
dozen questions prepared in ad- 
vance. Ask specific questions: What 
is the rated capacity per hour? Is 
this always a one-man operation? 
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How many shifts per day is the 
plant running this week? 


15. Sure, the plant will be a noisy 
place, and you may not hear too 
well over the racket. Do not be im- 
patient over missing parts of con- 
versation. Never ask an operator to 
leave his machine and join you in a 
quieter spot. Do the best you can 
and be a good sport about it. 


16. It sometimes pays off to seek 
a negative answer. A question like, 
“Well, what’s wrong with it?” fre- 
quently brings forth tremendously 
useful information. Both engineer- 
ing and sales departments of the 
equipment manufacturer will be in- 
terested to know that the frambus 


works loose and the mebos_ has 
broken three times in the past 
month. 


17. If events develop so that a small 
“conference” can be held during 
your plant visit, you hit pay dirt! 
When foremen, industrial engineers 
and maintenance men sit around the 
table with you, how the contradic- 
tions fly. Out of it all you will get 
answers to questions you never 
thought to ask, plus completely new 
information. 


18. Ask about picture-taking be- 
fore you leave plant gates. Some 
firms have excellent plant photog- 
raphers. Others suggest local com- 
mercial men whose performance and 
price are well known. 


19. Always offer to pay for photog- 
raphy. Sometimes pictures will be 
provided without cost. But do not 
take that for granted, nor expect 
something-for-nothing. 


20. If asked about similar equip- 
ment in other plants, be careful 
what you say. If you reveal too 
much, plant men will think this is 
what is going to happen to all the 
data just given you. 


Don’t do this . . So much for what 
to do. Here’s how to keep the batting 
average high in the “do not” cate- 
gory. 

1. Plant management in Valparaiso, 
Ind., or Grand Rapids, Mich., is not 
impressed by clothing deemed a 
requisite for the Stork Club. Do not 
wear your best suit or top coat if 


you think there’s any chance of 
touring the pipe yard, open hearth 
or machine shop. 


2. Forget that day-after-day jargon 
of “campaign,” “programs,” “plans 
board,” “logos” and “bleed”. That 
is the lingo of your business and 
probably has the impact of a wet 
noodle in a mill or plant. 


3. Flattery will get you no place. 
If the plant is spic and span, say‘ so. 
However, it is hard for you, a 
stranger, to convince Mr. Superin- 
tendent his is the neatest plant you 
have ever seen. It sounds as if you 
have not been around very much. 


4. Do not pretend to be in the em- 
ploy of the equipment maker, if you 
actually work for an agency or PR 
firm. Deceit brings failure. If ac- 
cidentally tripped up by a strong 
and silent works manager, your 
name is then MUD! 


5. Try not to wander off the track 
while in the plant. Yes, you have 
never seen a whoosis lifting white- 
hot ingots, and automation is in- 
teresting. But you are calling on 
busy men. Let them set the pace. 


6. Do not wait until you get back 
to your desk to augment your notes. 
While waiting for bus or train... 
while bouncing around in a cab 
back to the depot . . . review your 
notes and insert new facts before 
they slip out of memory. When you 
get back home it is hard to remem- 
ber if they told you the steel was 
“cold rolled” or “cold finished.” 


7. Do not fail to learn if the plant 
has a public relations man, or an 
advertising man who handles public 
relations work. If the purchasing 
agent gets you inside the gates and 
into production, that is splendid. 
But, try to get word to a PR man 
that you are in the plant, or write 
him about it when you return to 
your desk. 


8. Do not hurry an interview by 
making plans for too many calls per 
day. It is better to make two good 
industrial calls per day than squeeze 
in four calls and have little to show 
for your hurry. 


9. Do not fail to write plant people 
when you get back home. Send 
them a “thank you” letter even 


Continued on page 144 








YOUR Roll Label Printer 


is a specialist in this field. 

His specialized “know-how” is 
based on years of experience 
and study in connection with 
designing and printing 

labels that sell! 


He prints on KLEEN-STIK 
pressure-sensitive paper stock, 
using specially-built equipment, to 
provide you with labels that will 
keep your production lines rolling 
at top speed. Practically any 
size... any shape... any stock — 
for fast,easy application without 
the use of water, glue or heat. 

For low-cost, high-impact 

labeling on your product or 
package, see your 

Roll Label Printer. 


FREE! TEST-IT-YOURSELF KIT 


Contains a selection of pressure- 
sensitive samples for on-the-spot 
testing in your own plant. 

Write today! 


Pioneers in Pressure Sensitives for Advertising and Labeling 
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‘SW direct from the 
ROLL LABEL SPECIALIST 
of your choice 









Pressure-sensitive roll labels in specially 
designed dispensers give you the world’s 
fastest known method of hand labeling. 
Available through your Roll Label Printer in 

Y automatic, semi-automatic, or hand-operated 
models to suit every need. 


KLEEN-STIK PRODUCTS, INC. 


7300 WEST WILSON AVENUE e CHICAGO 31, ILLINOIS 
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though you profusely thanked them 
before leaving the plant. One can 
never tell, you may have to get back 
in that plant within a year ...a 


friendly thanks, even repeated, al- 
ways pays off. 


10. Agency personnel making in- 
dustrial calls must never get con- 
fused! An agency man calling on an 
industrial plant generally represents 
his client. He is there serving his 


client. Do so 100% of the time! If 
conversation drifts around to your 
agency being well equipped to han- 
dle advertising for the plant being 
visited, make a date to come back 
again for a specific “new business” 
conference. . 
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Fallacies and Facts for 
Cemented Carbide Users 
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copy to tell something of both 


Got a complex story to tell? 
Carboloy does it with ads 


Straight-talking (long) copy hits competition's ‘fallacies’ 


i 


By Charles St. Thomas M<cr. ° 


# Advertising can be used effec- 
tively to give a “microscope effect” 
by focusing more than normal atten- 
tion on a particular sales problem. 

The ad of a series 


above (one 
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Advertising & Sales Pr 


motion, Varpoloy Vept at 


appearing in Business Week, Fac- 
tory Management & Maintenance, 
Iron Age and Steel) aimed to do 
that. It was written to solve a prob- 
lem the field salesmen were meeting 


the use 
standard 


with increasing regularity: 
of a so-called “industry 
chart” for buying carbides. 

The full story of the “chart” and 
the fallacy in its use is discussed at 
length in the ad. 

Normally, combatting a_ sales 
“problem” such as this is left to the 
personal selling efforts of the sales- 
men. However, we decided that it 
would be more effective to assist 
the salesmen by pitching in with ad- 
vertising, pointing out clearly the 
fallacy of chart method buying. 

Our target was every person who 
influences the purchase of cemented 
carbides. Business paper advertising 
provided the opportunity to reach 
the largest number of people with 
minimum cost. 

Then, to get as many 
lines of communication as possible 
out to carbide users, a brochure 
with exactly the same text mate- 
as the ad was mailed to our 


in order 


rial 
volume potential lists. 

There are indications that the ad 
is doing the job intended for it: 


1. Field salesmen report consider- 
able interest among customers, many 
asking for detailed explanation of 
the fallacy. 


2. Letters from 
in large firms congratulating Carbo- 
loy on “its stand.” 


management men 


3. More than 2,000 requests for re- 
prints of the ad and booklet have 
been received. 


Some admen will say that the ad 
has too much copy. However, it 
should be remembered that this ad 
is directed at a special segment of 
industry the men who use ce- 
mented carbides. The “bold” ap- 
proach was used in the head and 
subheads to command their atten- 
tion; the frankness of the copy to 
hold it. And... the story is not a 
simple one to tell. It had to take 
words. s 








make use of the design publication 
that was DESIGNED 

to help sell 
in a competitive market 


Product designers are busier than ever keeping ahead of their compe- 
tition, which makes it more important than ever that they keep up 
with new developments in the Original Equipment Market. More news 
to keep up with . . . less time to do it in. These are conditions that make 
PD&D more important than ever, for PD&D was designed as a news 
service to save readers’ time. For instance: 


WIDE RANGE of editorial coverage on new and improved components 
and materials; progress reports on practical use of recent develop- 
ments; engineering laboratory equipment; new literature. 


QUICK IDENTIFICATION of the product, service, or literature described. 


CONDENSED ITEMS on what’s new, how it works, where to get it—in- 
cluding name of individual and telephone number, when available. 


CONDENSED ADS Standard 1/9th and 2/9th page sizes put emphasis 
on facts. Makes it easier for the reader to find what he wants. 


READER-SERVICE CARDS help design engineers get additional information. 
TABLOID STYLE for fast reading. 


evidence that this works 


Each month more than 5,000 men in the design field send in over 
30,000 requests to PD&D for additional information. 57% of these 
refer to advertisements— tangible evidence of advertising readership. 

Eight years of continuous advertising growth attest to the results 
produced by PD&D. 


uf you want to 


Reach more men in the design field; reach them moré economically; 
get more response from them—PD&D can help you. 


es ox 


en een acca 
eer pigs amas 


Red numbers indicate inquiries received from typical 
spread. Note that ads frequently outpull editorial items 
representatives: 








AVERAGE NUMBER 
OF INQUIRIES 
PER MONTH 


7,500 pm 
o 
o 
Reader response, measured by the average number of in- 
quiries received per month—5.39 per inquirer. 
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Advertising volume, measured by the average number of 
one-ninth ad units per month. 


to help you »»» PD&D’s Market & Media Facts includes data 
prepared in accordance with N.I.A.A. recommended form: 
Market, Circulation, Readership, Editorial, Rates and Specifi- 
cations, Current data. Send for your copy. 


data in brief... Circulation, BPA, 33,447 individually ad- 
dressed copies; cost, flat rate of $200 per 1/9 page unit. Sold 
only in 1/9 and 2/9 units to protect readers and advertisers. 
Advertisers can buy as many separate units as they need. 


Product Design & Development News 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 
216 E. 49th St., New York 17, N. Y. Phone: MUrray Hill 8-3493 


New England, Cleveland, Detroit, Chicago, San Francisco, Los Angeles 


November 1955 /148 





MORE AND MORE COMPANIES ARE RECOGNIZING THE JOB THAT 
Industrial Maintenance 


AND PLANT OPERATION . 





——— 70,435 
CONTROLLED 


CAN DO FOR THEM 


We put your sales message before all the men who buy 
everything needed to keep 42,000 plants running 


This is what we offer to our advertisers: 


MARKET 


“Maintenance is the application of men, 
tools and materials which will give pro- 
tection for capital investment, increased 
productivity, and reduced product cosi. 
It actually produces something, and it 
pays its own way.’’* INDUSTRIAL MAIN- 
TENANCE AND PLANT OPERATION iS a 
horizontal monthly covering more than 
42,000 plants, the largest and most active 
in 22 basic industrial fields. To qualify, 
each plant must have a Dun and 
Bradstreet rating of $50,000 or better, or 
50 or more employees. 


AUDIENCE 


Its audience is the industrial Plant Oper- 
ations and Service Group. With the larg- 
est circulation in its field, INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
reaches more than 70,000 maintenance, 
engineering and purchasing personne!— 
the men whose job it is to keep plants 
and equipment running at peak effi- 
ciency. Of these: 


e 36,738 are plant operations, engineer- 
ing and production men 


e 15,232 are maintenance engineers and 
superintendents 


9,178 are purchasing agents 


e 8,937 are factory management and 
administrative personnel 


This group specifies and buys $15 billion 
worth of goods a year, including main- 
tenance and repair supplies, safety, ma- 
terials handling, sanitation and other 
types of equipment—almost everything 
you can think of needed to keep a plant 
and its machines at top productivity. 
And our readers are responsible for the 
specification and purchase of replace- 
ment and component parts for every 
piece of machinery in their plants. 


EDITORIAL POLICY 


INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’s editorial content consists 
entirely of valuable information for the 
Plant Operations and Service Group. 
Helpful “‘how-to-do-it”’ articles and lat- 
est news on products, equipment and 
techniques—in easy-to-read tabloid for- 
mat—give busy executives the facts. 


ADVERTISERS 

Look at any issue of INDUSTRIAI 
MAINTENANCE AND PLANT OPERATION. 
You'll find such blue-chip advertisers as 
Alcoa, Cutler-Hammer, DeVilbiss, Du 
Pont, B. F. Goodrich, Ingersoll-Rand, 
and Pure Oil. More and more manufac- 
turers are coming to recognize the out- 
standing job we are doing in the plant 
maintenance and operations field. 


RATES 


INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S rates are lower than those 
of any comparable medium. Cost per 
thousand readers is only $2.31 (based on 
1/9 page unit, 12-time rate). 


FLEXIBILITY 


Another plus for advertisers: INDUSTRIAI 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1/9 to full pages may be used. All 
standard 4-A colors. Inserts accepted. 


GROWTH 
In the past five years, the number of 
advertising units placed in INDUSTRIAI 
MAINTENANCE AND PLA? OPERATION 
has increased from 1,644 i. 2,405 annu- 
ally. That steady growth was maintained 
right through 1954, when most industrial 
publications were losing ground, and it 
is continuing in 1955. 

In 1954 we hada total of 102 new adver- 
tisers. In nine months of 1955, we have 
already had 90. 


INQUIRY-SALES RECORD 


INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an impressive record for 
pulling inquiries that lead to sales. Only 
executives in a position to specify and 
buy qualify as readers. These men turn 
to INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION for product news. Your prod- 
uct story here will be read receptively. 


VERIFICATION 


Verified controlled circulation is an 
exceptional 99.66%—again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives you 
more for every advertising dollar. Write 
for Media and Market Data Book now. 

*From keynote address by H.F. McCullough, 


General Manager G-E Service Shops Department, 
at the Chicago Productive Maintenance Forum. 


Industrial Maintenance 


AND PLANT OPERATION 
MAINTENANCE PUBLISHING CO., PHILADELPHIA 1, PA. 
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ADDED DUTIES 





Crain tells admen 
to get in on all 
marketing functions 


® sT. Louis—Industrial advertising 
managers must do more than man- 
age advertising, G. D. Crain, Jr., 
publisher of INDUSTRIAL MARKETING, 
told members of the Industrial Mar- 
keting Club of St. Louis at a month- 
ly meeting. 

“In this day of greatly expanding 
business and increased competition, 
advertising alone cannot control the 
result of the sales battle being 
waged on many industrial fronts,” 
he said. 

He explained that the advertising 


manager must keep informed about, 
or participate in, all aspects of the 
marketing function. “Even if he does 
not undertake these _ responsibili- 
ties,’ the publisher observed, “he 
should be so familiar with them and 
so aware of their significance that 
he can gear his work with every 
related activity, to the end that his 
expenditures for advertising will 
assist every other marketing effort.” 
Mr. Crain suggested these market- 
ing activities get attention: 
> Market research and product de- 
velopment. If a company will regard 
market research as an essential step 
in product development, the re- 
searcher can bring back to produc- 
tion and engineering groups infor- 
mation enabling them to design prod- 
ucts for which a known demand 





Waiting .. Officers of Industrial Marketing Club of St. Louis await talk by IM publisher 
G. D. Crain, Jr. (second from right), at club meeting. Officers are (l. to r.) treasurer Kar] 
F. Ewerhardt, Leschen Wire Rope Co.; vice-president William Marsden, Vestal Chemical 


Co., and president Henry McInerney, Century Electric Co. 











can be anticipated. If the company 
has no market research department, 
the ad manager can take this over. 


>» Sales analysis. A constant and ac- 
curate measure of markets in terms 
of industries and geographical ter- 
ritories is vital to good planning of 
sales and advertising. If your com- 
pany isn’t doing it, you do it. 


» Public relations. What is needed is 
not issuance of news releases alone, 
but development of a broad view of 
what is needed to enhance the stat- 
ure of the company in all areas. 


» Merchandising. Advertising and 
sales often speak a different lan- 
guage. 
program, they speak the same lan- 
guage. But instead of being merely 
an incidental service of advertising, 


In a sound merchandising 


merchandising should be the spear- 
head of the entire marketing effort, 
approved by management and ac- 
cepted by sales and distribution or- 
ganizations as the key to broader 
sales. As such a key, merchandising 
should be based on the development, 
promotion and acceptance of a basic 
theme as the most successful ap- 
proach to customer interest and de- 
cision. 


How important is PR?.. 

one man gives his view 

® petTroit—If you have been neg- 
lecting your public relations func- 
tion, take note of these words from 
Keen Johnson, vice-president in 
charge of public relations, Reynolds 
Metals Co., Louisville, Ky. 

Here is what Mr. Johnson said 
about industrial public relations at a 
meeting of the Industrial Marketers 
of Detroit: 
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“Advertising has been estab- 
lished as an important handmaiden 
to business and industry. But in the 
last dozen years there has been in- 
creased emphasis placed on public 
relations as an auxiliary to adver- 
tising. 

“That business has been most suc- 
cessful which has recognized PR as 
a philosophy of business and has 
applied its principles in its opera- 
tions. 

“The PR formula is simple, either 
do what people like, or make them 
like what you do. 

“Public relations is what you and 
everyone else in your company does 
every day to create good will for 
your company. Advertising can get 
a customer, but only good will can 
keep him.” 


Don't stop the Putman awards, 
89% of industrial admen vote 
® cHIcAGoO—Some 89% of industrial 
admen want the Putman awards to 
be continued. 


That was indicated by early re- 


é 
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Crazy? .. Scene 


Cultivation,’ one-act 


ing manager, Texas Instruments, Dallas; 


O'Donnell, advertising Fort 


McCain, advertising manager 


nanager, 


Gimmick”); model Dee Br 


Arts Litho Co., Dallas. 
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chapter's first fall meeting. Left to right are 
T 


cf eons | Te 3 


above is from ‘Who's Crazy Now? .. or 
play presented by members of the North Texas chapter 





Toppers .. NIAA president John Freeman (second from left) presents plaques t 
Topper award winners (l. to r.) R. . Hill Yolumbia-Geneva Div., U. Steel 
Sorp.; A. H. DeGrassi, Kaiser Aluminum & Chemical Corp., and George Andrews, E. D. 

1t meeting of Northern California Industrial Adver- 





turns of a survey conducted by Put- 
man Publishing Co., award sponsor, 
among 8,700 admen, including about 
4,000 members of the National In- 
dustrial Advertisers Association. 





hi 


Ilcers, Their Care and 
of NIAA at 


playwright Clark Fishel (seated), merchandis- 


Bill Taylor, Don L. Baxter, Inc., Dallas; A. J. 
Worth Steel & Machinery Co., Fort Worth; Ken 
Briggs-Weaver, Machinery Co., Dallas (the play’s “Gilbert 


ck (sales manager's daughter in play), and Brooks Keller, Fine 





The survey was madeafter NIAA’s 
directors decided to withdraw from 
administering the awards as part of 
the association’s activities (IM, Oc- 
tober, p. 175). 

A letter from Col. Russell L. Put- 
man, president of Putman, to the 
respondents, asking for a yes or no 
vote on whether Putman should 
continue the awards on its own, had 
drawn an 8.5% return as IM went to 
press. Of these, 722 admen voted 
yes, 90 voted no, and 31 were clas- 
sified “no vote” (because they were 
printers, suppliers, etc.). 

Col. Putman said in his letter: 


1. “Have the Putman awards not 
made a sufficient contribution to in- 
dustrial advertising, and to indus- 
trial advertising people, to justify 
their continuance?” 


2. “Have the Putman awards made 
a real contribution to the advance- 
ment of industrial advertising, and 
to the enhancement of the position 
and prestige of industrial advertis- 
ing’s men and women?” 


Col. Putman promised that when 
returns are complete, NIAA mem- 
bers will be informed whether or 
not the awards program will be 
continued. 

The Putman awards, founded 
eight years ago, give $5,000 in prizes 
annually to campaigns that demon- 
strate that industrial advertising is 
an integral and indispensable part 
of effective selling to industry. 

Continued on page 150 





PRESSED FOR TIME? 


Why Not Repeat 


EFFECT OF REPEATING ADVERTISEMENTS 









BASE 100% = Readership of 
Original Insertion 









































READERS WHO RECALL 
PREVIOUS INSERTION 
NEW NEW NEW 
PEOPLE WHO SAW 
priest 100% READERS READERS READERS 
ADVERTISEMENT 
ORIGINAL FIRST SECOND THIRD “8 
INSERTION REPEAT REPEAT REPEAT 











A REPEATED ADVERTISEMENT SAVES TIME... 
IMPROVES READERSHIP ...LOWERS PRODUCTION COST 


TO DETERMINE how readership stands up 
when a business publication advertisement is 
repeated, McGraw-Hill Research analyzed thir- 
teen surveys, each averaging 220 completed 
field interviews among a total of 2,865 readers 
of two leading business publications. 


THE RESULTS demonstrated that when an 
advertisement is repeated, it attracts as many 
‘‘new”’ readers as when originally inserted. 


CONCLUSION: This study (summarized in 
Data Sheet 3041) indicates that from the stand- 
point of visibility and readership it pays to re- 


peat good advertisements. Such repetition also 
enables advertisers to effect economies in pro- 
duction costs. Another McGraw-Hill study 
(Data Sheet 3049) showed that the number of 
advertisers adopting this practice increased 94° 
between 1946 and 1952. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to adver- 
tising performance and effectiveness, ask your 
McGraw-Hill man. 


’ McGRAW-HILL PUBLISHING COMPANY, INC. 


Ap) 330 WEST 42nd STREET, NEW YORK 36, N.Y. (BG 
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Panel Parley .. Members of media evaluation panel confer before giving their views 
at meeting of Industrial Advertising Association of Columbus. They are (I. to r.) J. W. 
Metzger, advertising manager, Duriron Dayton, O.; T. J. Spence, advertising manager 
Ek Mfg. C yolumbus, O. . D. Byrd, advertising manager, Dresser-Idec Yolumbus 
and R. W. Testement, media director, Byer & Bowman, Columbus 


NIAA issues new publishers’ 
sales presentation outline 


® NEW yOoRK—The National Indus- 
trial Advertisers Association has is- 
sued a new publisher’s sales pre- 
sentation outline, prepared by 
NIAA’s media practices committee. 

“The new sales presentation is 
much more comprehensive and 
certainly more workable than the 
previous outline,” NIAA president 
John C. Freeman said. 

He said it gives advertisers and 
agencies uniform data with which 
to compare publications and also 
helps the advertising and agency 
men present media data accurately 
and quickly to top management. 


NIAA tells how to probe 
ad readers’ subconscious 


® NEW yORK—The National Indus- 
trial Advertisers Association has is- 
sued a booklet which tells how to 
use a before-and-after survey to find 
what impressions industrial adver- 
tising makes on its readers’ con- 
scious and subconscious minds. 

The booklet is the third section 
of the handbook, “Know,” which is 
scheduled to have four sections 
when complete. 

The before-and-after impression 
survey is described as “another way 


180 / Industrial Marketing 


of checking the effectiveness of in- 
dustrial advertising.” 

Chapters 1-7 in the booklet dis- 
cuss methods for conducting before- 
and-after testing and_ possible 
sources of error. In a preface, NIAA 
advertising effectiveness committee 
chairman John W. DeWolf, vice- 
president, G. M. Basford Co., warns, 
“No one method is recommended as 
right. Which one to use depends 
largely on your objectives.” 

The booklet outlines the survey 
technique like this: pinpointing ob- 
jectives, developing questions and 
questionnaire, using the right list, 
mailing and returns, interviewing, 
tabulating and considering the re- 
sults. 

Chapter 8 in the booklet tells 
how the technique has worked for a 
different industrial 


dozen com- 


panies. 


New study to be released soon 
by NIAA institute; it’s No. 6 


= New York—A new survey has 
been completed on current prac- 
tices in organization and control of 
industrial advertising operations. 
Results of the study, sponsored 
by the NIAA Industrial Advertising 
Research Institute, will be released 
in a report to institute subscribers 


within the next two months, IARI 
announced. Cresap, McCormick & 
Paget conducted the survey, which 
is project 6 of the institute. 


Give to IARI, Duvall urges 
all industrial advertisers 


® cHIcaco—Because of the “urgent 
necessity” of better industrial ad- 
vertising research, every industrial 
advertiser should earmark part of 
its budget for the Industrial Adver- 
tising Research Institute, according 
to J. A. Duvall, advertising super- 
visor, A. O. Smith Corp., Milwau- 
kee. 

Mr. Duvall made his proposal at a 
meeting of the Chicago Industrial 
Advertisers Association. 

He described the IARI, which is 
an arm of NIAA, as “a ready, prac- 
tical solution” to industrial advertis- 
ing’s “urgent need for more com- 
prehensive research.” 

Mr. Duvall said the contribution 
to IARI need only be a “fractional 
percentage of your total budget.” He 
said, “From management’s point of 
view, this is the only element in 
your budget that needs no detailed 
explanation or specific justification.” 

He said, “Research may not an- 
swer every question completely, but 
it will prove convincing evidence to 
management that we are interested 
in facts before fatter budgets.” 

The alternative to research, he 
said, is “faltering progress, hit-or- 
miss tactics and indecisive results.” 

” 





Plus a Gold Watch... Scroll citing 
Industrial Advertising Association of New 
York for its publication, ‘Tips,’ is pre 
sented to ‘'Tips’’ editor Joseph C. Moore, 
New York public relations man, by Kings- 


ley L. Rice (left), 


president, Technical 
Publishing Co., Chicago, sponsor of a com- 
petition among NIAA chapter publications. 
'Tips’’ won third place in the competition. 


oore also received a gold watch. 
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magazine of modern construction 





Make sure these issues 
are on your 1956 schedule. 


JANUARY 

AED — ARBA Special Issue 
FEBRUARY 

Fosdick Readership Survey 
MAY 

Fosdick Readership Survey 
JUNE 

Economy of Operations Issue 
AUGUST 

Fosdick Readership Survey 
NOVEMBER 


Fosdick Readership Survey 





Contractors and 
Engineers 


) 





470 Fourth Avenue, New York 16, N. Y. 








In January, Contractors and Engineers 


will be there. a 
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... Will your sales message be in it? 


Start your 1956 advertising program to the 

big construction market with the bigger than ever 
January AED and ARBA Special Issue of Contractors 
and Engineers which will have 43,000 circulation 

in advance of, as well as at, two of the year’s 

most important meetings. 


Start your program with big, king-size pages 
in Contractors and Engineers that let you dominate © 
in this big market. These big, 93/,” x 14” pages give you 
the extra space you need for extra impact sales 
messages. All standard advertising plates 
are placed next to editorial matter for 
increased readership and visibility. 


Put Contractors and Engineers on your 1956 
advertising schedule to be sure you get your share of 
business from this big and still growing industry. 
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While manufacturing’s hot-shots scramble for pole positions, 

the electric power field is quietly booting home a winner. 

The market’s been galloping ahead like a Derby favorite 

... ordering new plants, expanding budgets, racking up record power increases. 
And tomorrow’s limitless vista leaves industrial sellers gasping. No wonder... 


ELECTRICAL WORLD'S EDITORS 
PAY THERE'S A 


MULTI - BILLIONAIRE IN YOUR 


























Nobody can read the go-ahead signals like ELECTRICAL 
WORLD’s editors. Nor does anyone else assume the basic 
obligation of week-to-week fact-gathering . . . the respon- 
sibility for accurate, authentic reporting. And why not? 
Why, who else has access to all the data and forecasts of 
the industry’s top companies? Who else has earned the 
right to work hand-in-hand with America’s biggest busi- 
ness? That’s why WORLD’s technical leadership, market 
research, and business-news combination pack such tell- 
ing authority in every issue. That’s why only ELECTRICAL 
WORLD has the resources, the respect, the readership to 
produce for the industry each year its “Forecast Issue.” 


And this year’s “Forecast” predicts a perennially profit- 
able future... a surging era of growth from now to 1970. 
So what better time than right now to expand your equity 
in this market, to really loosen the purse-strings of its 
equipment-hungry buyers. Here is the magazine pre- 
ferred 4-to-1 by your own best customers and prospects 
... the hands-down choice of the field’s advertisers . . . the 
best place for you to sell this multi-billion dollar market 
... ELECTRICAL WORLD! 
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Renvember... 
in this dynamic 
electric power industry, 


only World* can do 
the World’s* work. 


* Electrical World..... 


il) 180) Y A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, NEW YORK 
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apes Advertising Volume 


1955 advertising volume 
keeps slight gain over 1954 









be quoted or 


NOTE: The f 


llowing figures must not 


October / volume 0.9% (in pages) over 1954 


in Business Papers 


reproduced without 


# An increase of 0.9% (3,463 pages) 
was reported for the first ten months 
of 1955 over 1954 by some 300 busi- 
ness publications reporting to IN- 
DUSTRIAL MARKETING. October showed 
an increase of 0.9% (349 pages). 


permission. : . . 
Industrial publications were down 


slightly for the month, 15% (393 
pages), but gained for the year to 
































1955 1954 Pagechange % change 
TRE ; date, 0.9% (2,116 pages). Trade 
Industrial 331 26,724 393 l. s ; 
oe —— a 2 . —_ papers gained 5.0% for the month, 
Product News (1/9 page units) ; 3,477 261 Vn * 
dein ct. eae wad atic 2 JRE wad and 0.2% (102 pages) for the year 
Trade 6,314 6,012 302 5.0 
ae kee to date. 
Class 3,386 3,149 237 
Export ae a er ee 1053 1.111 58 Product news publications gained 
Total 40,822. oo ae 40.473 349 0.9 7.5¢ C (261 units) in October, and 
1.4% (428 units) for the first ten 
Year to Date/ volume 0.9 (in pages) over 1954 months of 1955. Class publications 
1955 1954 Pagechange % change added on 7.5% (237 pages) for the 
month, and 5.3% (1,435 : 
ndustria 243,181 241,065 2.116 09 : 3 3% (1,435 pages) for 
Product News (1/9 page units) —~—~«<42,221 31,793 128 4 a a 
Trade 60,648 60,546 102 0.2 Export publications again showed 
Class 28,704 27,269 + 1,435 a decrease . . 5.2% (58 pages) down 
Exp 10,583 11,201 618 5.5 for the month, and 5.5% (618 pages) 
Total 375,337 371,874 3,463 0.9 for the year to date. 
October pages pages to date October pages pages to date 
1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 
65 $96 486 686 yommercial Car Journal 191 153 1789 1694 
1g Review 80 2 6 21 Sonstruction (bi-w.) "79 68 837 684 
onstruction Bulletin '2.16 207 2210 1996 
113 99 975 986 ‘ 185 188 2075 1902 
56 48 §649 496 ee *163 1966 1788 
via $169 136 1232 97] 92 5 1108 938 
rew 40 48 514 447 151] 156 1598 1561 
uild 200 195 1923 1856 ion 02 72 888 826 
1 ty 165 165 1577 1510 vonstructor 58 53 672 670 
an Dyestuff Rey "110 93 1054 983 Yonsulting Engineer 5 4] 448 402 
American Gas Journal 24 28 210 241 Contractors & Engineers (93/4x14 
American Machinist (bi-w ‘494 519 4982 5103 (7x10 ad units) 14] 121 1483 1309 
SI $66 $68 351 366 Dairy Record (w.) 63 72 609 614 
65 58 519 45] Design News (semi-mo.) 283 278 2506 2531 
70 42 606 464 Diesel Power 63 50 476 496 
235 190 2009 1645 Diesel Progress (9x12) 42 47 376 416 
294 265 2553 2366 Distribution Age 63 56 889 777 
1] 18 127 152 Dixie Contractor 138 131 1408 1283 
to 235 253° ‘Zoe0 § 2656 Drillin 109 104 1195 1098 
Aviation Age 206 143 1848 961 Drug & Cosmetic Industry 123 114 1050 1054 
Aviation Week *°405 *292 343] 2915 Electric Light & Power (bi-w.) 154 177 1683 1476 
Baking Industry (bi-w. 15 173 1475 1495 Electrical Construction & Mntce. ‘161 14] 1644 1579 
Bedding 88 89 900 865 Electrical Engineering 71 8] 755 777 
3etter Roads 35 32 375 320 Electrical South 71 74 600 543 
»xboard Containers 71 67 667 633 Electrical West 9] 88 907 870 
Brewers’ Digest 4] 50 512 542 Electrical World (w.) *°482 137] 4017 3854 
Brick & Clay Record "94 58 538 973 Electronic Design 157 Ss 1317 710 
Bus Transportation 68 76 770 824 Electronic Equipment 67 36 541 343 
Butane-Propane News 103 94 968 931 Electronics 328 382 3868 3936 
Canner (bi-w.)' * 839 "33 371 412 Engineering & Mining Journal 143 140 1626 1585 
Ceramic Industry 84 86 710 73] Engineering News-Record (w.) "350 416 3761 3470 
Chemical & Engineering News (w.) — **°290 “211 2476 2135 Excavating Engineer 33 40 398 396 
Chemical Engineering *§495 358 3398 3452 Factory Management & Mntce. 283 250 2415 2581 
Chemical Engineering Progress 87 70 722 610 Finish 63 56 650 609 
Chemical Processing 255 242 2136 2165 Fire Engineering 45 §119 604 576 
Chemical Week 1325 339 2590 2585 Fleet Owner 158 121 1356 1261 
Civil Engineering 7 59 670 633 Food Engineering 146 165 1372 1508 
Coal Age 117 128 1239 1413 Food Packer *§67 $60 348 354 
Combustion 61 62 556 572 Food Processing 99 88 856 854 
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Continued on page 156 





Day and night...year in and 
year out...an 11-foot-wide web 
of paper thunders through these 
calendars and dryers on one of 16 
paper making machines at New 
York and Penn. 





WHERE SAVINGS IN PUBLISHING COSTS BEGIN 


Some of the biggest savings in publishing 
come from choosing the right paper to do 
the job: a sheet like New York and Penn’s 
Super that is designed specifically for maga- 
zine use...that is economical, strong and 
white...that cuts glare for the reader, works 
well for the pressman, and has the “feel” 
of some of America’s biggest, most widely- 
read magazines. 

Other savings result from the way Super 
is made by New York and Penn—from scru- 
pulously careful quality control...from 55 
years of continuous manufacture and de- 
velopment on this one grade...and from 
making more than 160,000 tons of Super a 


year —nearly as much as all the rest of the 
industry combined. 

New York and Penn’s Super is not a sheet 
for everyone. But among America’s thousands 
of magazines, hundreds can use it, profitably. 
It’s met the approval of leading magazines 
large and small—and of their readers, adver- 
tisers, editors and printers as well. 

If you know a publisher who would like to 
reduce his costs, do him a favor. Show him 
this ad. Then have him ask a merchant for 
the full story on Super. Or phone MUrray 
Hill 6-6090 for the name of our nearest 
distributor. New York & Pennsylvania Co., 
230 Park Ave., New York 17. @ 1721 


New York and Penn 


Hijo and, goer Wlenufacturers 


Super © English Finish © Eggshell © English Finish Litho © Offset * Music © Bond © Tablet © Duplicator * Mimeograph * Drawing © Imitation Press Board * and other specialty grades 





Industrial group 


October pages 


1955 


1954 


pages to date 


1955 


1954 


Industrial group 


pages to date 
1955 1954 


October pages 
1955 1954 








Foundry 

Gas 

Gas Age (bi-w.) ‘ 

Heating, Piping & Air Conditioning 

House & Home 

Ice Cream Review 

Industrial & Engineering Chemistry 

Industrial Finishing (41/2x61/2) 

Industrial Laboratories 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 

ISA Journal 

Leather & Shoes (w.) 

Lumberman 

Machine & Tool Blue Book (4!/)x61/2) 

Machine Design 

Machinery 

Manufacturers Record 

Marine Engineering 

Mass Transportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 

Metal Working 

Mid-West Contractor (w.) 

Milk Dealer 

Milk Products 

Mill & Factory 

Mining Engineering 

Mining World - 

Modern Machine Shop (4!/2x61/2) 

Modern Metals 

Modern Packaging 

Modern Plastics 

Modern Railroads 

National Bottlers’ Gazette 

National Petroleum News 

National Provisioner (w.) 

National Safety News® 

New England Construction 

Oil & Gas Journal (w.) 

Oil Forum 

Organic Finishing 

Pacific Builder & Engineer 

Packaging Parade (93/x12) 

Paper Industry 

Paper Mill News (w.) 

Paper Trade Journal (w.) 

Petroleum Engineer 

Petroleum Processing 

Petroleum Refiner 

Pipe Line Industry 

Pit & Quarry 

Plant 

Plant Engineering 

Plating 

Power 

Power Engineering 

Practical Builder” 

Printing Magazine 

Proceedings of the I. R. E. 

Product Engineering 

rroauction 

Production Equipment 

Products Finishing (41/2x61/2) 

Progressive Architecture 

Pulp & Paper 

Purchasing™ 

Purchasing News 

Quick Frozen Foods 

Railway Age (w.)” 

Railway Freight Traffic 

Railway Locomotives & Cars 

Railway Purchases & Stores 

Railway Signaling & 
Communications 

Railway Track & St 

Roads & Streets 


Journal 


ructures 
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202 
172 
"81 
182 
205 
90 
*98 
72 
98 
34 
73 
128 
*§595 
28 
*105 
114 
254 
299 


271 


197 
130 
86 
175 
156 
135 
122 
82 
105 
54 
66 
109 
637 
17 
111 
112 
295 
324 
287 
29 
89 
18 
192 
149 
77 


= 
/ 


241 
85 
102 
144 
56 
212 
31 
98 
273 
64 
171 
193 


66 


1961 
1034 
662 
1935 
2058 
824 
906 
715 
965 
417 
691 
928 
5540 
323 
1016 
1216 
2473 
2493 
2797 
312 
877 
209 
1726 
1466 
753 
850 
1662 
784 
1022 
1012 
313 
2088 
322 
752 
2479 
668 
1653 
1839 
1315 
714 
1419 
1625 
806 
952 
6026 
206 
113 
962 
949 
553 
1279 
1668 
2264 
959 
1993 
616 
1726 
408 
1493 
695 
1957 
724 
2038 
647 
1691 
3471 
126 
303 
906 
1467 
1083 
2594 
1010 
1081 
1738 
309 
739 


2059 
914 
758 

1851 

1635 
869 

1073 
783 

1008 
615 
634 
802 

5902 
260 

1058 

1149 

2801 

2587 

2920 
383 
896 
261 

1785 

1398 
905 
850 

1813 
819 

1031 
978 
372 

2393 
316 
773 

2846 
618 

1720 

1847 

1329 
699 

1426 

1791 
811 
897 

6233 
202 
116 
962 
977 
589 

1388 

1650 

2299 
985 

1992 


1669 
43] 
1490 
673 
2137 
880 
1744 
998 
1520 
3592 
1395 
288 
869 
1487 
1020 
2477 
889 
1003 
1754 
297 
724 
1103 


420 
578 
891 


Rock Products 
Rocky Mountain 
SAE Journal 
Southern Lumber Journal 
Southern Power & Industry 
Southwest Builder & Contractor 
Steel (w.) 

Telephone Engineer (semi-mo.) 
Telephony 

Textile Industries 

Textile World 

Timberman 

Tool Engineer 

Tooling & Production 

Traffic World (w.) 

Utilization 

Veneers & Plywood’ 

Wastes Engineering 

Water & Sewage Works 

urnal (w.) 
Engineering 


Construction 


Waterways Jc 
Water Works 
Welding Engineer 

Western Builder 

Western Canner & Packer 
Western Construction 

Western Industry 

Western Machinery & Steel World 
Western Metals 

Wood Worker 

Woodworking Digest (4!/2x61/2) 
World Oil 

World Petroleum (9x12) 


Total 


Product News Group 


1424 
1025 


1372 
913 
970 
639 
892 

2648 

4887 

1069 

1573 

1431 

1809 

1057 

1898 

1144 

1428 
366 
290 
219 


161 143 
78 ~=«:101 
116 94 990 
61 65 623 
104 «:122,—Ss-725 
259 §309 2671 
°561 '504 4636 
153 139 «1104 
216 217 1600 
147-181 ~=—-:1356 
182 150 1867 
105 94 1053 
194 200 1914 
163 «-:143—s:1312 
155 132 1410 
135 34 330 
26 28 257 
45 44 242 
bb 66 741 702 
105 108 975 998 
61 55 590 551 
75 66 641 596 
192 176 2103 2078 
36 33 419 438 
84 80 918 | 893 
58 73 647 #751 
99 118 1184 1246 
61 65 614 643 
46 52 450 506 
123 128 1221 1336 
233 198 2179 2129 
59 70 913 878 


26.331 26,724 243,181 241,065 


pages to date 
1955 1954 


October pages 
1955 1954 





Volume figures for product news 


reported in 1/9 page units (approx. 


7x10" pages. 


Contractors’ Electrical Equipment 
Electrical Equipment 
Heating & Plumbing Equipment 
News 
Industrial Equipment News 
Industrial Maintenance & 
Plant Operation 
New Equipment Digest 
Plastics World 
Product Design & Development 
Transportation Supply News 
Total 


Trade Group 


information publications are 
314x434"") . . not in standard 


1764 
3400 


1656 
3264 


192 156 
364 344 


1437 
8000 


1290 
7668 


126 147 
803 824 


2098 
7280 
2870 
3740 
1448 
31,793 


2118 
7037 
3083 
3560 
2301 
32,221 


215 
809 
442 
397 395 
390 230 
3,738 3,477 


200 
764 
417 


pages to date 
1955 1954 


October pages 
1955 1954 





Air Conditioning & Refrigeration 
News (111/.x16) 
American Artisan 
American Druggist (bi-w.) 
American Lumberman & Building 
Products Merchandiser (bi-w.) 
Boot & Shoe Recorder (semi-mo.) 
Building Supply News 
Chain Store Age . 
Administration Edition 
Combinations 
Druggist Editi 


(w.) 


Editions 
General Merchandise 
Variety Store Editions 
Grocery Editions 
Cleaning & Laundry Age (11x15) 
Cleaning Laundry World 
Department Store Economist 
Domestic Engineering 
Electrical Dealer 
Electrical Merchandising (9x12) 
Electrical Wholesaling 
Farm Equipment Retailing 
Farm Implement News (semi-mo. 


646 
1252 
1155 


598 
1342 
1165 


2001 
1609 
2371 


1907 
1725 
2200 


356 
862 


37 357 
72 834 


1302 
1239 


1332 
1279 
350 
635 
989 
1629 
992 
1818 
992 


85 62 
136 196 
36 -- 
84 63 
103 102 
159 170 
52 68 
168 164 
*95 90 
49 48 652 598 
126 121 1340 1407 

Continued on page 158 


609 
950 
1620 
620 
1690 
932 
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BIG BUYING is done i 
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EXPENDITURES ON NEW PLANT AND EQUIPMENT 


millions of dollars 
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equipment * 
350 "3 
300 | 
See ee Other durable goods ' Pca 
250 oe 
200 ae Areas og Primary lron & Steel 
ee aoa oan i = s40 s Fx an | Pe ‘Machinery except Electrical 
a eae Machinery & Equipt. 
100 eT et ‘ = . "" Stone, Clay, Glass Products 
50 |—___|_—““eeoedecccocerePons,,, wancstesee***** Primary Nonferrous Metals *Includes makers of cars, 
Fee,e* ji 
O trucks, buses, aircraft, 
diesel locomotives; their 
qlStter git quarter quathsr quater quater qanitsr é 
\ Inch. fabricated metal products, lumber products, furniture, instruments, ordnance & isc. oe parts, engines, acces- 
ee ee sories, etc. 








YOUR PRIMARY INDUSTRIAL MARKET Yer after 


year, the automotive and aviation manufacturing field 
leads all other durable goods industries in plant and 
equipment purchases—by far! It's your busiest metal- 
working market, producing in 1955 an estimated $28 
billion worth of cars, trucks, buses, aircraft, engines, 
agricultural and construction equipment; their parts, ma- 
terial, and production machinery. 


GROWING PENETRATION fo influence the buying 


power of this profitable market, AUTOMOTIVE INDUS- 
TRIES is your ONE advertising medium, subscribed to 


by over 17,600 engineering, production, administrative 
and purchasing executives in 3,700 automotive and avia- 
tion companies. These decision-making executives read 
regularly the ONLY industrial news magazine edited 
specially for them—AUTOMOTIVE INDUSTRIES. (56%/, 
of them request A. |. be mailed to their homes.) 


A. |. YOUR BEST BUY A. I.'s editorial leadership .. . 
its deep penetrative readership make it a must for selling 
to the automotive and aviation industries . . . your No. | 
industrial sales target. 





$14 BILLION PURCHASE ORDER Automotive 
and aviation manufacturers constitute the largest 
market for metalworking and other industrial prod- 


> 41% of all metalworking steel 








ma 60% of all production machine tools > 41% _ of all cutting fluids 


ucts. They buy annually over $14 billion worth of 
plant equipment, machine tools, parts and mate- 
rials. A few typical examples: 


a 52% of all die castings 


(ask for detailed reports) 








AUTOMOTIVE INDUSTRIES 


A CHILTON (Y) PUBLICATION 
Chestnut & 56th Sts., Phila. 39, Pa. 





THE NEWS MAGAZINE OF AUTOMOTIVE AND AVIATION MANUFACTURING 



















October pages pages to date 


Trade group 1955 


1954 1955 1954 





Florists’ Review (w.) = 2395 
Fueloil & Oil Heat 100 
Gas Heat 59 
Geyer’s Topics 121 
Glass Digest 63 
Hardware Age (bi-w.) 7392 
Hardware Retailer 220 
Hatchery & Feed 38 
Heating & Air Conditioning 


Contractor™ 69 
Hosiery & Underwear Review 67 
Hosiery Industry Weekly 159 
Implement & Tractor (bi-w.) 121 
Industrial Distribution 210 
Jewelers’ Circular-Keystone 138 
Journal of Plumbing, Heating & Air 

Conditioning™ 75 
Lingerie Merchandising 32 
Liquor Store 74 
Motor 134 
Motor Age 106 
Motor Service (43/4x63/,) 155 
NJ (National Jeweler) (5!/gx74¥g) 122 
Office Appliances “ 210 
Photographic Trade News 74 
Plumbing & Heating Business 92 


Plumbing-Heating-Air Conditioning 
Wholesaler 39 


Progressive Grocer 151 
Southern Automotive Journal 103 
Southern Building Supplies 61 
Southern Hardware 101 
Sporting Goods Dealer 183 
Sports Age 39 
Super Market Merchandising 115 
Variety Store Merchandiser : 95 
Western Farm Equipment 44 
Wood Construction & Building 

Materialist 80 


384 3730 3928 
100 «61110 1] 

52 540 487 
87 848 805 
52 564 962 
348 3193 3737 
205 2005 1885 
36 380 


w 
~~) 


65 716 10 
63 709 713 
94 968 582 
115 1515 1448 
196 2030 2110 
162 =:1421 934 





71 690 713 
32 380 395 
62 319 332 
119° =: 1363 27¢ 
112 1177. =: 1107 
126 1393 1194 
137. 1224 1284 
203 1705 1765 
71 822 833 
96 988 1038 
40 420 

131 1357 

88 1050 

65 974 

113 822 


112 1194 112 
97 780 747 
4] 454 49 


Ww 


46 524 500 


Tota 6.314 6,012 60,648 60,546 


October pages pages to date 











Class group 1955 1954 1955 1954 
Advertising Age (w.) (103/4x14) * 5365 '278 2634 2396 
Advertising Requirements 58 51 508 42 
American Funeral Director 71 80 595 24 
American Motel 3 69 623 657 
American Restauran ] 96 885 900 
Banking (7x10 3/16) 117 795 722 
Billboard (w.) (1034x153/4) 261 2470 3=2312 
Buildings 27 282 235 
Chain Store Age 

Fountain Restaurant Combinations 7 22 284 257 
College & University Business 51 92 433 437 
Dental Survey 99 93 935 944 
Fountain & Fast Food 68 68 51] 524 
Hospital Management 60 65 552 999 
Hotel Monthly 46 43 400 
Industrial Marketing 150 138 1258 
Journal of the American Medical 

Association (w.) 450 403 3681 3382 
Medical Economics (41/4x63/,) 229 208 1908 1865 
Modern Beauty Shox 89 89 805 777 
Modern Hospital 186 74 1649 iS 
Modern Medicine (semi-mo. 

(41/4 x63/4) 385 305 3142 2563 
Nation’s Schools 145 138 1297 1194 





October pages pages to date 
Class group 1955 1954 1955 1954 





7 


Oral Hygiene (4 5/16x7 3/16) 108 123 960 10 
Scholastic Coach 4] 4] 310 2 

School Executive — School Equip- 
ment News i 132 133 1215 1090 
What's New in Home Economics 92 75 626 744 
Total 3,386 3,149 28,704 27,269 


— ~ 


c 
0 
9 


October pages pages to date 
Export group 1955 1954 1955 1954 





American Automobile (overseas 











edition) 6] 5] 665 696 
American Exporter (2 editions) 117 120 1461 1518 
American Exporter Industrial (2 

editions) 11 136 1343 1475 
Automotive World (3 editions) 89 93 792 839 
Automovil Americano 74 76 786 898 
Caminos y Construccion Pesada 28 27 265 272 
Farmaceutic« 23 45 31] 385 
Hacienda (2 editions) 103 101 1018 983 
El Hospital 33 23 128 14€ 
Implementos y Tractores 42 33 398 333 
Ingenieria Internacional Construccion 54 oo 52] 54€ 
Ingenieria Internacional Industria 2 68 592 685 
Management Digest Latin Amer 

ican Edition 19 24 79 86 
Management Digest Overseas 

Edition 27 28 107 97 
Petroleo Interamericano 45 56 539 562 
Pharmacy International 15 19 176 20 
Revista Aerea Latinoamericana 18 25 144 15) 
Revista Industrial 14 12 124 137 
Spanish Oral Hygiene 

(45/16 x 7 3/16) 33 35 290 326 
Textiles Panamericanos 38 45 336 356 
World Mining 44 4] 508 502 


Total 1083. .-:4,42) 16,863 11,201 
The above figures include classified and display advertising. 
Unless otherwise noted, all publications are monthlies and have 


standard 7x10 inch advertising page. 
§Includes special issue 
‘Estimated 


*Two issues 
‘Three issues 
‘Four issues 
"Five issues 
Does not include advertising in special Western section 
“This publication included for the first time this month 
‘Canner . . 9 mos, figures were incorrectly reported. Sept. 1955 
should have read 28. Sept. 1954 total should have read 38. 9 mos 
total 1955 should have read 332. 9 mos. total 1954 should have 





read 379. 

“Diesel Progress . . carries special 7x10" 
reported as pages. 
‘National Safety News . 
Should have read 581 pages. 

"Practical Builder . . 8 and 9 mos. 1955 totals incorrectly shown. 
8 mos. should have read 1649. 9 mos. should have read 1864. 
‘Purchasing News . . 9 mos. total, 1954, should have read 7 
pages. 

“Railway Age .. 1955 total includes 90 pages used in three 
Mechanical Daily editions, Sept. 12, 13 and 14. 

“Heating & Air Conditioning Contractor . . formerly called Hea 
ing-Air Conditioning-Sheet Metal Contractor. 

‘Journal of Plumbing, Heating & Air Conditioning . . formerly 
called Journal of Plumbing-Heating-Air Conditioning Contractors 


“junior page units 


- § mos. total, 1955, incorrectly reporte 


OA 
Y4 





Media changes. . 


William F. Schleicher . . editor, Machine 
& Tool Blue Book, has been named vice- 
president and editorial director, Hitchcock 
Publishing Co., Wheaton, IIl. 


Hugh Robinson . . has been promoted tc 
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district manager, New England territ 


Purchasing, New 


r for Johnson, former managing editor, Western 
Building, will serve as new western editor 


in Portland, Ore. 


American Lumberman & Building Products 


Merchandiser . . Chicago, has opened new 


East and West 


Donald O. Carlson, 


formerly in the Chi 


Ed Thompson .. formerly with Texas 


editorial offices. Harte-Hanks Newspapers, has been ar 


pointed district manager in charge of the 


cago office, will be the new eastern editor new North Texas district office in Dallas 


with offices in New 


York, and Dexter for Gulf Publishing Co., Houston. 











In the Industrial— Large Building Field 


FOR SALES ACTION YEAR ‘ROUND 
















here's the place 
to be... 


Increased attention, 
lasting sales power! 
They're yours when you advertise in our 
January Directory Number. It’s the prized possession of over 
Contains 18,000 engineers and contractors. They find it the field's only 
. 


An alphabetical listing of complete, up-to-date Product Reference. And that's been 
all products used inthis 
field, 
i ae te the case for 21 years! Join the many who annually take 
roll Mia uilelalhiclaitic-lae 
A listing of all known advantage of this advertising opportunity. Use extra 
daelel-Mmalelul-+e 

; t { . . . . . 
pe 'O ihe protucts space for extra emphasis in this extra productive issue. 
advertised in this issue 
and the manufacturers’ 
names 


PLUS the normal editorial 
content of a regular issue 


KEENEY PUBLISHING... .6N. Michigan, Chicago 


@ AIR CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal CLEVELAND: 737 National City Bank Bldg. LOS ANGELES: 672 S. Lafayette Park Place 
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OVER A MILLION MEN IN BUSINESS 












































Glenn M. Green, Jr. not only looks like 
traditional Texans are supposed to look 
(he’s 6'4" without his Stetson), he is one of 
those Texans whose families go back to the 
days of the Revolution—Texas Revolution, 
that is. 

Glenn grew up hunting Indian relics and 
listening to tales of Indian fighting in the 
days when their Gonzales home was a fron- 
tier outpost. Like most teen-agers of the 
depression days, he had to earn his spend- 
ing money peddling papers, ice cream and 
groceries. Still later, to finance a college 
education, he was rod man on a survey 
crew, drove a bread truck and worked for 
the local electric company. 

After two years, Glenn’s college studies 
were interrupted by his enlistment in the 
Army. Five years later, he returned from 
Europe with a bronze star and wound up 
his active military career with a major’s 
leaf. Back on the college campus, he put ina 
year and a half studying during the day 
and working at the copy desk of the Austin 
American at night. Then his love of report- 
ing won out over his desire for a degree. 


M:GRAW-HILL sme 


Guay 
=. FAB LAYLL ALY 


Se 
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a) 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


He got his first taste of oil reporting with 
INS. But, before long he was in Washing- 
ton covering Congress ... first for INS, and 
then for six Texas newspapers. In 1951 he 
joined National Petroleum News, and when 
it became a McGraw-Hill publication, he 
went with our Washington Bureau until 
1954, when he was sent to Texas to cover 
exploration, drilling and production news 
in the Southwest. 

In his present job as a Senior Editor of 
McGraw-Hill’s Petroleum Week, he 
likes to interview oil men on the job— 
whether it’s the scientist in his lab or the 
toolpusher by his rig. His mud boots and 
camera are standard equipment as he treks 
through the oil country. 

Glenn Green is typical of McGraw-Hill 
editors. They live with the problems of the 
men—within the fields they serve—who 
look to them for accurate reporting of news 
that is vital to their industry and helpful in 
their jobs. That is why every McGraw-Hill 
publication provides and maintains an 
alert, interested audience for theadvertiser’s 
sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


@ 


AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 





nc“ 
see: HR Oe tte 
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When evaluating metalworking media, remember... 


these — eee. 


REASONS 


for selecting 





machine sho 
Pp LARGEST CIRCULATION 


» IN METALWORKING 
-..over 45,000 









Starting January, 1956 
..- over 47,000 circulation! 











LARGEST NUMBER 
» OF PLANTS COVERED 
.-.over 30,000 





LOWEST PAGE RATE 
» PER THOUSAND 
--- 46.00 


MODERN MACHINE SHOP is directed to production executives, men who 
Put your money have the authority to specify and buy... almost 99% verified 
circulation indicates these men read and use MODERN MACHINE 


SHOP. Readership and results are proved, again and again, 





where the market is... in 


by advertisers who maintain inquiry records. 


modern 
- These are a few of the good reasons why more adver- 
rr ac h a rn e tisers used MODERN MACHINE SHOP's September 


Machine Tool Show issue than any other 


os h  @ |) }e) monthly metalworking publication. 


431 Main Street * Cincinnati 2, Ohio WRITE FOR NEW NIAA MEDIA FILE 
AND OTHER HELPFUL DATA 
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copy chasers 











< 


ply the principle? 


University Loudspeakers can 





and does . . see p. 166 





Who says the average reader 
is playing hard to get? 


Maybe the guy likes to read ads . . so why discourage him? 


= This year your company has gone 
into the export market. So you de- 
cide it would be smart to learn a 
foreign language. Let’s make _ it 
French. 

You’re at your first lesson. The 
teacher, up in front of the room, has 
a pointer. She touches the door. “La 
porte,’ she says. She stabs at a 
fountain pen on the desk. “La 
plume,” she says. The window, “la 
fenetre.” A sheet of paper, “le 
papier.” 

You never knew a word of French 


in your life except “Chevrolet.” But 
you have no trouble understanding. 
It is simple and direct. You get a 
fast, definitive picture in your mind. 

This is the lesson many advertise- 
ment creators have never learned. 
Or if they once learned it, they’ve 
long since forgotten. Otherwise, why 
are business papers filled with so 
many un-simple, unclear un-direct 
advertisements? 

Or, look at it another way: Why 
do advertisers so often out-smart 
themselves by dragging in all sorts 


Applicable? . . Life 


—— Saver produces simple, clas 


sic consumer ad. . but can 
the industrial advertiser ay 





I< 


as inserted 





\Y 


of devices to seduce the reader into 
reading? The guy starts out with a 
perfectly normal, healthy interest in 
reading advertisements — so all you 
really succeed in doing is to put a 
barrier between him and yourself. 

Simple, direct. How simple? How 
direct? If only you could do it, as 
classically as this Lifesaver page 
“Bingo!” 

No, of course, you can’t. Your 
proposition isn’t quite so simple as 
a nickel candy. But your points of 
distinction with competition can be 
as tidily presented as “The candy 
with the hole.’ And other virtues 
can be as neatly pointed up as “still 
only 5c.” 

All this has nothing whatever to 
do with the length of headlines or 


Continued on page 16é 


When it sounds like this y 


= 


IT’S TIME FOR sty 


The ULTIMATE in Loudspeakers and Systems 
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now...Chemical Processing 


its industry “buying power’ circulation to... 





h Effective with the January, 1956 issue, CHEMICAL 
chemical it PROCESSING guarantees 45,000 quality industry cir- 
processing i culation . . . all qualified against the same rigid 

standards CHEMICAL ProcEsSING has required of all 
circulation for many years. 

Thus, CHEMICAL ProceEssING will deliver the 
largest undiluted circulation ever known in this dra- 
matic market. Thus, CHemicaL Processinc keeps 
pace with the spectacular growth of these giant 
chemical: processing industries. 

No “students,” no “foreign agents,” no non-indus- 
try circulation of little or no buying power .. . none 
of these are accepted in CHEMICAL PROCESSING’s care- 
fully-screened circulation, as of now or in this cir- 
culation expansion. 





PUTMAN PUBLISHING COMPANY 
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mcreases 


hand-picked ““men who manage”’ 


Instead .. . the 45,000 guaranteed circulation will 
be distributed among carefully-screened, key optr- 
ating executives and their direct consultants who 
meet all the strict requirements and strict standards 
for acceptable circulation in the worthwhile chemi- 
cal processing plants. 


Does This Give “Complete Coverage?” 


No, certainly not: No one publication in the chemical 
processing industries has ever had “complete cover- 
age’. .. no one publication has ever come close. 
But CHEMICAL ProcessInc has paced the field . . . 
led the way . .. to better coverage since it first came 
into being, 17 years ago. At every step, over the 
years, CHEMICAL PROCESSING has shown the way to 


Putman Publishing Building, 111 East Delaware Place, Chicago 11, Illinois 


©@ee2eeee2080008080 
7 





better, higher quality coverage . . . and CHEMICAL 
PROCESSING will continue to keep pace with the phe- 
nomenal growth of the ever-expanding chemical 
processing industries. 


What Will the “Top” Be on Circulation? 


Who knows? Maybe 60,000 . . . or 80,000, within a 
few years... maybe 100,000. And when? As fast as 
advertising buyers recognize the tremendous values 
to be gotten through more effective penetration, and 
near-saturation, of this gigantic chemical and chem- 
ical processing industry. 

When will you be ready for 60,000 . . . 80,000... 
or 100,000 quality coverage? 








BP 


Publishers of: Food Processing, Food Business, Chemical Processing “EXECUTIVE MAGAZINES FOR INDUSTRY” 


Western Representative: BoB WETTSTEIN—Los Angeles, San Francisco, Portland 
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COPY CHASERS.. . continued from p. 163 


copy. Take all the words you want 
to as long as they’re useful words. 
For example, here’s a long headline: 

“How to keep your business alive 
in case of the death of a partner.” 
This is from a recent Travelers In- 
surance color page. Any doubt what 
its about? It’s as efficient as “la 
plume — the pen.” And once you’ve 
geared yourself to this sincere an 
how smoothly your 
without stress or 


approach, see 
copy will flow, 
strain: 


The personal wounds that a partner's 


death causes the anguish, the empti 


ness, the aloneness can be healed by 
time. But not the business wounds that all 
>ften follow. 

if yc partner's holdings are in 


herited by disinterested relatives who in- 


sist on selling ou or, even worse, by 
relatives who want to run things them 
selves all that you he yea 

an quickly be torn down 

Hi-fi copy . . Keep it clear — no 


distortion. Remember this little ad, 
it's more effective than our moral- 
izing. It’s half-a-column for Uni- 
versity Loudspeakers, “When it 
sounds like this” (cracked, dis- 
torted photo of a violinist) — “in- 
stead of this” — (same photo, crystal 
clear) — “It’s time for University.” 
(See p. 163.) 

Here, we've shuffled a bunch of 


ads. Take an ad. Any ad. All right 

“Scotch” Tape, product of Min- 
nesota Mining & Mfg. Co. Pipe this 
headline — “Tape that sticks on 
both sides.” Can you do better? And 
again, all the copywriter has to do 
is be a completely sane, unhurried 
gent: 


Simply whisk off the protective liner 
from unique ‘‘Scotch’’ Brand Double-Coated 
Tape and you expose a second adhesive 
surface. Now you've got two sides of the 
strongest adhesive on any pressure-sensi 


tive tape. cotch” Brand Double-Coated 


Tapes come in both transparent and 


opaque types. Ask your “Scotch” Brand 
= , ; — st : 
Tape distributor about ‘’Double-Coateds 


or, write us airect. 


How about applications? Again, 
handled ever so simply: “Look what 
you can do with it’.”” And below this, 
pictures and captions to show you 
and tell you. 

Shall we try another in the same 
fraternity? Good. Crucible Steel 


picture, man’s coat pocket, coins 
dropping out — “a hole here costs 
money.” Adjacent picture — a steel 


bar, red arrow indicating center — 
”a hole here saves money”. An idiot 
could understand it. 

Have still another. Two-word 
headline, letters skyhigh, and worth 
it. And for Chase Brass & Copper, 


talking up water tube and fittings. 

Fabulous head, “Won't leak!” 
*First winner in this junior world 

Borg-Warner, and author 


series 
Robert Manning, Knoxville, Tenn.; 
for a two-page job on its “Load 


Lugger” — loaded with pictures, 

laid out in four columns, “Collect It” 
. “Pick It Up” . “Real it” . . 

“Dump It.” (See p. 168.) The copy: 


“Collect It’’ 
"As it accumulates — solids, powders, 


sludge, liquids, raw materials, finished 


products, waste materials” 
‘Pick It Up” 
‘Already loaded — no lost time and n 


loading crews let one truck and driver 


>| - replacing many” 
‘Haul It’ 

In many types of containers or. on 
the truck bed — in plant and over the 
road — or your truck chassis” 

“Dump It” 

“By tilting container vertically over rear 

apron, or deliver it by exchanging full 


container for an empty 


Each picture has a caption. And 
conspicuously good about each pic- 
ture-caption combination “iden- 


tity” — “a foundry in New York” 
—a refinery in Indiana” — “a bear- 
ing manufacturer in Ohio” — etc. 


This makes the whole ad come 
“alive.” 

* But suppose you're faced with a 
situation requiring long copy, yet 
you want to set up some guide posts 
for the reader to steer him through 


Continued on page 170 
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Joints of Chase’ Copper Water Tube and Chase’ Solder-Joint 
Fittings mean a radiant —_— os that lasts longer! 





And because Chase Copper Water 
Tube comes in long lengths of 60 to 





100 feet, fewer fittings are required 


Chaseaives 


SRass ace corese 4 a 


iugey 
iit 


a hole here costs money... a hole here saves money 


Crucible Hollow Tool Steet Bars put sav 
- pockets of the metalworking indus 
ry. There's no 
cutting off or roug 
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Minnesota Mining sane, unhurried 
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Chase Brass & Copper.. 


headline winner 


Crucible Steel word pictures in action 




















= ACP REGIONALS 
Cover the Construction Market 








a ° 
Construction Bulletin Construction 
6,100 — Minn., 3,967 —N. Car., 
N. Dak., S. Dak., la. Va., W. Va. 





Construction Digest Constructioneer 


8,992 — Ohio, 12,860 —N. Y., 
Ind., Hil. Penn., N. J., Del., Md. 
: mapa SC aticter 


to. 
yo 5 





Se EE 
Mississippi Valley 
Contractor 


Construction 
News Monthly 


7,266 — Ark. 5,326 —S. Ill., Ky., 
E. Mo., La., Okla., . Mo., W. Tenn., 
iss., W. Tenn. N. Miss., Ark. 





Michigan Contractor Mid-West Contractor 


and Builder 7,132 —Kan., la., 
3,684 — Mich. W. Mo., Okla., Nebr. 
py MLE 
( ontiac lor 


f 





Dixie Contractor New England 
5,607 — Ala., Construction 
Fla., Ga., S. Car., 5,326 — Me., N. H., 
. Tenn. Vt., Mass., R. 1., Conn. 
Sas 
hom 


eel 









i —— 
Southwest Builder 
and Contractor 





Rocky Mountain 
Construction 


6,016 — Ariz., 6,021 —S. Calif., 
Colo., N. Mex., Utah, Ariz., S. Nev. 
yo., E. Nev. 


ACTOR 


« 
Western Builder 





Texas Contractor 
4,500 — Texas 3,447 — Wisc., 

N. Ill, Upper Mich. 
For detailed facts about the 14 
Associated Construction Publica- 
tions, write to: George Stewart, 
Sec'y, 6 South Orange Avenue, 
South Orange, New Jersey. 


‘ 


merchandise and market news 
of the construction industry 
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CONSTRUCTION INDUSTRY 
PROJECTS 50% INCREASE 


Banner Years Ahead in Both Public Works and Private Construction 


WASHINGTON, D. C.. 

The construction industry is head- 
ed for a record-breaking heyday 
during the next 10 years, according 
to the U. S. Department of Com- 
merce. It is anticipated that $100- 
billion of Federal and State funds 
will be earmarked over the next 12 
years for the nation’s first large-scale 
road building program. Add to this 
a projected annual expenditure of 
more than $11-billion each year for 
educational buildings, hospitals, wa- 
ter and sewerage works, etc. — add 
more than a million private housing 
starts — plus unprecedented growth 
in private-planned expansion — and 
there are the reasons behind the 
vast construction boom. The U. S. 
Department of Commerce further 
advises that more than $200-bil- 





lion worth of “non-federal” works 
projects must be completed by 
1965 if basic requirements are to be 
met. A sharp increase in popula- 
tion — the direct result of the “baby 
boom” between 1945 - 1954 will be 
reflected in the greater demands 
for housing and all types of state 
and local public facilities. 

Most pressing need during the 
next 10 years will be highway con- 
struction — with more than $90- 
billion projected for this use. 

Second largest job works expendi- 
ture will go towards schools — con- 
suming more than $41-billion. Other 
major expenditures will be hospitals, 
water and sewerage works, and a 
large number of projects that the 
Department of Commerce classifies 
as non-federal public works. 





ACP Now Serves 86,244 
Construction Men 


86,244 construction men receive 
ACP, and total readership is even 
greater due to pass-along circula- 
tion, according to George Stewart, 
Sec’y. This greater coverage widens 
ACP’s lead among all construction 
publications. This outstanding 
growth is proof of the acceptance of 
ACP by construction men. Reasons 
for increased growth are credited to 
ACP’s average annual total of 15,757 
pages of local editorial news. 11,225 
pages of news on bids wanted, con- 
tracts awarded and construction de- 
scriptions. 2,416 pages of local job 
stories are featured in ACP. 2,086 
pages of equipment, literature, man- 
ufacturer and distributor news keep 
ACP readers well informed. Con- 
struction men who read ACP are 
the men who are in a position to 
buy construction equipment . 
70% of ACP circulation goes to 
contractors and public officials. The 
remainder goes to engineers, ma- 


terials producers, dealers, etc. Your 
sales message told in ACP is your 
key to the world’s record-breaking 
construction market! 





LOCALIZING YOUR ADS 


Your ads can be localized to tell 
your story to match each region 
served by ACP. Remember all sales 
are local! Here are themes to stress: 


User Benefit . . . strong appeal to 
the personal benefit of the equip- 
ment user, such as “high produc- 
tion, low cost”, backed by facts 
that are believable. 


Job Stories tell a complete 
story with “before” and “after” 
pictures, production records, owner 
and operator testimonials. 


Parts & Service . . . try to tell a 
story that only the dealer who 
handles your specific brand of 
equipment can tell — average num- 
ber of parts in stock, number of serv- 
icemen, service trucks and salesmen, 
for example. 


14 Regional Publications Designed to Sell at the Local Level 
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* 
Star Ads of the Month 


These ads have been honored this 
month by the Copy Chasers, who 
stamped the “OK as inserted” 
highest tribute bestowed by IM’s 
anonymous critics. 




















Specific . . Borg-Warner sparks pict 
tration . . see p. 166 
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and space for novel plus-page trade paper insert (here greatly “— 
duced in size see p. 172 





DISTRIBUTION 


TRANSFORMERS sae wpove) sets ut Juide posts iirects 
ANA ‘ reader through necessarily long copy 
16€ 
2 HANDLES COPPER OF ALUMINUM — 
manos wo Srecias Primes 
4 mORE CLEARANCE 
BECAUSE OF SMALLER SIZE 
: . ‘ : 
Picture story of @ lineman making Vitality . . General Electric (left) com- 


bines on-the-scene action shots, provides 


BIG SAVINGS ON INSTALLATION 


ss - happy change of pace .. see p. 170 
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You can SEE 
advertising work in this publication! 


There’s only one yardstick to measure a sales- 
man’s worth... that’s RESULTS. 


The same test applies to your advertising. When 
every advertising dollar you invest leads to many 
more dollars in orders... you are buying 
RESULTS. 


When those same advertising dollars help you 
to do these jobs—search out prospects who are 
ready to buy... save personal selling time wasted 
in making “cold contacts”... and pave the way 
to immediate sales action... you’re buying 
RESULTS that really pay off! 





And buying results is what you’re doing when 
you advertise in N.E.D. For example, a compre- 
hensive study of several issues of N.E.D. revealed 
that of the 5,927 plant officials who made inquir- 
ies through N.E.D. 3,994, or 67%, bought or 
had purchases pending. That’s what we mean 
by RESULTS! 


Write for a copy of “How to Buy Results”, 
which gives a complete analysis of this and 
other N.E.D. studies... proof that you can 
BUY RESULTS. 


over 70,000 COPIES (Total Distribution) 210,000 READERS in over 42,800 PLANTS 


A PENTON PUBLICATION 


too 


1213 W. Third Street 
Cleveland 13, Ohio 
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American Air Filter . . 


it. Dodge Manufacturing had ex- 
actly such a situation in announcing 
its new “Flexidyne,” neatly resolved 
it by such basic subhead writing as 
“What It Is”... “How It Works”... 
“What It Does.” (See p. 168.) These 
not only break up two pages of 
text; they also flash a confidence to 
the reader that it’s worth his time 
to read it. Also, it’s a sort of self-in- 
surance for the writer. If, like most 
of us, he tends to slip off the track 
now and then, a look at “How It 
Works,” for instance, will certainly 
get him back where he belongs. And 
see how well be has handled him- 
self on the subject: 


. The motor is connected to the hous- 
ing, and starts it turning at no load. 

2. The flow charge is thrown to the cir- 
cumference of the housing, is com- 
pressed by centrifugal force, and re- 
volves with the housing. 

. The rotor, connected to the load, is 


w 


started and accelerated by the friction 
wedging action of the revolving flow 
charge. 

4. Rotor and housing reach identical 
speeds — the Flexidyne operates with 
Zero Slippage between motor and 
load at normal running speeds. 

5. Before overloads cause damage, the 
Flexidyne rotor slips relative to the 
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pictures with precision 


housing, overcoming the friction and 
wedging action of the flow charge. A 
thermal switch (optional) automatically 
cuts the electrical circuit if an over 
load persists. 

6. The amount of the flow charge de 
termines the torque capacity. 


For its sheer, straight-line, read- 
able informativeness, we say OK AS 
INSERTED to author CARL F. PRELL of 
Lamport, Fox, Prell & Dolk, South 
Bend, Ind. 


Pictures talk . . Despite what that 
old Chinaman once said, a picture is 
only worth as many words as the 
picture itself is direct, understand- 
able, definitive, descriptive or dra- 
matic. Sounds pretty childish, we 
suppose, but how come so many ad- 
vertisers manage to handicap rather 
than help their advertising with 
their picture selection? 

It’s so easy, when you do it right. 
Like Burndy, here, in this color 
spread. Headline — “Two tools do 
it all!” These are lineman’s tools, 
both illustrated big in silhouette, 
but the guts of the ad are four hand- 
some drawings of linemen using 
each of these tools. 

A, B, C, pictures, right out of 


primer books, are superb for getting 
a point across fast. Here, from a 
hotel paper, is a Kellogg’s spread, 
“Don’t be in the dark about break- 
fast profits.” All that the picture 
shows is an individual package of 
corn flakes, a big “plus” sign, a 
creamer with a big “4% oz” label, 
and an “Equals dollars.” The angle 
simply, “Use Kellogg’s individuals 
and positive portion-control cream- 
ers.” 

American Air Filter uses pictures 
with the precision of a filing system 
on this page, “Definite Beauty 
Infinitive Variety.” First picture 
shows its console heater in a hand- 
some room setting. Second picture 
a simple box score showing the ex- 
tent of the line for various types of 
installations. 

*General Electric gets vitality 
into this distribution transformer 
spread. (See p. 168.) As against the 
more conventional approach of big 
pic of transformer, or a cut-away, or 
the like, this one is the “Picture 
Story of a Lineman Making Big 
Savings on Installation.” Spread 
carries four interesting on-the-scene 
action shots, sharpening up these 
sales assets: 


1 — Easier to handle because they're 
lighter. 

2 — Easier to check — new handhole 
design. 

3 — Handles copper or aluminum — 


needs no special fittings. 
4 — More clearance — because of 


smaller size. 


This is a happy change of pace 
in GE advertising that certainly 
calls for an OK AS INSERTED to copy- 
writer FRED W. PAYNE, G. M. Basford 
Co., New York. 


10 tips . . Nothing like numbers 
and specifics to help the reader 
fully understand what you're talk- 
ing about. We mean, obviously, the 
difference between “XYZ can save 
you money” and “XYZ saves you 
$9,351.20 on ABC Loading Opera- 
tions.” 

Herewith, a series of such head- 
lines for a wide variety of adver- 
tisers: 

“Norris Dispensers give me 60% 
margin on milk sales.” Norris Milk 
Dispenser. 

“15 years of testing in atmosphere 

Continued on page 172 









Why advertise when you have virtually all the customers? 


This is a question asked often by in- 
dustrialists who see their plants happily 
humming away at full capacity. For the 
answer, let’s look at Volkert Stampings, 
Inc., a company foresighted enough to 
know the answer without even asking. 

Volkert makes stampings for the elec- 
tronics industry, for many years furnish- 
ing more than one-third of all stampings 
used in the electron gun, heart of the 
television picture tube. Its customers in- 
clude virtually every “blue chip” elec- 
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for Electronic Stampings by 





tronics manufacturer. It enjoys the com- 
plete confidence of these companies. Yet, 
a high turnover in executive personnel- 
management, engineering and purchas- 
ing men—in customer firms requires ex- 
treme vigilance on Volkert’s part. These 
new people must be informed and kept 
constantly reminded of Volkert’s unique 
abilities and facilities. 

To do this job, FWA developed a 
three-pronged program, including publi- 
cation advertising, extensive publicity, 
and an intensive educational program. 

Although special ads are prepared for 
each leading electronics publication. all 
are directed at current customers, describ- 
ing Volkert’s achievements and contribu- 
tions to the industry. Publicity carries 
this one step further, describing Volkert’s 
training and production facilities, al- 
ways stressing the leadership theme. 

Educational promotion is achieved 
through the use of two major tools: a 
color motion picture, and a quarterly 
publication, The Volkert View (both pro- 
duced under our supervision). Both, in 
effect, take the company to its customers, 
dramatizing Volkert’s pace-setting role 
in TV, transistors, and other new elec- 
tronic developments. 

Add it all up—and you see an inte- 
grated program aimed at one objective 
only: keeping Volkert’s customers sold 
on Volkert! Successful? A 15% rise in 
sales last year speaks for itself! 





Service approach in sales promotion pays off in record-breaking inquiries 


It’s a proved fact that engineers look 
to advertising and new-product sections 
of the magazines they read for informa- 
tion vital to their work. Capitalizing on 





this, FWA developed a campaign for 
Simmons Fastener Corporation which 
included instructive advertisements and 
publicity articles, often taking the form 
of condensed handbooks on fasteners. 
All offered a 36-page catalog, complete 


with application data and engineering 
specifications. 

Did this service approach pay off? 
Well, according to Harry H. Rose, Sim- 
mons’ Vice President and General Man- 
ager: “Our inquiries have broken all 
existing records for the summer season 
...having extreme difficulty keeping up 
...-most unusual for July and August.” 


How Wittner Does It... 





Small space sells slip stitching 
...AND AMF’s stitching machines! 


It’s a beautiful tie—and probably will 
produce a handsome knot the first time 
—but will it hold its neat, crisp look 
through wearing after wearing? The 
answer is YES—i/ its lining was slip 
stitched on one of our client’s machines! 

American Machine & Foundry Com- 
pany’s Stitching Machine Division, with 
FWA since 1949; builds and leases the 
machines that put the slip stitch into 
ties. To create more demand for these 
ties—and thus more demand for the ma- 
chines—a series of small space news- 
paper advertisements was created. Copy 
in each ad related some interesting tale 
about ties—then deftly wove (or should 
we say “stitched”?) in the story and 
advantages of slip 
stitching. 

Tie Lore, a book- 
let containing 22 of 
the 26 ads, was 
offered to readers. 
(Write us if you'd 
like one.) In addi- 
tion, men’s wear 








THE SOCIAL TIE 
“The importance of the Cravat 
is not to be underestimated,” 
writes an early French dandy 
“When a man of rank makes 
his entree into a circle distin 
guished for taste and elegance, he 
will discover that the most 
examination will be made on the 
set of his Cravat. If it is 
formed, let him speak « 
nonsense and it will be 
to the skies. Reverse th 
and he will be cor 
rant pretender—p 
whisper of ‘He 


stores reran the ads 






and used them as 
envelope stuffers. 
Result? Consumer 
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We are an industry-to-industry advertising agency. We think in terms of 
technical information and all the ways to spread it. We carefully analyze 
each client’s problem to decide how its money—spent as if it were our own— 
should be best proportioned among space advertising, catalogs, direct mail, 
technical literature, operational literature, films, and other back-up mate- 
rial. We use every available means to give editorial news value to products 


and services. 


The case histories above suggest “How Wittner Does It.” Watch future 
issues and clip them. Would you like to be on our mailing list? Write us. 


Freo Wittner AbdvERTISING 581 Fifth Avenue, New York 17, N.Y. 


VUember, American Association of Advertising Agencies 


Telephone PLaza 9-7120 
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COPY CHASERS... continued from p. 170 


show New Armco Aluminized Steel 
outlasts Commercial Galvanized 3 
to 1.” Armco Steel Corp. 

“10,000 Feet of Conduit Rodded in 
8 hours!” Electroline Co. 

“How General Electric built a $3 
saving for you into a $1.15 lamp.” 
General Electric, Lamp Division. 

“173,000 lb. ‘Gulliver’ . . . largest 
Franas type runners ever cast in 
one piece.” Eddystone Division of 
Baldwin-Lima-Hamilton. 

They're all music to these tired 
ears, and this next one is a sym- 
phony. Listen, you can hum it... 
“Only 79 Ibs., it will fit in a bread- 
box ... yet put out 450 horsepower 
to start the giant jets!” Bendix is 
the advertiser, a startling spread, 
because someone was also natively 
bright and put the starter in a 
breadbox for the main illustration. 

The text? Here, read some: 

Here's a good illustration of how the 
battle against size and weight in aircraft 
is being Complex jet fighters are 
jam-packed with all kinds of apparatus. 
So lighter, smaller, better components are 


won 


vital to progress in this field. 

The jet starting engine is really a minia- 
ture jet engine, itself. In spite of its size 
and weight, this little fella churns up 450 
horsepower in three and a half seconds, 
direct cranks some of our biggest jet en- 
gines revving them up to 1800 r.pm. ina 
jiffy! It is one of a full series of fuel-air 
combustion, air turbine and combination 
starter-generators developed and built by 


our Utica Division, Utica, N.Y., to fit every 


jet in the air... 


_Boost-of-the-month . . Too often, 


even in this day and age, adver- 
tisers complain that they never get 
the reaction to their business paper 
ads that they get from their direct 
mail. 

Too often, well-intentioned space 
solicitors argue the case, and lose; 
too often because they never take 
the simple precaution of saying, 
“Well, Mr. Jones, let’s be specific. 
Let’s look at your most recent busi- 
ness paper ad, alongside of a sam- 
ple of one of your direct mail pieces 
that pulled so well.” 

Once the samples of each are side 
by side, nine times out of ten, you'll 
find a black-and-white page, good 
bad or indifferent, next to a multi- 
page, multi-color mailer. 

Not the same thing at all. Like 
comparing fish and field mice. 

*But suppose the advertiser puts 
the color and the space and the 
novelty into a special business paper 
unit. Then a business paper can 
have a bombshell effect. Classic and 
current example — this plus-page 
pull-out from Food Engineering 
about “sucaryl,”’ a new, non-fatten- 
ing sweetner that tastes just like 
sugar — product of Abbott Lab- 
oratories. (See p. 168.) 

It represents a simple merchan- 
dising idea, beautifully done. Three 


pages open out to reproduce a full- 
color spread (with luscious straw- 
berry tarts) appearing in consumer 
magazines. A flap folds up across the 
bottom, headlined “This month, mil- 
lions of diet-shoppers learn about 
Sucaryl.” Eleven lines of copy are 
all that are needed to tell what it’s 
all about. 


September sees Sucaryl advertising g& 


national in full color spreads and 
pages in Life Magazine, plus This Week, 
independent supplements — 


in 9] 


Parade and 


appearing major Sunday news 


papers. 
Now, millions more diet-shoppers will 


know about Sucaryl, and how it tastes 
just like sugar. 
They'll be looking for it on the label 


of low-calorie foods. And you can give 


them a Sucaryl-sweetened line without 


having to change your manufacturing 
process. 

We'll supply the Sucary! free for a trial 
run. Just tell us whether you prefer Sucary] 
Calcium. Write to: 
Abbott 


tories, North Chicago, Illinois. 


Sodium or Sucaryl 


Chemical Sales Division, Labora 


It owned the issue of Food Engi- 
neering it appeared in. How can you 
do better than that. With anything 
— direct mail or skywriting? 

A bonanza B-O-T-M to copy- 


writer HARRY BARNHART, copy su- 


pervisor, Tatham-Laird, Chicago. 
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G-E LAMPS GIVE YOU MORE FOR ALL YOUR LIGHTING DOLLARS 








How General Electric built a *3 saving 
for you into a %1.15 lamp 





Dept 482-8¢ 
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Top steel men keep it...and your sales message... 


handy all year-round! 


Now in its 5th Edition, Watkins Cyclopedia of the Steel 
Industry is already a tradition among the executives 
it reaches—and still the only book of its kind. The 6th 
edition will be published in July 1956. 


Each edition brings to its readers an encyclopedia of 


manufacturing and fabricating processes, statistics, and 
the latest developments in operating practice—and here 
are the valuable features it brings to you: 


Coverage of 6,000 key executives in the steel industry—At 
a minimum cost and with no waste circulation. 
Watkins Cyclopedia of the Steel Industry goes only 
to those men who have the power to recommend and 
purchase plant equipment and supplies. 


Year-’round readership— Watkins Cyclopedia of the Steel 
Industry is opened for reference all year-’round by 
these executives who consider it an authority on the 
operations and problems of the steel industry. 





¢ Free position that’s planned for maximum ad impact—Each 
editorial section contains the advertisements of the 
manufacturers and suppliers whose products are 
related to the process covered in that section. You 
determine the editorial section in which your ads 
will appear. 


¢ Free listings in the important Buyer’s Guide Section —For 
each ad page, you are entitled to 8 free listings in the 
Buyer’s Guide Section. Every day of the year, 
buyers consult the pages of this alphabetical products 
section to determine who makes the products or 
offers the services they require. 


¢ Free listings in the much-consulted Advertiser's Index— 
This listing, complete with company name, address, 
products or services, is a quick, handy reference for 
your prospects when they are ready to act. 


We’d like to give you more information on how Watkins 
Cyclopedia of the Steel Industry can help your program. 
Why not call or write now? 


WATKINS CYCLOPEDIA OF THE STEEL INDUSTRY 


1S PUBLISHED BY 


STEEL PUBLICATIONS, INC. 


624 Grant Building, Pittsburgh 30, Pa. 
Phone: COurt 1-1214 
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Enefornd, 






says 
ROBERT J. RITCHEY 
Market Development Manager 
United States Steel Homes, Inc. 


“The editorial material in Industrial 
Marketing has proved to be a veritable 
well of ideas - - easily translated into 
important segments of our promotional 
programs.’”’ 


Mr. Ritchey received his college training at the 
University of Pittsburgh and Temple University. 

His career covers 16 years of sales promotion and 
market development with U.S. Steel Corporation, plus 
a two year interim as Assistant General Sales Manager 
of the Townsend Company. With membership activities 
in the NIAA, NSE, Advertising Club of Louisville, and 
Pittsburgh Athletic Association, Mr. Ritchey still manages 
time for bowling, golf, and flying his own airplane. 


WITH MEN WHO MAKE . 





says 
W. G. ROWE 

Executive Vice President 
Carter Advertising Agency, Inc. 






‘Industrial Marketing consistently fur- 
nishes timely articles and features. I’m 
sure that most agency men serving 
industrial accounts put IM near the top 
of their reading list.’’ 


Mr. Rowe entered the advertising agency field with the 
Potts-Turnbull Company in Kansas City. He later 
moved to the Systems Division of Remington Rand, 

Inc., and from there to the advertising department of 
Hall Brothers, Inc. In 1937 he joined the Carter Advertising 
Agency, Inc., where he became director of internal 
betterment. He was elected vice-president in 1943, 

and executive vice-president in 1949. 


The magazine of selling and adoeilining lo business. and andubly 








INDUSTRIAL 






says 
BERNARD M. KEWIN 
Advertising- Sales Promotion Manager 

Automatic Transportation Company 





‘Industrial Marketing has been an in- 
valuable aid to me in developing adver- 
tising and marketing ideas. I wouldn’t 
miss an issue.’ 


With a background that included De Paul and 
Northwestern universities, Mr. Kewin began his 
advertising career with Commonwealth Edison Company. 
Ten years later, he joined Servel, Inc., as product sales 
promotion manager. In 1949, he became assistant 
advertising and sales promotion manager for Cribben 
and Sexton Company, joining Automatic Transportation 
Company in 1952. He is a member of the Chicago 
Industrial Advertisers Assn.; Assn. of National 
Advertisers, and Publicity Club of Chicago. 


Industrial Marketing 


200 East illinois St. 


ADVERTISING 





says 
IRA P. WEINSTEIN 

President 
The Schram Advertising Company 






‘ find that the features and articles 
each month in Industrial Marketing con- 
tribute substantially to the continuing 
process of self-education.’’ 


Mr. Weinstein started in advertising at Goldblatt 
Brothers department stores, eventually supervising 
advertising for the food and drug divisions. He joined 
Schram in 1945 after four years in the Air Force. The 
young company prospered, and Mr. Weinstein served 
as account executive and then as general manager. 
He was elected president in 1951, and now helps guide 
the advertising of a varied group of industrial and 


consumer accounts. 
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In lechnical newswork 


No Program 
Is Better Than 
Its Planning 


To plan and to produce are 
different activities at different 
levels — both essential to doing 
the kind of technical newswork 
which shows up on the sales curve. 


For most of our clients we 
perform both functions. 


But — lately — several good 
friends in industrial marketing 
have said, “We need your 
experience and scope to help us 
plan, but we'd like to produce 
all by ourselves.” 


And that’s OK with us. The 

more inside men you school to 
professional excellence in 
technical communications, the 
better you build for the tomorrows 
— in public relations, in sales, 

and in sales promotion. 


Accordingly, after nine years of 
selling the think and the sweat as a 
unit, we announce that we have 


Planning For Sale 


We offer this mew service 
for the do-it-yourself marketer 
on a per diem basis. 


Although the daily rate’s 
high (because our principals 
do the job) the monthly 

fee is most reasonable. 


As a sample agenda for 

Session No. 1 let us suggest: 
“What technical publicity 
techniques best fit (a) your special 
way of selling, (b) your special 
sales objectives of the moment, 
(c) the trends in technical 

media, and (d) the resources 

and skills you already possess.” 


Harry W. Smith 
Incorporated 


Technical Publicity and @litorial Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Telanswer Service (WH 3-1262) 
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Pin-ups plus perfumed mail 
push Ruud water heaters 


Cheesecake and perfumed letters 
are boosting sales of Ruud automat- 
ic gas water heaters for H. R. Bas- 
ford Co., San Francisco distributor 
for Ruud Mfg. Co., Kalamazoo, 
Mich. 

For the past year, 
been mailing plumbing contractors 
and appliance dealers pictures of 
Nancy, the “Ruud-has-everything” 
girl. Accompanying the pictures are 
perfumed letters on light blue sta- 
tionery, signed by Nancy. A sample: 

“Whee. Did we ever have fun at 
Santa Cruz last weekend! Besides 
visiting the Ruud factory in Santa 
Cruz, I floated in the ocean and 
sunned myself (all over) on the 
beach, just like a Ruud full-floating 
tank...” 


Basford has 














Pim-ups .. Nancy, the Ruud-has 
everything” girl, strikes typical pose. 





“The dealers would invariably pin 


Nancy’s pictures on their walls, 
along with the perfumed letters,” 
Basford advertising and 
sales promotion manager Andy 
Maraviglia. “Our improved sales 
picture was certainly due in part to 
the good feeling created by Nancy.” 


reports 


Product samples from new 
client promote agency 


Some 300 prospective clients of 
G. M. Basford Co.’s Cleveland of- 
fice have received a self-spray can 
of aluminum paint. The paint cans 
represent something of a milestone 
in a mail campaign by the agency. 

For 11 weeks Basford sent weekly 
letters to 332 executives at the pros- 
pective client companies. The let- 
ters consisted of concise case his- 
tories of an interesting advertising 
or public relations job the agency 
had done for a client. 

The object, of course, was to get 
more clients. 

The letters did their job, because 
Plasti-Kote, Inc., maker of the alu- 
minum paint became a_ Basford 
client. To follow up the letter cam- 
paign, Basford sent out the cans of 
paint along with a letter explaining 
that the agency had a new client 
and telling how Plasti-Kote’s ad- 
vertising would be handled. 


Program chairman's tip sheet 
backs commercial sales drive 


Program chairman of various 
groups in the Indianapolis area must 
love the Indianapolis Transit Sys- 
tem. 

As a promotion device, the com- 
pany has worked up a tip sheet for 
staging program and_ meetings 
which include “everything except 
the food itself,’ as Frank Wemhoff, 
the company’s public relations di- 
rector, puts it. 

The promotion piece is a two- 


color folder entitled “How to Win 








Friends and Transport People.” It 
is dedicated “to the unsung hero of 
every organization — the program 
chairman.” 

The folder includes a list of pro- 
gram ideas, such as plant tours; 
“mystery” trips, sight-seeing, and 
movies. It has helpful hints on “the 
care and feeding of guests and 
speakers,’ presenting the guest of 
honor and selecting a menu for the 
group. 

It says program halls can be: “too 
hot,” “too cold,” “locked,” “dark,” 
“dirty,” “too big,” or “just right,” 
and tells what to do in each case. 

The inside fold of the piece is 
taken up with a map of Indianapolis 
over which a series of numbers are 
scattered. The numbers show the 
location of eating places that have 
party facilities, and they are keyed 
to a list of those restaurants. 


New way to sell Americans 
.. write ad in Japanese 


Telephone company executives 
and engineers are seeing a piece of 
promotion these days on which they 
can’t even read the headline—it’s in 
Japanese. 

The promotion is a four-page, 
two-color insert in Telephone Engi- 
neer and Telephony. The advertiser 
is Kellogg Switchboard & Supply 
Co., Chicago. 

The first page of the insert has a 


Continued on page 178 













as 


Adding 
this * 
took the 

jinx off 
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lines 














Promotien With Character .. 
First page of Kellogg insert features in- 
Japanese 


triguing design made up of 


writing and Kellogg trade-mark. 


Your TOP Engineering Market 


| 
| 





TELL THEM 


The AMERICAN ENGINEER 


reaches 


more Registered Professional Engi- 


AND 
SELL THEM 
IN THE 


neers than any other magazine. 
Here is your TOP engineering market 
~— 78.4% buy or specify. A mar- 
ket of influence so extensive that it 


penetrates all phases of industry. 


American 


Engineer 





The Registered Professional 
neer’s counsel is sought on processes, 
methods, equipment and materials 
— from basic research through de- 
sign, development, manufacture or 
construction. In each step his voice is 
DECISIVE in buying or specifying. 


The magazine of the Registered Professional Engineer 
CIRCULATION OVER 35,000 — 78.4% BUY OR SPECIFY 





THE READER 








THE MAGAZINE 








His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES .............25.7%—8,995 
DEPARTMENT HEADS. .....23.3%—8,155 
OWNERS OR PARTNERS ..12.8%—4,480 
SECTION HEADS .................12.2%—4,270 
SPECIALISTS (Industrial) 11.8%—4,130 
"CS. || A ae eater 14.2% —4,970 


100%—35,000 
His Earnings... 
A new salary survey of AMERICAN EN- 
GINEER readers substantiates their re- 
sponsible positions, as shown by these fig- 


ures: 
10% earn more than $18,210 


25% earn more than 11,700 
50% earn more than 8,460 


He Supervises... 


According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap: 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation... 


The circulation of over 35,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership . ... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
79,000 readers per issue, 


Advertising lineage UP 186% in two years! 


To help you sell the TOP Engineering Market s 


send for: 


[_] MARKET AND MEDIA INFORMATION (NIAA) 


(]) A STATEMENT BY THE EDITOR 
[] INCOME AND SALARY SURVEY 
|] PRODUCT SURVEY 


AMERICAN ENGINEER ¥ 


Official Publication 


National Society of Professional Engineers 


1120 15th St., N.W., Washington 5, D.C. 






yn Tits F 


on 8 
Prd ; 







sn 
oe 


November 1955 /177 








INQUIRIES 


ARE A WONDERFUL THING 
* 


eee 


(a) They Come from 
Good Prospects 


(b) They Don't Cost too 
Much to Secure 





is pulling over 


INQUIRIES 
per month 


as follows: 


a ilins=snsnbnligel 46.3% 
I tilidivendiccincioaiane 17.2% 
Superintendents 2.0. 11.8% 
Si oe 7.0% 
Purchasing Agents 1.4% 
Miscellaneous 1.6% 
Geologists & Chemists... 3.6% 
Se eats. sis CU 6.5% 
| eee 46% 
LOW COST: 





Six insertions of a 1/9 page unit 
total only $720, and make 200,- 
000 reader impressions. Thus ad- 
vertisers benefit not only from a 
low cost per unit, but an amaz- 
ingly low cost per 1,000 readers 
. . . possible because we have the 
lowest rates and highest circulation 
to the right people. 


Oll and GAS 


Equipment 





The Magazine of 
PETROCHANICS 


FOR 
e DRILLING e PRODUCING 
e FIELD PROCESSING 
e PIPELINE e REFINING 
e PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S$. Cheyenne e@ Box 1260 
Tulsa, Oklahoma 
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SALES PROMOTION IDEAS 
continued from p. 177 


big, bold, brush-stroked character, 
which, a footnote explains, is the 
Japanese character for “telephone” 
(see illustration). Immediately be- 
low the character is Kellogg’s trade- 
mark, which is quite a bit like an 
oriental character itself. 

All of this leads into a case his- 
tory, telling how Kellogg telephone 
switchboards solved a ticklish prob- 


lem for the Japanese telephone 
service. 
The insert was reproduced for 


mailing and trade show distribution 
to some 3,000 independent telephone 
company executives and engineers 
in the United States. 

The agency is the Fensholt Ad- 
vertising Agency, Chicago. 


‘Guide book’ solves problem 
of complex trade show exhibit 


If your trade show exhibit in- 
cludes many different displays or 
machines, how can you intelligently 
guide prospects through the exhibit 
without giving each a_ personally 
conducted tour? 

Kearney & Trecker, Milwaukee 
machine tool builder, solved that 
problem with a “guide book” for its 
exhibit at the 1955 machine tool 
show in Chicago. The company’s 
booth contained 31 separate exhib- 
its, enough to confuse any man. 

But the guide book made a visit 
to the Kearney & Trecker booth 
easy and worth while. 


The book was a 54-page, pocket- 
size notebook, given to each booth 
visitor. It contained a numbered 
diagram showing where all exhibits 
were. And it had individual pictures 
of the machine or accessory that 
comprised each exhibit. Above each 
picture was a list of principal speci- 
fications, and below it there was 
space for the visitor to make his 
own notes. 

Alphons J. John, Kearney & 
Trecker advertising director, says he 
timed a person going through the 
booth, using the guide book, and 
found that it took about 20 minutes 
to go through and come out with a 
book crammed with notes about the 
company’s products. 

The booklet also pictured officers 
and salesmen of the company, listed 
sales offices and even contained a 
section listing principal restaurants 
and night clubs to help show visitors 
“relax in Chicago.” 


Product demonstrates itself 
in Post Co. mail campaign 


A three-piece mail campaign to 
20,000 chief draftsmen in industry 
brought a 32% sales increase for 
high grade drafting paper made by 
the Frederick Post Co., Chicago. 

Here’s how the campaign did it, 
according to Post’s agency, Proeb- 
sting, Taylor, Chicago. 

The mail pieces were four-page, 
two color folders with cartoon illus- 
trations and brief copy. Each piece 
pushed one of the three advantages 
of the tracing paper: (1) transpar- 
ency, (2) evenly textured surfaces, 












| damn it! ee 


Diamond Alkali are convinced the Tribe is going to 


'< again 


League race this year 


the grandstand managers at 


DIAMOND 





2 line 
P tw g performance. 











Damn Yankees! .. As the American League pennant race neared the finish with 
Cleveland still in the lead, Diamond Alkali Co., Cleveland, had invitations made up ask- 
ing the company’s customers and friends to visit Diamond's suite in a local hotel for re- 
freshments before and after Series games. Then the Yankees won. Undaunted, Diamond 
sent out its invitations anyway, but with the overprinted notation as shown. 








and (3) all weather dimensional 
stability. 

Attached to each piece was a 
memo from the company’s sales 
manager, Jack Post. And attached 
to the memo was a sample of the 
tracing paper. So when the prospect 
received the piece, he began reading 
the memo through the tracing paper. 
Thus the sample demonstrated two 
of its attributes: transparency and 
evenly textured surface. 

And if the prospect wanted a real 
demonstration, all he had to do was 
lay the sample over one of the car- 
toons and trace away. 


How to make branch offices 
public relations conscious 


Few of the men in district offices 
of most companies know much about 
public relations work. But often a 
little PR work at the local level can 
do a lot of good. 

To beat such a situation, Worth- 
ington Corp., Harrison, N. J., has 
brought out a simple, easy-to-read 
booklet entitled “Eight Helpful Tips 
in Contacting Editors and Report- 
ers.” 

The title tells the story. The eight 
“tips” include such things as “get to 











{7 - THE ULTIMATE is when the editors start 





coming to you for helpful information, 








the right desk,” “timing is impor- 
tant,” “approach the editor or re- 
porter with the attitude of rendering 
him a service,” “establish personal 
friendship with editors and report- 
ers” (as a means of knowing their 
needs at the moment) and “the ul- 
timate is when the editors start 
coming to you for helpful informa- 
tion” (see illustration). 

Each tip was accompanied by a 
cartoon illustration. The last page 
of the booklet gave specific infor- 
mation on how to prepare a news 
release. 

Continued on page 180 
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Designed for Leadership 


The Wall Street Journal’s advantages as an advertising medium 
are built in. The Journal’s outstanding daily business news reports 
... and its thorough and accurate coverage, are geared for busi- 





nessmen who don’t and won’t wait for slower information. Is it 
any wonder that so many advertisers are able to report faster 
and greater results from Journal advertising? 


Circulation: 376,426 


THE WALL STREET JOURNAL 


(|G ere) 
W. Monroe St 


NEW YORK 
44 Broad St 711 
DALLAS SAN FRANCISCO 
911 Young St 415 Bush St 


Published at 
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IN THE PROFITABLE DAIRY INDUSTRIES 


The most complete coverage available . . . and the lowest 
cost per thousand advertising rates. No waste circulation. 
Hand picks buyers by pin-pointing separate branches in 
selective, competitive dairy markets. Individually each 
OLSEN publication is undisputed leader in the market it 
serves effectively penetrating and influencing the 
important buying level. 


Reach your prospects regularly in the publications they read: 


THE MILK PRODUCTS JOURNAL .. . 4,128 paid circula- 
tion . . . and the ONLY monthly ABC publication serv- 
ing the industry that processes over half of the nation's 
milk into butter, cheese and other milk products. 


THE ICE CREAM REVIEW . . . 1,066 more paid subscribers 
. . . 56 more exclusive advertisers . . . and 130 more 
exclusive advertising pages than the next publication. 


THE MILK DEALER . . . 136 more advertisers . . . 99 more 
exclusive advertisers . . . and 186 more exclusive adver- 
tising pages than the next publication. 

THE DAIRY INDUSTRIES CATALOG . . An invaluable 


annual statistical and buying reference used by dairy 
plant buyers for 28 years. 


Write, Wire or Phone for Free Market Data Folders 
for All or Any of The Olsen Dairy Publications. 


BRoadway 1-1135 


THE OLSEN PUBLISHING CO. 


1445 N. Fifth St. Milwaukee 12, Wis. 











5.25 READERS PER COPY 
OF CONSTRUCTION DIGEST! 


In a $7-billion annual construction market 











5.25 readers per copy was the an- 
swer to the following question in a 
recent readership survey. “How many 
people besides you read your copy of 
Construction Digest?”’ 


construction market of Illinois, Indiana 
and Ohio. (Including Northern Kentucky 
and St. Louis trading areas.) 


To get your share of the annual 7- 
billion dollar Tri-State treasure, USE Con- 
struction Digest—where reader interest 
is highest . 
greatest! 


Of 1,020 questionnaires distributed, 
381 or 37.4 percent were returned! This 
tremendous reaction proves that readers 
of construction publications read and act 
in Con- 


where reader action is 


information contained *From a readership analysis by Industial 


Research, Indianapolis, Indiana. 


on the 
struction Digest. 


Project this ratio throughout the entire 
circulation and you get a total of over 
45,000 readers in the $7-billion annual 







Names of respondents 
available on request. 





Construction [picest 


Over 8800 Readers Indianapolis 
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SALES PROMOTION IDEAS 
continued from p. 179 


‘Guess who’ Xmas greeting 
makes intriguing promotion 

An apparently anonymous Christ- 
mas greeting can make an intriguing 
and memorable bit of promotion. 

The greeting looks somewhat like 
a Western Union message. Across 
the top is an appropriate Christmas 
design, under which are the words, 
“Best wishes for a cheerful Christ- 
mas and a prosperous New Year.” 

The center of the card is blank, 
and at the bottom is a depiction of 
a lighted candle, followed by a note 
that says, “Touch a lighted cigaret 
to the candle’s flame, and it will tell 
you the sender’s name.” 

And that’s what it does. 
touched with a cigaret, the 
ically-treated paper burns 
lines to spell out the name 
person sending 


When 
chem- 
along 
of the 
company or the 
greetings. 

The unusual promotion item was 
developed by Marvic Advertising, 
Brooklyn, N. Y., advertising spe- 
cialties company. The “Sky-Riter” 
greetings can be used effectively for 
such things as convention notices 
and new product announcements as 
well as Christmas greetings, Marvic 
says. 














Compact . . New display unit has re- 
cessed 36x48" 
which products or 
mounted for sales or other presentations. 
by 
wrought 


peg board panel, upon 


literature can be 
Display is illuminated concealed 
fluorescent tube, has 28” 


legs. Ohio Displays, Cleveland, developed 


iron 


the display. 





Free Direct Mail Bonus! 


The OIL FORUM has introduced a new kind of promotion package. 
All contract advertisers are entitled to use our mailing list for spec- 
ification addressings to their respective markets for their catalogues 
and brochures. Ask for details. 


Bonus Distribution! 


The OIL FORUM guarantees minimum publication of 10,000 copies 
per issue, on which advertising rates are based. Extra press runs are 
made to distribution at outstanding industry affairs. Such circulation 
bonus for 1955 included: Oil Finders’ Conference, New York, 1,500 
copies April issue; 4th World Petroleum Congress, Rome, Italy, 1,000 
copies June issue (by air); Oilwell Drilling Contractors’ Convention, 
Houston, 1,000 copies October issue; 35th Annual Meeting American 
Petroleum Institute San Francisco, 3,000 copies mid-November issue 
— all without extra cost to advertisers. 


Verified Circulation! 


The OIL FORUM is the only petroleum periodical which has dared 
to submit its circulation to scrutiny and certification by VAC 
Verified Audit Circulation, the audit bureau which two years ago set 
the highest audit standards ever required — the audit that is verified 
by the people who get the magazine. 


Impact! 


The OIL FORUM gives advertisers the impression power through 
greater visibility helps create effective sales promotion through ad- 
vertising. VAC’s first audit of the OIL FORUM reveals that 93.8% 
of our readership classifications are correct — that 91.2% of its read- 


Striped Hot Dogs . . Zebra stripes ers find The OIL FORUM useful in their business. 


help sell casings for skinless frankfurters = 11 W. 42 St.. New York, N.Y 
for Tee-Pak, Inc., Chicago. Easily identified The )) 
ZY To Majestic Bldg., Ft. Worth, Tex. 





| 
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striped casings prevent packaging of wien- 
ers that get through automatic skinning 





» machines with their skins still on. 


‘It's easy to do business with 

us,’ Delta tells dealers ©O V V ©O 
A single booklet covers all phases 

of company policy on franchised e 

dealer sales for Delta Power Tool tell 1t 

Div., Rockwell Mfg. Co., Pittsburgh. 
The booklet is entitled “It’s Easy Zi 

to Do Business with Delta.” It is 

presented to all Delta’s franchised | t oa 

dealers. And its purpose, according | \ | 

to an introductory note to the deal- ee 


ers, is to “make it possible for you 2 
to offer your customer better service ol ai Lec 


and to operate your Delta business 





AY | 





more efficiently.” The Journal delivers your advertising to top ranking 

The booklet came into being be- officers of the Army, Navy, Air Force, Marines and 
cause, while Delta’s dealer set-up is | Coast Guard, who direct or recommend defense 
almost 30 years old, policy changes purchasing. For latest data on this influential 


military coverage, call or write; 


have made an up-to-date, all-in- 
clusive policy statement a necessity. 










ARMY NAVY AIR FORCE JOURNAL, 1711 Connecticut 









7° The 18-page booklet is tab in- Ave., Washington 9, D. C., HObart 2-6477 Alp 

dexed and includes chapters on WEST: CHRIS DUNKLE & ASSOCIATES, 3257 W. 6th =| "aN une © ROp 

such things as “The Delta Organ- i yore ag Hance Ai Fig rood Pace ay | i 
i ization,” “Service Policy,” “Adver- Wide, Pomand, Atwater 2473 i 

tising and Sales Promotion,” “Sales MID-WEST: L. B. HAMMOND, 30 N. LoSalle, 

to U. S. Government,” “Resale Pol- oe nee 


oa ‘“ : . ” EAST: McCLANAHAN & CO., 295 Madison Ave., 
icy” and “Special Assembling. ° New York 17, LExington 2-1234 
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$378,000 


per plant this year for new automatic equipment! 


HOWOOOwWOO! 


Here’s your market! ... AUTOMATION’s 


readers report plans to spend an average of 
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TRUCK OR CRANE? 





Market survey 
shows how foundries 
move materials 


® .CLEVELAND—More than 900 miles 
of conveyor lines, more than 12,500 
power trucks, 28,000 cranes, 55,000 
hoists and about 130,000 wheelbar- 
rows and hand trucks are used to 
move materials in the foundry in- 
dustry. 

Those figures are found in a new 
“Inventory of Foundry Materials 
Handling Equipment” published by 
Foundry, Cleveland. 

The inventory is the result of an 
industry-wide survey, in which 40% 
of the foundry industry’s larger 
plants and 20% of the smaller 
foundries gave information. 

The study gives a breakdown of 
the major types of materials handling 
equipment in use in the industry ac- 
cording to size of plant, and it also 
gives an indication of the industry’s 
plans to buy. In some cases, the 
study gives the age of the equipment 
in use. 

Here are some 
forth in the study: 
e The number of foundries using 
conveyors has increased more than 
50% since 1947 (when a similar sur- 
vey was conducted). 

e The number of users of overhead 
monorails has increased 70% 
1947. 

@ Roller conveyor installations have 
increased 75% since 1947. 

e About 50% of the 6,100 fork lift 
trucks and 70% of the 2,000 front 
end loaders now in use are less than 
five years old. 

e Cranes in use average four or five 


of the facts set 


since 


per foundry. 

e The average foundry has nearly 
10 hoists. 

e About one out of eight foundries 
is considering installing roller con- 
veyors. 

@ One out of twelve foundries plans 
to buy belt conveyors. 

e About 12% of the foundries plan 
to buy fork lift trucks. 

e There now are 6,100 fork lift 
trucks and 2,000 front end loaders 
in use in the industry. 

e About 12% of the foundries plan 
to buy bridge cranes. 


e More than 25% of the plants are 
planning to purchase hoists. 
e There are more than 215,000 skid 
boxes and 14,000 self-dumping hop- 
pers in use in the industry. 

The survey ran in the November 
issue of Foundry, and individual 
copies of the report are available 
from the Business Department, 
Foundry, Penton Building, Cleve- 
land 13, O. 


‘Will automation bring new 
methods of marketing? 


= cHIcaco—New marketing meth- 
ods may be necessary before some 
industries can reap the benefits of 
automation, according to a new 
booklet issued by the Council for 
Technological Advancement, Chi- 
cago. 

“For example,” the booklet says, 
“household equipment manufactur- 
ers are exploring the possibility of 
selling service instead of equip- 
ment. 

“Customers would be provided 
with equipment to perform specified 
services, but the manufacturer 
would retain ownership and thereby 
be able to control the replacement 
market so that production could be 
scheduled for profitable automation. 

“Present hazards of fluctuating 
demand would be reduced to a min- 
imum.” 

According to the booklet auto- 
mation would not be practical for 
some industries. 

“There are many industries,” the 
booklet says, particularly in the 
capital goods field, where the prod- 
uct is custom built and there are not 
enough repetitive processes to jus- 
tify the mass production type of 
automation.” 

The 24-page booklet is called 
“Automation and Job Trends.” It 
says that a dynamic flow of labor 
from one industry to another is es- 
sential if the full benefits of auto- 
mation are to be realized. 

“It is not desirable to seek to 
maintain a status quo in employ- 
ment in any particular industry or 
segment of the economy,” the book- 
let says. “Flexibility is essential.” 

The booklet is No. 3 in a series on 
technology and employment. Single 
copies are available free from the 
council’s headquarters, 120 S. La- 
Salle St., Chicago 3, Ill. x 








ADVERTISEMENT 
CONSTRUCTION EQUIPMENT 
MARKET 


= TOTAL CURRENT MARKET. In 1954, 
as compared with approximately $1 
billion of domestic shipments, over 
$440 million of “construction, exca- 
vation and mining equipment” was 
exported by U.S. manufacturers. 
(This excludes, of course, sales by 
U.S.-controlled foreign manufac- 
turers.) For each of the years 1951 
to 1954 such sales have ranged be- 
tween $400 and $500 million, in spite 
of the increasing economic recovery 
of Europe and increased competition 
from foreign manufacturers. 


= EXPORTS BY DESTINATION, A 
breakdown of the 1954 exports of 
construction, excavation and mining 
equipment, by area of destination is 
shown below: 

Value 


of Exports 


Area of Destination (Millions) 


Canada and Northern North America .. $106.6 


Southern North America ..000000.00000020.... 43.0 
South America . ; 107.7 
Europe .... ; PEER ia = 
Asia 5‘ a 65.5 
Oceanic ............ -~s - 14.8 
Africa .... 33.2 
Total . ... $443.6 
= REACHING THESE MARKETS. Ex- 


pressly designed to reach these var- 
ious markets, and successfully ac- 
complishing this purpose, are Gil- 
lette’s World Construction, now 
published monthly, and Gillette’s 
Caminos y Construccion Pesada 


Gillette’s World Construction is 
distributed to 10,000 English read- 
ing government officials, contrac- 
tors, engineers, importers and 
agents in the Eastern Hemisphere — 
Europe, Asia, Africa, Australia, New 
Zealand and Island possessions. (For 
example, June 1955 BPA circula- 
tion: Europe — 4,507; Asia — 2,009; 
Africa — 1,241; Australia — 948; 
etc.) 


Gillette’s Caminos y Construccion 
Pesada is distributed to 15,000 
Spanish or Portuguese reading gov- 
ernment officials, contractors, engi- 
neers, importers and agents in 20 
Central and South American coun- 
tries, Spain and Portugal. (For ex- 
ample, June 1955 BPA circulation: 
Argentina — 2,194; Brazil — 2,377; 
Chile — 1,028; Mexico — 2,280; 
Peru — 1,048; Venezuela — 1,002; 
etc.) 


For further information on the 
export markets and their coverage 
address Gillette Publishing Com- 
pany, 22 W Maple Street, Chicago 
10, Illinois.” 





Marketing Aids 


This is Industrial Marketing’s 
“new” Marketing Aids section. There 
are more Marketing Aids than the 
section has contained before. And 
they are described more completely. 
All of these marketing helps are 
available free to you, our readers. 
To get them, just circle the numbers 
of the items you want on the reply 
card on the yellow insert and drop 
the card in the mail. Industrial Mar- 
keting will pass your requests on to 
the publisher or supplier who offers 
the material. 


1101/Circle on Readers’ Service Card 
How to put drama and action 
into industrial exhibits 

Illustrated with photos of actual exhibits, 
a new eight-page booklet issued by Gard- 
ner Displays, Pittsburgh, explains the fac 
that 
trade shows and convention exhibits. Im- 


tors produce hard-selling, effective 
portance of correct design and added im- 
pact to be gained through use of animation 
and action, are among the subjects dis- 


cussed. 


1102/Circle on Readers’ Service Card 
Six regional publications 
promote cooperatively 

Six regional industrial publications, re- 
cently formed into Associated Industrial] 
Magazines, have issued a booklet of basic 
circulation and market statistics for ‘ex 
ecutives who specify and purchase manu- 
facturing plant equipment, services, and 
supplies.” 

The publications are Pacific Factory, San 


Francisco; Kansas Business Magazine, To 


peka; Iowa Business & Industry, Des 
Moines; Chicago-Midwest Metalworker, 
Oak Park; Mid-South Mill & Industry, 


Memphis; and The New Englander Maga- 
zine, Boston. The brochure notes that each 
publisher acts as an agent for the five 
other magazines in AIM, and that a system 
of plate rotation is available to save on 


engraving costs. 


1103/Circle on Readers’ Service Card 
New circulation plan 
set up by publisher 

Dun & Bradstreet, internationally known 
business data organization, has established 
a system of screening names of all plumb- 
ing and heating contractors and whole- 
salers, on behalf of Heating & Plumbing 
Equipment News. 

Using SIC qualifications in seven cate- 
gories and a set of financial qualifica- 
tions, the new plan has been employed to 
rate more than 60,000 organizations doing 

Continued on p. 184 
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Over 48,000 requests from readers in 
twelve months demonstrate how well AUTOMATION 


fills today’s information needs. 
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Your 
Catalog Becomes 
a Powerful 
Selling Tool in 


Your sales volume increases when 
Heinn Binders add sales appeal to 
your catalog and Heinn-designed 
indexing stimulates buying action 
by giving facts in three seconds. 
Years from now, when ordinary 
binders are worn out, your Heinn 
covers will still be a credit in ap- 
pearance and performance. 


Loose-Leaf 
Binders 


Heinn custom-styles loose-leaf 
binders to meet your sales need. 
Because the emphasis is on ideas, 
uncompromising standards and 
service, Heinn attracts customers 
whose names alone are recom- 
mendations. For proof of the satis- 
faction that Heinn delivers, con- 
sider the repeat orders that keep 
coming in...some from companies 
Heinn has served for 40 years! 


New... 


“Facts at Your 
Fingertips,”’ the 
booklet that simplifies 
catalog planning. 
When writing for 

your copy, please 
indicate your needs 

in binders and indexes. 





THE HEINN COMPANY 


322 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


ORIGINATORS OF THE 


LOOSE-LEAF SYSTEM OF CATALOGING 
LEADERS SINCE 1896 


184 / industrial Marketing 





MARKETING AIDS. . 


continued from p. 183 


plumbing, heating and air 
work. A brochure describing th 
tion and effect of the new plan is 


able. 


1104/Circle on Readers’ Service Card 


Suggestions for merchandising 
ads to municipalities 
American City Magazine, New York 


A 


offers a 4-pager outlining services avail 


able to advertisers, complete with a de 


tailed price list of all operatior 


chandising adverti 


n 
“ 
Q 


market. 


1105/Circle on Readers’ Service Card 


Textile industry market 
& media file available 
Using the standard NIAA rec 


McG 


format, Textile World, a McGraw-Hil 


mmenaea 





teaned tte TOES Gs ae ee 
issueaq 1S ivyoo-00 Marke & 


lication, has 


Media File. 


1106/Circle on Readers’ Service Card 


Mechanical advances lead 
to new foundry criteria 


Relative importance of foundry market 


areas is indicated by a new method in the 
recently issued Foundry Industry Market 


Guide, available from Foundry, Cleveland. 






Noting that total foundry employment 


in previous years had been evaluated by 
employment statistics, the publishers point 


out that “with increased mechanization, 


automation and the develor of more 


ment 


high production foundries, number of em 
ployes is not as accurate an indicator I 
relative ‘stature’ as it used € A 
cordingly, the new 64-page re ink 
areas by an index which takes ir cor 


sideration number of foundries, foundry 

employment and castings production. 
Following a two-page map _ showing 

of productive capaci 


thr jh 


relative importance 
ties in 96 distribution centers 
the U. S., the book discusses in detail the 
25 most important foundry market areas in 
the country. One to a page, the areas are 
analyzed by such factors as total number 
of foundries, principal foundry cities with 
in the area, size of foundries, type of metal 
cast, melting equipment i 
casting methods employed. 
Part Two of the book lists foundry ca 
pacities by states and Canadian pr 
inces, and Part Three consists of a series 


of statistics of the industry, such as casting 





production over the years, value 
production, comparisons with other indus- 
tries, inventory of equipment and analysis 
metals cast 


of foundries by principal 





saaloud' <= 





conditioning 


| To effectively SELL to 
this huge GROWTH 


ecnic | Industry — 


USE the 


ONLY publica- 


tion edited 
exclusively 


for ALL manu- 
facturers of 
ALL appliances! 


HERE is a market 5 TIMES 
as big as it was in 1941 — 
and due to DOUBLE in the 
next decade! 


if YOU make or furnish any of 
these basic materials, compo- 
nent parts, plant equipment or 
services... 


Insulation 
Plastics 


Custom Stampings 


Die Castings 
Name Plates 


Heat Control Equipment 
Appliance Accessories 


Electric Motors 


Electrical Heating 


Elements 


Hardware and Trim 
Castings and Forgings 
Electrical Components 
Shipping Containers 


- . - for any of the 1446 
manufacturers of these 
types of products... 


Air Conditioners 


Broilers 
Clocks, Electric 
Clothes Dryers 
Coffee Makers 
Dehumidifiers 
Dishwashers 


Electric Bed Coverings 


Fans 


Food Disposal Units 
Fryers, Deep Fat 


Home Freezers 
Hotplates 


lroning Machines 


Irons 


Kitchen Cabinets 


«-sYOU’RE SURE to reach ALL 
buying influences in ALL 
these plants making ALL 
these products 
APPLIANCE MANUFACTURER! 


Now available to help you size up 
this huge ($7 billion) market: APPLI- 
ANCE MANUFACTURER'S Audience 
study; an SIC analysis of the market 
circulation 


and our 


WRITE: 





APPLIANCE 
MANUFACTURER 


201 N. WELLS STREET, CHICAGO 6, ILL. 


PHONE: 


STate 





Finishings Equipment 
ond Supplies 

Sheet Metal and Other 
Raw Materials 

Plant Equipment 

Sheet Metal Fabricating 
Equipment 

Materials Handling 
Equipment 

Fasteners 

Ceramic Insulation 

Wire Goods 

Glass Components 

Moulded Rubber Goods 


Knife Sharpeners 
Lawn Mowers 
Mixers and Blenders 
Radios 

Ranges 
Refrigerators 
Roasters 

Shavers 

Sewing Machines 
Television Sets 
Toasters 

Vacuum Cleaners 
Waffle Irons 
Sandwich Grills 
Washers, Clothes 
Water Heaters 


statement, 


NBE 





By 


2-4121 


< aakeud-<—1abele mentor 


~~ 








1107/Circle on Readers’ Service Card 


Booklet discusses varied 
types of package design 

“How to Pack It,” a booklet issued by 
Hinde & Dauch, Sandusky, O., illustrates 
and describes more than 75 types of cor- 
trugated box designs. 


1108/Circle on Readers’ Service Card 
Latin America opportunities 
discussed in new presentation 

“The Re-Discovery of El Dorado” is the 
title of a profusely illustrated, three-color 
presentation outlining developments in 
Central America, the Caribbean area and 
South America. 

Published by Vision, New York, the 
booklet shows how increasing communi- 
cations, industrialization, modern market- 
ing techniques and the emergence of a 
new management class are combining to 
create what the magazine calls “the real 
frontier of the 20th century.” 


1109/Circle on Readers’ Service Card 


Here’s blueprint to build 
office equipment sales 

A 20-page brochure offered by Office 
Appliances, Chicago, describes the $4 bil- 
lion-dollar office equipment and supplies 
market. It tells how the market has grown, 
describes the three means of distribution 
(selling direct, selling through independent 
dealers and selling through miscellaneous 
outlets) and gives details on the five ways 
to sell the dealer market (through manu- 
facturers’ salesmen, direct mail, manufac- 
turer catalogs, show exhibits and adver- 
tising in Office Appliances). 


1110/Circle on Readers’ Service Card 
Analysis of food plants 
market issued by McGraw-Hill 
Incorporating a standard NIAA media 
outline is this booklet issued by Food 
Engineering, McGraw-Hill publication, 
which sets forth statistical summaries of 
major product lines and services pur- 
chased by "13,000 factories that produce 
90% of factory-made food and drink... 
edibles and potables.” The booklet notes 
that such plants purchase varied equip- 
ment such as pipe and tubing, electric 
motors, trucks, rubber products, etc. 





mentioned on this page 


ye * Send for these helpful selling tools 


1111/Circle on Readers’ Service Card 


SIC breakdown included 
in Iron Age media file 

The Iron Age, a Chilton publication, has 
used Standard Industrial Classification fig- 
ures to show its circulation breakdown 
in one section of its newest market and 
media file. Based on the NIAA recom- 
mended outline, the file is dated Aug. 1, 
and includes a summary of special serv- 
ices offered by the publication to com- 
panies selling to the metalworking field. 


1112/Circle on Readers’ Service Card 


Here’s a guided tour 
through a gas pipeline 

Gas magazine, published by Jenkins 
Publications, Los Angeles, uses a new 24- 
page illustrated booklet, “The Great Nat- 
ural Gas Industry,” to trace the journey of 
natural gas from wellhead to burner tip. 
Each major industry operation is ex- 


Readers’ Service Dept. 


5511 


plained, and is followed by a list of the 
products employed in the individual opera- 
tion, a feature of interest and value to 
manufacturers investigating this growing 
market. 

A separate section of the booklet reviews 
the industry’s annual billion-dollar con- 
structior. program, which, the publishers 
note, is needed to keep pace with the gas 
industry’s growth rate of 4,000 new cus- 
tomers every business day. There is also a 
brief resume of the magazine's circulation 
breakdown. 


1113/Circle on Readers’ Service Card 


Mill & Factory offers 
market and media file 

Prepared in accordance with NIAA’s 
recommendations for standard sales pres- 
entations is a revised market and media 
booklet issued by Conover-Mast for Mill 
& Factory. The 16-page booklet is dated 
Aug. 1, 1955. 
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1114/Circle on Readers’ Service Card 


How to use scale models 
in sales promotion 

A new booklet by Knight Models, Chi- 
cago, devotes one of its pages to an 
exposition of the use of scale constructions 
in sales and promotion of heavy industrial 
machinery and instaliations. 


1115 /Circle on Readers’ Service Card 


Automotive Industries 
issues market and media file 
Another Chilton publication, Automotive 
Industries, also has made available an 
August-dated market and media file, again 
based on the NIAA standard recommen- 
dation. It, too, includes a list of the spe- 
cial services offered by the publication. 


1116/Circle on Readers’ Service Card 


Three reprints of articles 
about prefabricated homes 
Reprints of three articles recently pub- 









* Send for these helpful selling tools 





“i 





ia 


lished in Steel, Commerce and. Changing 
Times have been made available by the 
Prefabricated Home Manufacturers’ Insii- 
tute, Washington. They deal with the 
stake of the metalworking industry in 
this new and rapidly growing field, with 
a statistical recounting of the extent of 
the new market, and with styles and 
prices of various models. 


1117/Circle on Readers’ Service Card 


Here are pertinent facts 
on the 1956 railway market 

J. W. Milliken, research director of 
Railway Age, is the author of an article, 
“Let's Look at the 1956 Railway Market”, 
made available by Simmons-Boardman 
publications, New York. Included is a dis- 
cussion of the outlook for purchases by 
the industry, traffic prospects, statistics of 
this year’s purchases, and a summary of 
the industry's potentials, written by Rail- 
way Age’s editor, J. G. Lyne. 
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1118/Circle on Readers’ Service Card 


Analysis of western meat 
industry demonstrates growth 
Current statistics on meat production 
and consumption in 11 western states, 
published in a 16-page booklet by West- 
ern Meat Industry, San Francisco, reveal 
new record high figures for slaughtering, 
processing and new plant construction. 


1119/Circle on Readers’ Service Card 


What's going on in the 
heavy clay products field 

Ten questions about the heavy clay 
products field, and their answers, are 
available in booklet form. thanks to Brick 
& Clay Record, Chicago. Analyzing some 
of the peculiarities of the market, the 
brochure discusses applications, state of 
the industry at present, future outlook, lo- 
cation of key areas, equipment purchased, 
and buying influences. 


1120/Circle on Readers’ Service Card 


Three pamphlets show 
distribution of tractor use 

In three separate booklets, Capper’s 
Farmer, Topeka, Kan., has analyzed geo- 
graphic distribution of tractors, wheel trac- 
tors and tractor moldboard plows on farms, 
breaking down figures by regions and 
states, 


1121/Circle on Readers’ Service Card 


Diesel statistics and trends 
shown in new media report 

A market and media file which includes 
14 pages of basic industry information 
on the use of diesel power is currently 
available. Published by Diesel Power, 
New York, the report is combined with 
information about the editorial policies of 
the publication and with a sales presen- 
tation that follows the NIAA outline. 


1122/Circle on Readers’ Service Card 


Need a ‘different’ type 
face? .. try these 
Bauer Alphabets, Inc., New York, offers 
a portfolio containing some 30 ads that 
show use of the company’s type faces. 
Says an introductory note: ‘Properly cast, 
in the right role, (these type faces) com- 
mand spontaneous attention. . . There is 
nothing to compare with hand-set types 
(for) refreshing relief.” 


dé. 
=_ 
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Facts: what media man needs, 
what business paper must give 


" NEW yYoRK—What does it take to 
be a good media man? What are the 
best selling points for business pub- 
lications? 

Those two questions were dis- 
cussed at a meeting sponsored joint- 
ly by the Associated Business Pub- 
lications, the National Circulation 
Round Table and the New York 
Dotted Line Club. 

The principal speaker at one ses- 
sion, Fred B. Manchee, executive 
vice-president of Batten, Barton, 
Durstine & Osborn, New York, 
stressed the importance of media 
buyers’ evaluating the _ editorial 
content of the publications they buy. 

“Editorial content must never be 
underestimated,” he said. “The true 
value of a publication to its readers 
is how well it serves their interests.” 

Mr. Manchee said media men can- 
not use properly the circulation data 
at their disposal unless they have 
this information: 


¢ As exact a definition as possible 
of the most logical prospects for the 
product or service to be advertised. 
e All possible information on the 
client’s method of distribution of the 
client’s product and on the distribu- 
tion of the publications to be used. 


e How big the advertising budget is 
and whether or not he has any lee- 
way. 

e What the copy approach is and 
the thinking behind it. 

@ What specific objectives of the ad- 
vertising are, such as immediate 
sales and dealer influences. 

@ What media were used in previous 
campaigns and the results. 


e Whether color is to be used and 
how. 





Continued on page 186 


























“A profit-packed circulation that's countable" 


PLUMBING & HEATING BUSINESS 


130 EAST 59th STREET + PLAZA 3-9177 + NEW YORK 22, N.Y. 


Ingenious device —one of 
many that’s made your 
neighborhood plumber a 
vigorous modern merchandiser. 
More than 22,000 contractors 
now operate stores and 
17,000 of these sell waste 
disposers .. . dramatic proof 
that the plumber’s ability 

to service what he sells opens 
the door to new sales. 

lf your product needs aggressive 
and reliable distribution, 
perhaps it’s time to turn to 
the modern merchandising 
contractor. To learn more 
about him, call on PHB—the 
magazine that sells best 
because it tells readers most 
about their business. 


Write for your copy of 

the “Merchandising Contractor” 
latest report of a continuing 
study by PHB! 




















If you wish to reach the 


coal trade use 





NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhefttan Bidg. 


for over 69 years the leading 
Journal cf the coal indusfry 





Are you watching 
Competitive Advertising For this 


PFs | 
— /nformation: 


PUBLICATIONS 


SPECIAL ISSUES 


Study and Compare 


with Ad-Report's comprehensive monthly surveys 
covering trade, technical, business publication 
fields. List companies for rates and information. 


Advertisers’ Research Service 
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WITH A TOUGH* 
SALES PROBLEM 


See how View-Master 
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e Results of any market research 
that may have been done. 


| @ All possible information on com- 
| petitors’ sales and advertising. 


“Without these basic points of in- 
formation, the media man has to op- 
erate without proper tools,’ Mr. 
Manchee said. 

He said ABC reports are an in- 
dispensable source of information 
for media buyers. “Proper under- 
standing and use of ABC reports 
add greatly in providing the answer 
to the question: How many of the 
people whom I can reach will be 
prospective buyers of my client’s 
product or service?” he said. 

Particularly important points in 
judging circulation values, Mr. Man- 
chee said, are the publication’s meth- 


tions is working on a plan to set up 
a circulation field sales organization 
for member publications. 

The meeting launched the annual 
“ABC Month” by media and agen- 
cies associated with the ABC. 


Hodgson named executive editor 
of Industrial Marketing, AR 


® cHIcAGO—Dick Hodgson, who has 
served as managing editor of Ad- 
vertising Requirements since its in- 
ception three years ago, has been 
named to the newly-established 
position of executive editor of that 
publication and of INDUSTRIAL MAR- 
KETING, both published by Adver- 
tising Publications, Inc., Chicago. 
Bert Enos, formerly associate 
editor of Advertising Requirements, 
has been advanced to managing 
editor of that publication. Merle 
Kingman continues as managing 
editor of INDUSTRIAL MARKETING. 


can solve your problem! 


Perhaps your present sales aids are too 
costly...or samples are too bulky to carry 
...0f your point of purchase displays 
need added excitement. Or perhaps you, 
like the Wyoming cattleman*, need an 
“absontee” salesman. Whatever your 
problem, or your product, you'll want to 
investigate the advantages of View- 
Master stereo selling pictures. This mod- 
ern, low-cost sales aid demonstrates, dis- 
plays and sells your product with “come 
to life” realism. It enables a salesman to 
carry a full line of samples in his pocket 
...to show actual uses, colors, advantages 
...to deliver your message in planned, 
7-scene selling sequence. Investigate 
low-cost, high efficiency View-Master 
stereo selling today! 


| ods of securing subscriptions, the 
length of subscriptions and the re- 

| newal percentage. 
Members of a panel at the meet- 


ing included William E. Verner, 
circulation manager, Motor; Bert lications, New York, has filed an 


Peller, space buyer, McCann-Erick- answer to a $500,000 lawsuit by Do- 
son; Murray C. Thomas, media di- mestic Engineering Co., Chicago, 
rector, Anderson & Cairns: Mr. Man- publisher of Institutions Magazine. * 
chee; Gerry Arthur, media director, In a counter-claim, Conover-Mast 
Fuller & Smith & Ross, and William charges the Chicago company with 
Hoffman, vice-president of the Audit fraudulent misrepresentation of In- 
| Bureau of Circulations. stitutions’ circulation, with issuing 
These major points were brought false statements, with infringing on 
out during the panel discussion: the copyright of the Conover-Mast 
publication, Institutional Feeding & 
Housing. 

The Domestic Engineering Co. 
suit, filed in Chicago in November, 
1954, charged Conover-Mast with 
name-pirating and unfair competi- 
tion. 

Pre-trial hearings have been held, 
and late in October, this year, Do- 


Conover answers ‘Institutions’ 
charge, files counter-claim 


® NEW yYorK—Conover-Mast Pub- 





e Best ways to judge a publication’s 
| suitability for a particular marketing 
| job are according to (1) circula- 
. tion, (2) editorial content, and (3) 
og - S advertising record. 


. © 
Tw 
R 


STEREO SELLING PICTURES 


* A Wyoming ‘cattle rancher, at o 
distance from the market, had sin 
gular success in selling prize cattle, 
worth $2,000 to $20,000 a head, by 
using View-Master Stereo pictures 
One of the many View-Master success 
stories in '‘Stereo as a Sales Too! 







e Renewal rates vary from field to 
field. Industrial publications gen- 
erally do not have renewal rates as 


filed an 


take 


write for new ) 
FREE booklet Pel 


SALES |, 
—— TOOL 
P. O. Box 490, Portland 7, Ore. 


Please send me the free booklet, 
Stereo As A Soles Too!’’. 


® Sawyer's Inc. 





au 


Nome 
Position 
Firm Name 
® Address 


City ee ee 
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high as consumer publications. It is 
hard to establish a meaningful aver- 
age. 

e The amount of advertising a pub- 
lication carries is a good yardstick 


| of the publication’s worth. 


e Testimonial letters for publica- 
tions have little value. 


| @ Work is being done toward sim- 
| plifying ABC reports. Information 
| on the simplification is expected by 


early in January. 


| @ The Associated Business Publica- 


mestic Engineering Co. 
amended complaint charging Con- 
over-Mast with 25 copyright in- 
fringements and clarifying some of 
the original complaint’s charges of 
unfair competition. 

The Domestic Engineering Co. 
brief claims that the company has 
spent large sums of money building 
up the -vord “institutions” as de- 
scriptive “of the entire group of busi- 
nesses, places and buildings having 
common requirements of mass feed- 
ing and housing” and that before 











Institutions came into being in 1937 
the word had only limited meaning 
in that connection. 

In its answer, Conover-Mast 
claims that “institutions” commonly 
did have the broader meaning be- 
fore Institutions was founded; and 
it claims that several publications 
have in the past and are now using 
the word “institutional” or vari- 
ations of it in their titles. 


Good publisher is part s.o.b., 
Putman tells space salesmen 


® cHiIcaco—A business paper pub- 
lisher must be “a father, teacher, 
house dick and s. o. b.,” Russell 
L. Putman believes. 

Mr. Putman, who is president of 
Putman Publishing Co., expressed 
his belief at a meeting of the t. f. 
Club of Chicago. He said the suc- 
cessful publisher must do these 
things, which qualify him for the 
above description: 


1. Produce a good product, edi- 
torially and circulation-wise. 


2. Dress the publication to attract 
readers and buyers. 


3. Define the field—provide helpful 
facts for salesmen to give buyers. 


4. Provide effective sales material. 
5. Support it with sales promotion. 


6. Make sure the reps really know 
how to sell. Train and retrain in the 
basics of selling. 


7. Provide supervision to be sure 
these things are done. 


8. Pay well on an incentive basis, 

and fire when success kills interest. 
What must the space salesman be 

and do? There are four common 

types, Mr. Putman said: 

e The serious rep who says, “Here 

are the facts—buy, dammit.” 

e The good fellow, social lion, lady’s 

man. 

© The pugnacious smart guy, with 

no facts. 

e The well-equipped man, who tries 

to help the buyer buy. 

The ideal space rep, Mr. Putman 
asserted, is the right combination of 
all these types. 

Harvey A. Scribner, president of 
Russell T. Gray, Ine. Chicago 
agency, urged space salesmen to 

Continued on page 191 





IRON and STEEL ENGINEER 


1010 Empire Bldg., Pittsburgh 22, Pa. oe 
Helping Advertisers Sell the Steel Industry Since 1907 ! pe 


Steel Industry purchases require five to seven 
okays! Get them through the 


VA ER 2 a LLL 2 2 


Purchase requisitions for your 
equipment, supplies or services 
sold to the iron and steel indus- 
try, require the signatures of five 
to seven men in an executive or 
supervisory capacity —including 
general foreman, maintenance 
foreman, departmental supt., 
maintenarice (or electrical or 
mechanical) supt., general supt., 
chief engineer, storekeeper and 
purchasing agent. Reach these 
and other important men who 
specify and buy, through a con- 
sistent schedule of advertising in 
the Iron and Steel Engineer. 

















Construction is at a new high 
in Dixie... you'll reach a 
$2% BILLION MARKET in 
the 1955-56 Construction program 
in DIXIE CONTRACTOR'S 


Architectural or Engineering issues. 


There is no other pub- 
lication that will reach more 
contractors, architects, county, 
city, state or Federal agencies. 
industrial plants—and the allied 
industries than DIXIE CON- 
TRACTOR. Dixie covers the 


states shown on the map. 


Let us tell your 
message regularly to 


over 6,500 READERS 
throughout 1956 


at less than 2c PER CALL 


Phone, write or wire 





DIXIE CONTRACTOR, P.O. Box 2120 


Atlanta, Ga. 


Tel. EM-5321-22 
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Executives tell ‘why we merged’ 
stabilize sales, grow, boost return 


Why do companies acquire other companies? IM went to three different companies that 
sell to business and industry and that recently acquired another company or two. The 
question asked was: why did you do it? Each top executive stressed a different reason, 
and discussed a different set of factors behind the move. For each company, marketing 
problems and a marketing stimulus have been added. The replies appear below: 


By Phil Sprague, Jr. 
Executive 
Vice-President 

The Hays Corp. 
Michigan City, Ind. 





= The primary reason for our re- 
cent purchase of the Metrotype 
Corp. was growth. Happily, Metro- 
type provided (1) a product (in- 
cremental tie line load control) 
complementary to our line in the 
power field; (2) a product (digital 
recording systems) recognized as 
outstanding in the process industries 

. markets in which we wished to 
strengthen our position; (3) an ex- 
ceptional engineer (George Foster) 
who could bring to our executive 
team his considerable technical tal- 
ents. 

Our distribution system received 
important consideration in our deci- 
sion to purchase the new company, 
since Metrotype did not have a na- 
tional sales organization. We plan 
to utilize the parent company’s 
manufacturers’ representatives 
wherever the objectives and operat- 
ing principles of Metrotype are con- 
sistent with those of the representa- 
tive. 

Ve are conscious of at least three 
problem areas involved in two com- 
panies joiuing forces: 


1. Human problems — the struc- 
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turing of new working relationships, 
new loyalties. Need for new meth- 
ods of communication. 


2. Organizational problems — What 
are the goals to be achieved and 
who will be responsible for their 
achievement? 


3. Financial problems — What will 
be the “price” of achieving these 
goals? Where will the money come 
from? What information is necessary 
to determine the rate and quality of 
our progress? 

Our record over the next few 
years will indicate how well we 
have solved these problems. 


Elgin expands from consumer 
to industrial field; sees profit 


By J. G. Shennan 
President 

Elgin National 
Watch Co. 
Elgin, Ill. 





= In building an expanded and 
diversified future, it is natural that 
our company should select for ex- 
ploration certain “frontier” fields 
in which our technology can be ap- 
plied most effectively. From these 
we have chosen two: miniature 
electronic components and automat- 
ic production instruments. 

These fields are attractive to us 


not only because they require skill 
and techniques comparable to our 
own, but equally because they will 
help us attain certain important 
corporate objectives. Basically these 
objectives are a higher return on 
investment and sizable additional 
sales in new and_ fast-growing 
fields. Therefore we are interested 
primarily in acquiring enterprises 
which meet certain specifications, 
and secondarily in examining indi- 
vidual electronic and instrumen- 
tation products suitable for produc- 
tion and marketing. 

While we concede a strong enthu- 
siasm for our diversification pro- 
gram, we nevertheless emphasize 
our conviction that the manufac- 
ture and sale of jeweled watches 
will remain the basis of our busi- 
ness. Our company has achieved 
much in research and in techno- 
logical progress, and has since World 
War II made highly satisfactory 
marketing progress in the face of 
intense competition. We are deter- 
mined to protect and develop these 
important assets, and at the same 
time to broaden our horizons. 


Seeks commercial, industrial 
affiliates to stabilize sales 


By Walter L. Jacobs 
President 

The Hertz Corp. 
Chicago 





# The Hertz Corp.—through its 
some 35 wholly-owned operations 
and through its international or- 
ganization of more than 800 fran- 
chised operations known as Hertz 
System—engages in the renting and 
leasing of trucks and passenger cars 
without drivers. Vehicles of both 
types are available on long-term 
lease basis to regular business cus- 
tomers and on an hourly, daily, or 
weekly basis to occasional users. 

Hertz System, Inc., the interna- 
tional franchising subsidiary which 
regulates the standard of service, 
grows steadily from week to week 
as new operations are opened in 
airports, railroad terminals, hotels, 
and business districts, and as new 








system members become associated. 
Hertz System truck fleets now total 
15,500, and its passenger cars now 
number 15,300. In the corporation’s 
wholly-owned operations, truck 
fleets have increased during the last 
five years from 5,100 to 10,400, 
while our passenger car fleets have 
swelled during the same period from 
1,400 to over 5,600. 

To speak only of our wholly- 
owned operations, our recent growth 
has taken place in two ways—by 
the expansion of our existing fleets 
and by the acquisition of estab- 
lished businesses, in kindred lines 
of activity. Expansion has _ been 
most dramatic in our daily-rental 
automobile fleets, to meet the grow- 
ing demands of the traveling public. 

In large measure this demand is 
business or commercial in character. 
It has resulted from the recognition 
by alert sales managers that the 
effectiveness of their sales forces can 
often be enhanced by taking sales- 
men out of long, fatiguing intercity 
automobile trips, and putting them 
on speedy planes and trains—with 
a rented car at the other end. 

During the past year we feel that 
we have realized some excellent 
opportunities for diversification and 
expansion of the phases of our busi- 
ness other than passenger car op- 
erations. By acquirins one of the 
largest truck leasing operations in a 
single metropolitan area in the 
w or1d—Metropolitan Distributors, 
Inc., of New York City—we made 
entry into the important New York 
metropolitan area—the only large 
metropolitan area in the United 
States where Hertz truck lease serv- 
ice was heretofore unavailable. 

The corporation has during the 
past year made a number of other 
acquisitions of established busi- 
nesses, mostly businesses concerned 
with long-term and short-term truck 
leasing; in nearly all cases, such 
fleets have been integrated into al- 
ready existing Hertz truck lease 
fleets in important cities such as New 
York, Philadelphia, Chicago, Cin- 
cinnati, Oakland, San Francisco, 
Fresno, and Sacramento. 

In March of this year, by pur- 
chasing the assets of Robinson Auto 
Rental, Inc., of Philadelphia, a well- 
known firm leasing fleets of pas- 
senger cars—including sales fleets 
Continued on page 190 











Here’s how to generate 
more sales for your product 


Read S. D. Warren Company's 
message in the 
November: 12th issue of 
THE SATURDAY EVENING POST. 
It contains a practical idea 
for increasing your share of 
the market. 
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(ADVERTISEMENT) 
THE RURAL ROAD MARKET 


= What Is A RURAL ROAD, All roads 
outside incorporated municipality 
limits are rural roads. These include 
roads, the construction and mainte- 
nance of which are controlled by: 


Federal Agencies 89,990 miles 
State Highway Departments .. 600,518 miles 
County Highway Departments 1,710,516 miles 
Towns and Townships 611,496 miles 


Toll Road and Turnpike 
Authorities (incl. under State) 


Total (1953) 3,012,520 miles 


s TOTAL CURRENT MARKET. In 1955 
an estimated $6.0 billion will be 
spent on all U. S. highways for con- 
struction and maintenance. Of this, 
rural road construction will approx- 
imate $3.0 billion and rural road 
maintenance $1.3 billion. 


Construc- Mainte- 

















Object of tion nance Total 
Expenditure (millions) (millhions) (millions) 
Local rural roads .. $ 600 $ 720 $1,320 
State highways 
(other than 
urban extensions) 2,425 _ 620 3,045 
Total rural ........ 3,025 1,340 4,365 
Urban streets . 600 455 1,055 
Urban extensions 
of State 
systems ....... . _575 _ 5S 630 
Total all 
highways ..... 4,200 1,850 6,050 
= THE EQUIPMENT MARKET. Over 


18,000 jurisdictions maintain rural 
highways. As reported by BPR for 
1953, these jurisdictions owned ap- 
proximately 284,000 units of major 
equipment valued at $1,200,000,000. 
BPR estimates annual replacement 
at one-eighth, or 36,000 units. Thus 
the equipment market for rural 
road maintenance approximates 
$150,000,000 annually. 

= THE PURCHASERS. Purchasing 
practices are extremely complicated 
and different among the 18,000 jur- 
isdictions, which themselves vary in 
size from States down to special 
road districts. RURAL ROADS is 
expressly designed to reach the 
purchasing influences no matter 
what the buying patterns or indi- 
viduals’ titles may be. 

The following breakdown of RU- 
RAL ROADS effective circulation 
(BPA, June 1955) indicates the 
comprehensive coverage necessary 
to blanket this market: 


Federal and States 


Engineers, Officials and 
other Personnel . coal 3,705 

Counties: 

Officials and Board Members 12,180 

Engineers es eee FS 

Road Superintendents . ; 46 14,35] 
Towns, Townships & Special 

Districts: 

Board Members , . 13,035 

Road Superintendents ............. 1,421 

Engineers , cee aS 72 

Special Road Districts ............ 46 14,574 


32,630 


Total effective circulation 
For additional market information, 
address RURAL ROADS, Gillette 
Publishing Co., 22 W. Maple St., 
Chicago 10, Iil. 


190 / industrial Marketing 





FORUM .. 


continued from p. 189 


—under long-term contract to 
established businesses and _in- 
dustries, the Hertz corporation 
launched decisively into a phase of 
the vehicle leasing field in which it 
had previously engaged only occa- 
sionally and on demand. The cor- 
poration is thus enabled to offer 
a complete line of vehicle rental 
and leasing service. 


Although to the general public, 
short-term automobile rentals and 
short-term truck rentals (for such 
purposes as moving household 
goods) are the most widely known 
of our services, such activities are 
somewhat subject to seasonal influ- 
ence. Thus, one underlying pur- 
pose of our expansion program has 
been the stabilization of revenues 
under long-term contract with well- 
established business concerns which 
develops from our truck leasing and 
our passenger car leasing operations. 


In our broad and thoroughgoing 
horizontal diversification program, 
we propose, when the demand of 
the public makes itself felt, to make 
available still further vehicle rent- 
ing services. For instance, we are 
even now experimenting with lim- 
ousine and livery services in cer- 
tain metropolitan areas. 


As president of this corporation, 
I recently had an opportunity to 
make a talk in New York city in 
which I pointed out that some day 
not too distant the youth of this 
country will be growing up as com- 
petent aircraft pilots, just as they 
now grow up as operators of the 
family car. Day by day intercity 
automobile travel becomes more 
crowded and hazardous, and there- 
by becomes more inefficient and 
undesirable; and as this intercity 
automobile travel converts, as it no 
doubt will, to plane and train, some 
of it is increasingly going to be won 
over to private aircraft. It is not 
inconceivable that at this juncture, 
the Hertz Corp. will be ready, with 
qualified personnel and carefully 
considered plans, to engage in the 
business of renting and leasing of 
aircraft, large and small, to meet the 
needs and demands of the American 
public. % 

















your 
international 
advertising 
belongs 
Macks 


Worios BusinéSs 








if you sell to... 


e Industry and Government in 
Latin America, Africa, Europe, 
the Orient, Australasia. 


@ Public Service Companies, 
Utilities, Mines, Plantations, 
Engineers and Contractors. 


@ Major users of commercial 
vehicles and industrial power. 


e The men with money and 
property overszas who daily in- 
fluence personal and _ family 
decisions in addition to the 
business ones they make for the 
best companies in the world. 


An inquiring audience is worth 
inquiring about... 


WORLD’S BUSINESS—( Edition in 
English) read in Europe, the 
Middle East, Africa, the Orient, 
Australasia — in 1165 business 
and industrial communities in 
61 countries. 


GUIA—(Edition in Spanish) 
read in Latin America, Spain, 
Portugal and possessions— in 839 
business and industrial communi- 
ties in 27 countries. 


In their second half century 


World's Business & GUIA 


423 East 54th Street, New York 22 


Reporting and Interpreting Amer- 
ican Industry and Business— 
Overseas 
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work with agencies as a team. Once 
the close coordination of teamwork 
is achieved, he said, the salesman 
has a clearer right to ask the agency 
for help. 


Gallagher hits business 
paper groups ‘feuding’ 


® NEW yorK—‘“Why don’t you guys 
get together?” magazine expert Ber- 
nard P. Gallagher asked the Na- 
tional Business Publications and As- 
sociated Business Publications. 

Mr. Gallagher, who is publisher of 
“The Gallagher Report,” said he 
does not urge a merger of NBP and 
ABP but he does urge “cooperative 
action in areas where there are logi- 
cal reasons for such action.” 

He spoke at an NBP meeting in 
New York. 

“Stop feuding about paid vs. un- 
paid circulation and get together on 
problems that need solving in the 
business paper field,” Mr. Gallagher 
said. 

He called the paid-controlled con- 
troversy “a devisive, archaic, mean- 
ingless selling tactic designed only 
to confuse the agency space buyer 
and befuddle the business magazine 
advertiser.” 


Keezer’s crystal ball shows 
rich future if admen produce 


® NEW yorK—Advertising came of 
age during 1954 and will continue 
to grow in stature during the pros- 
perous years to come, according to 
Dexter M. Keezer, vice-president 
and director of the McGraw-Hill 
department of economics. 

In fact, advertising must become 
more important to the economy if 
the future is to be as properous as 
it can be, according to Mr. Keezer’s 
view. 

Mr. Keezer spoke at the eastern 
conference of the American Associ- 
ation of Advertising Agencies. He 
said: 

@ Today’s $8.5 billion yearly adver- 
tising volume “can be expected” to 
reach $14.5 billion by 1970. 

e In 1970, American consumers will 
have 80% more purchasing power 
than now. 


General Motors Diesel Div. 
revamps its ad operations 


® peTRoIT—General Motors’ Detroit 
Diesel Engine Div. is reorganizing 
its advertising activities in a move 
which includes abolishing the posi- 
tion of advertising manager and 
turning most of his functions over 
to the agency. 

Kudner Agency handles the ac- 
count. James W. Brown is the adver- 
tising manager, and has been with 
Detroit Diesel nearly ten years. The 
changes are effective Dec. 1. 

The move recalled a similar ac- 
tion by General Motors last July 
15, when its Frigidaire Div. cut its 
advertising staff drastically, an- 
nounced that the advertising man- 
ager had resigned, abolished that 
post and transferred all collateral 
advertising from the advertising de- 
partment to the agency. Five weeks 
later, General Motors announced 
that it was dropping Foote, Cone & 
Belding as the division’s agency and 
was switching to Kudner on Jan. 1. 


‘Get together for your own 
good,’ Gerbic urges ABC, BPA 


® cHicaGoO—The head of the As- 
sociation of National Advertisers has 
urged “paid” and “unpaid” business 
publication groups to get together 
and end the “strife within the field 
of business papers.” 

ANA chairman Edward Gerbic 
said this strife is symbolized by the 
existence of two separate business 
paper auditing organizations—the 
Audit Bureau of Circulations and 
the Business Publications Audit. 

Mr. Gerbic, who is vice-president 
in charge of merchandising and ad- 
vertising, Johnson & Johnson, New 
Brunswick, N. J., spoke at the an- 
nual meeting of the ABC. 

“It is a pity,’ Mr. Gerbic said, 
“that business papers divide their 
efforts between two groups.” 

He made this specific recommen- 
dation: that the ABC provide 
analyses of its business paper mem- 
bers’ unpaid circulation “by type of 
recipient.” 

At a session for advertiser mem- 
bers of the ABC, the advertisers 
voted approval of Mr. Gerbic’s 
recommendation on analysis of busi- 
ness papers’ circulation. * 

















me. «TO “PINPOINT” 


SALES IN CANADA'S 
RICH MARKET PLACE! 

























You could marshal 50 U.S. 
Business Publications for 
your sales story and their 
combined overflow circula- 
tion wouldn’t dent the 
Canadian market. 


e e e Canada is a national 
market and a distinc- 
tive one. 


e ee Canadian business 
paper editorials give 
on-the-spot coverage 
of this national market 
and its problems. 


and Canadians read 
their business publi- 
cations. Witness their 
interest according to 
a recent survey.* If 
you wish to pinpoint 
your sales write for 


your Copy. 


*Gruneau Research 
Bulletin 1954 on 
request 
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137 WELLINGTON ST. W. 
TORONTO, CANADA 
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1955 COULD BE INDUSTRY's 
LARGEST YEAR; 1954 
SECOND BEST 
Gas central heating sales last year 
are estimated at 959,190 units 
“ an increase of slightly less than 
20% over 1953 and only 3.2% 
below 1950, the record year. Water 
heater sales of 2,044,925 units 
were 10.3% over last year. 1955 
sales are running 26% ahead of 

1954 
Gas is now supplying 47-2/2 million 
installations of comfort heating 
equipment, incinerators and water 
heaters in the U. S. During the 
last 10 years the proved natural 
gas reserves (despite the enormous 
increase in consumption and de- 
mand), have increased 50% to 240 
trillion cubic feet. GAS HEAT has ~ 
excellent readership. Many services 
* fer advertisers: Free lists of manu- 
facturers’ Agents in this field and 
of gas heating Personnel in the Gas 
Utilities; a Mailing Service for ad- 
vertisers. SEND FOR “GAS HEAT- 
ING—Today and Tomorrow’. 
HEATING PUBLISHERS, INC. 
2 W. 45th St., New York 36 





National Representative 


Wm. C. COoOPP & Associates 
1475 Broadway, New York 36, N. Y 


East Wacker Drive, Chicago 1], III 
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Advertiser changes. . 


Dorr-Oliver Inc. . . Stamford, Conn., has 
made the following appointments: Carlton 
W. Crumb, former sales promotion man 
ager, has been named to the new post of 
director of technical data, and Charles M. 
Comstock, former assistant sales promotion 


manager is now advertising manager. 


Paul H. Lobik . . former assistant adver 
tising manager, Precision Scientific C 
Chicago manufacturer of laboratory re 
search apparatus, has been appointed ad 


vertising manager. 


Thomas W. Eastwood . . formerly with 
Austin-Hastings Co., has joined Permattach 
Diamond Tool Co., Milford, N. H., as gen 


eral sales manager. 


Frederick Bowes, Jr. .. has been named 
to the newly created position of vice 
president of public relations and advertis 
ing, Pitney-Bowes, Stamford, Conn., maker 
of business machines. He formerly served 
as director of public relations and ad 


vertising. 


Janet Klayer Davidson . . former advertis- 
ing manager, Electric Regulator Corp., has 
joined the sales and promotion research 
departments, Continental Can Co., New 
York. 


Truman Jones .. has been named vice 
president in charge of sales, DeWalt Inc., 
f 


Lancaster, Pa. He was formerly general 


sales manager. 


Kirk E. Zumwalt . . former regional sales 
manager, Helipot Corp., has been ap 
pointed sales and advertising manager 
Unitek Corp., Pasadena, Cal. manufacturer 


of spotwelders. 


Arthur Freedman .. former sales promo- 
tion manager, Roto Broil Corp., has been 
named general sales and advertising man 
ager, National Food Slicing Machine Co. 


White Plains, N.Y. 


Thomas R. Bartlett .. has been promoted 
to sales manager, York division, Bendix 
Aviation Corp., York, Pa. The division 
designs and manufactures subminiature 


airborne electronic equipment. 


Charles E. Cosby .. former divisional 
sales manager, Mallinckrodt Chemical 
Works, has been appointed executive as 


sistant to the vice-president in charge of 


C 


sales, Presstite Engineering Co., St. Louis. 


York Corp. .. York, Pa. manufacturer of 
mechanical cooling systems, has made the 
following appointments: Andrew C. Frel- 


mann, former general sales manager, Gen- 
eral Motors Delco Appliance Div., has 
been named vice-president in charge of 
marketing, and R. E, Cassatt, former sales 
manager, Refrigeration Appliance Div., 
Fedders-Quigan Co., has been named 


manager, commercial sales. 


Aluminum Co. of America .. Pittsburgh, 
has made the following appointments: 
DuBose Avery, former manager of the 
South Bend sales office, has been named 
manager of architectural sales, and E, M. 
Strauss, Jr., former assistant manager of 
the commercial research division, was 


appointed manager. 


Perry C. Smith .. has been named man 
ager, equipment department, Brush Elec- 
tronics Co., Cleveland producer of elec 
tronic instruments. He will direct sales 


activities for the department 


Gerald M. Schaflander .. formerly with 
Young & Rubicam, has been named ad 
vertising manager, St. Regis Paper Co., 


New York. 


James B. Carse . . former manager of the 
industrial products department, S. C. John- 
son & Son, has been appointed marketing 
manager, H. M. Harper Co., Morton Grove, 
Ill. manufacturer of fastenings. 

Dudley B. Reed, Jr. . . has been named di- 
rector of advertising and public relations, 
Marion Power Shovel Co., Marion, O. 


Kenneth M. Rice . . former assistant vice- 
president of sales, Krafco Corp., has joined 
Reed Roller Bit Co., Houston, as advertis- 


ing manager. 


J. C. Carr . . former advertising manager, 
American Type Founders, Elizabeth, N. J., 
has been named director of marketing. 


Warren R. Smith . . former director of 
public relations and advertising, Fairchild 
Engine & Airplane Corp., Farmingdale, 
L. I, has been appointed director of ad- 
vertising, and William G. Key, former edi- 
tor of the Fairchild publication, Pegasus, 


is now director of public relations. 


Edward C. Cohen . . former account execu- 
tive, Harrison Services, has been named 
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Save time with an 





ATF Type Kit 


Here’s the quickest, easiest way to 
compare, trace, fit and specify type. 

86 ATF alphabet cards in sturdy 
walnut-finish box illustrate 47 ATF 
faces, caps, lower case, figures, punc- 
tuation, shoulder, character per pica, 
sizes 12 to 72 point. 

Price for this time-saving visual- 
izer is only $5.00. Send check or 
1.5.19 


AMERICAN TYPE FOUNDERS 


200 Elmora Ave., i 
Elizabeth, N. J. 


money order to: 
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AND IT TAKES BILLIONS IN SUPPLIES, 
EQUIPMENT AND SERVICE TO GET IT OUT 


Tideland legislation, higher allowable daily produc- 
tion and vast reserves have made Offshore Drilling 
the major field of expansion for the petroleum 
industry. Development capital runs into billions. 
As a supplier of the petroleum industry this 
marine activity represents one of your finest 
markets. 

This big Offshore market is highly specialized — 
and OFFSHORE DRILLING is designed to appeal 
to its special interests and problems. Pin point 
your sales message in the magazine that gives 
maximum impact in this multi-billion dollar mar- 
ket . . . OFFSHORE DRILLING. 


Circulation 


4,037 





624 GRAVIER ST. NEW ORLEANS 9, LA. 
Phone RAymond 7388 


AN H. L. PEACE PUBLICATION 
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advertising and promotion director, Arthur 
H. DuGrenier, Inc., Haverhill, Mass. manu- 
facturer of automatic vending equipment. 


Donald T. Fowler .. former advertising 
manager, Baroid Div., National Lead Co., 
has been named public relations and sales 
promotion manager, TelAutograph Corp., 
Los Angeles. 


Agency changes .. 


Josephson, Gulick, & Cuffair . . Montclair, 
N. J., has 
Oiljak Mfg. Co., Montclair contract manu 


the following new accounts: 


facturer, and Leetronics, Div. of Lee Spring 
Co., Brooklyn maker of electrical equip 


ment. 





Cowles 


Sanders 


Monte J. Sanders .. former account exec- 
utive, Klau-Van Pietersom-Dunlap, Milwau- 
kee, has been named to the newly created 
position of vice-president and assistant to 
the general manager, and Edward L. 
Satola, advertising assistant and 
assistant sales promotion manager, Nord- 


former 


berg Mfg. Co., has been named an ac- 
count executive in the industrial division. 


Arthur W. Cowles . . former vice-president 
and account executive, Henri, Hurst & 
McDonald, has joined Marsteller, Rickard, 
Gebhardt & Reed, Chicago, as vice-presi- 
dent and account executive. 


Richardson, Thomas & Bushman . . Phila. 
delphia, has the following new accounts: 
Pine Chemicals, Fieldsboro, N.J. manufac- 
turer of chemicals and synthetic resins; 
Filtered Rosin Products, Baxley, Ga. mak- 
er of pine gum, and Pennsylvania Color 
& Chemical Co., 
facturer of pigment dispersions. 


Doylestown, Pa. manu- 


Harnischfeger Corp. .. Milwaukee, has 
appointed the following agencies: Fuller 
& Smith & Ross, Chicago, for construction 
and mining, and diesel divisions, and the 
Harnischfeger Export and Overseas Corps., 
and Hoffman & York, Milwaukee for their 
overhead crane division. 


Galen E. Broyles .. Denver, Colo., has 
been named agency for C. A. Norgren 
Co., Denver manufacturer of compressed 
air filters. 

Continued on page 194 





JUST OUT 


New 1956 Edition 


Planning e Handling 
Checking Publicity 


BACON'S 


PUBLICITY 


CHECKER 
EDITOR-CODED for 1956 


Now coded by the editors themselves to 
show instantly what publicity is used by 
business, farm, and consumer magazines. 
Advertising and publicity people can now 
direct exactly the right kind of material 
to the right publication. Bacon’s 1956 
Publicity Checker lists 3,240 business 
papers, farm journals, and consumer 
magazines in 99 market groups— record 
systems incorporated into the book 
eliminates card files—step by step data 
on how to use the Checker for more effec- 
tive publicity. Spiral Bound Fabricoid, 
644" x 92" — 256 pages 
Price $15.00 — Sent on approval 


BACON’S 
pusuicity All new! 
Shows how to plan publicity pro- 


HANDBOOK 
grams, analyze markets, prepare 


release lists, write material; Help 
on photos, budgeting and evalu- 
ating results. A complete guide to 
publicity work. 

5%" x 8%4”"—120 pages. 
Price $2.00—Sent on approval. 


Chee | 









Both books for 
$15.00— Cash 
with order 








Full price if sent on approval 


BACON’S CLIPPING BUREAU 
343 S. Dearborn St. Chicago 4, Illinois 








Introducing a new product which has a 
multiplicity of technical applications is 
among the most difficult tasks in the mod- 
ern business world. Mr. Eric Kihlstrom, 
resident of American Pullmax Company, 
og knows this to be true from first-hand 
experience. He also knows that an adver- 
tising agency, thoroughly experienced in 
the industrial field, can be an invaluable 
ally. His agency, Grimm & Craigle, Inc., was 
there at the swaddling clothes stage of 
American Pullmax and has seen the com- 
pany into healthy maturity. 

e’d like you to get to know us as well 
as Mr. Kihlstrom does. Call on us anytime. 


e 


CRAIGVE, Inc. 
C thoelising 
201 N. WELLS STREET 
CHICAGO 6, ILLINOIS 
FRanklin 2-8056 


Advertising, Sales and Merchandising Counsei to 
the industrial and Hard Goods Markets 


GRIMM & 
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6419 NORTH CALIFORNIA AVENUE CHICAGO 43 





POR pe per 






9/13 /55 , 
swrm? 12:30 Min. & 








Illinois Tool Works recently perfected 
a radically different and remarkably 
effective gear finishing machine. 

The improved gear quality and im- 
pressive economies are matters of great 
interest to a widely diverse group of 
industrial executives, engineers, pro- 
duction men, purchasing agents, and 
top management executives. 

A sound, color motion picture was the 
natural choice to tell an essentially com- 
plex story to a select audience group. 
I} you have a new product or a new 
service that needs a professional intro- 
duction to the market, why not investi- 
gate the use of films? 


Difet- a Productions 


6421 North California Ave * Chicago 45 * Phone AM 2-4141 


<a 
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WHY 
CNA ...... 


TOP READERSHIP 


.. in The Lower 
MISSISSIPPI VALLEY 


For the twelve month period ending Sep- 

tember, 1955, Construction News Monthly 

published a total of 1,632 pictures, which 

included 605 on-the-job action pictures and 

2,084 pictures of identified personalities. 
€ 

For the twelve month period, ending Sep- 





tember, 1955, Construction News Monthly 
published 6,874 column inches of news 
and features. 

* 


For the twelve month period ending Sep- 
tember, 1955, Construction News Monthly 
and Construction News (weekly) published 
a total of 18,170 column inches of bid 
news. 
. 
For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, ARKANSAS 
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Agency changes. . 


Continued from p. 193 





Middleton 


Harold E. Middleton . 


director of media, Batten, Barton, Durstine 
& Osborn’s Pittsburgh office. He was 
mer director of media for the Chica 

fice. 

Joseph O. Wilson . . former account exec 
utive, MacManus, John and Adams, has 


joined Grant Advertising, Detroit, as vice 
president. 
Monroe Campbell, Jr. . . has been named 


vice-president, Fred Wittner Advertising, 
New York. He formerly served as man 
ager of creative services. The agency has 
been appointed to handle advertising for 
and Tenite plastics 


industrial chemicals 


of Eastman Chemical Products, Kingsport 


Tenn. 


John O'Rourke Advertising . . 


cisco, will handle publicity and 


San Fran 


advertis 


ing for Prescolite Mfg. Corp., Berkeley, 
Cal. manufacturer of commercial lighting 
fixtures. 

Richard M. Baker former director of 
public relations and special assistant to the 


Marinette 
Appleton 


president, Ansul Chemical Co., 
Wis., has joined the Brady Co., 
agency, as vice-president of a new public 
ity and public relations division. 


Indianapolis, has 
LLD.E.A., In 


dianapolis maker of communication receiv 


LaGrange & Garrison . . 
been appointed agency for 
ers. 


Dayton, O., has 
for 


automatic sheet 


Parker Advertising Co... 


been named to handle advertising 
Charles R. Stevens, Toledc 
counter producer. 

The McCarty Co. .. York, 
handle advertising for Clark Bros. Co. (a 


Olean, N. Y. manufac 


New will 
Dresser industry) 
turer of engines and compressors. 


Amdt, Preston, Chapin, Lamb & Keen .. 
Philadelphia, will handle advertising for 
Mannesmann-Meer Con- 
struction Co., Easton, Pa. manufacturer of 


Engineering & 


mill machinery. 
Continued on page 197 











INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 





: 
4 
: 
: 
; 


Investigate how its leads can 
help your distributors close more 
business ... more quickly. 


TILES 


| PANAMERICAN PUBLISHING COMPANY, Inc, 
“570 7th AVENUE, NEW YORK 18,/N.Y: - 
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CHIEFS 


OORT RTOS BOAT FOR OL. OCIA: OK OE TERE Ae RN 


men who actually 8 U Y 


The Police Equipment market in the U.S. is 
tremendous—and GROWING| Police Chiefs 
today are actual Purchasing Agents, buying 
Weapons, Communications, Uniforms, Tires, 
Gas, Clothing Accessories, Parking Meters, 
etc.—arming and equipping over 250,000 
cops and employees! To cover this field 
selectively and completely —to get your 
share of Police Business — TELL ‘em and 
SELL ‘em HERE. Get the full story TODAY! 














National Representative 


o Dp Pp & Associates 


Wm. C. 


1475 Broadway, New York 36, N. Y. 
35 East Wacker Drive, Chicago 1}, Ill. 

















November 
7-11 .. National 
bridge Armory, New York. 


Hotel Exposition, Kings- 


Biennial Business Show, Memorial 
Auditorium, Buffalo, N. Y. 


9-10.. 


14-16.. Advertising Essentials Show, Bilt- 
more Hetel, New York. 


14-17... International Automation Exposi- 


tion, Chicago. 


International Soft Drink Industry 
Exposition, Dinner Key Auditorium, 


14-17.. 


Miami, Fla. 


14-18 ..Chicago Exposition of Power & 
Mechanical Engineering, Coliseum, 
Chicago. 

Dec. 


28- 1..All-Industry Refrigeration & Air 
Conditioning Exposition, Conven- 
tion Hall, Atlantic City, N. J. 


December 

5- 9..Chemical Industries Exposition, 
Commercial Museum & Conven- 
tion Hall, Philadelphia. 


10-14.. National Assn. of Display Indus- 
tries, Hotel New Yorker, New 


York. 


10-16... Atomic Exposition & Nuclear Con- 
gress, Public Auditorium, Cleve- 


land. 


27-30... Exposition of Science & Industry, 
Auditorium, Atlanta, Ga. 


January, 1956 


6-10..National Retail Industry Show, 
Madison Square Garden, New 
York. 


9-13..Society of Automotive Engineers, 
Annual Meeting & Engineering Dis- 
play, Sheraton-Cadillac, Detroit. 


22-26... National Assn. of Home Builders, 
Coliseum, Conrad Hilton & Sher- 
man Hotels, Chicago. 


23-26..Plant Maintenance & Engineering 
Show, Convention Hall, Philadel- 
phia. 


24-26..National Garden Supply Trade 
Show, Power Equipment Panorama, 
International Amphitheater, Chi- 


cago. 


INDUSTRIAL 
SHOWS 





Feb. 
28- 1.. National Automobile Dealers Body 
& Truck Equipment Exhibition, | 


r~ 


Armory, Washington, D. C. 


Feb. | 
29- 1.. National Advertising Industries Ex- | 
position, Morrison Hotel, Chicago. | 


February 

7- 9..National Garden 
Show, Power Equipment Panorama, | 
Kingsbridge Armory, New York. 


Supply Trade 


14-16..Sales Promotion. Show, Municipal 
Auditorium, Miami, Fla. 

18-26.. Universal Travel & Auto Sports 

Show, Madison Square Garden, 


. California International | 
Market | 
Oakland, | 


2nd & 3rd wks . 
Home Show & Builders’ 
Week, Exposition Bldg., 
Cal. 


New York. 
23-26 ..Pacific Automotive Show, Civic | 
Auditorium, San Francisco. | 
March 
11-13..NERSICA Exposition, Hotel Statler, | 
New York. 


19-22..Radio Engineering Show, Kings 
bridge Armory, New York. 


19-23 .. American Society of Tool Engineers, 


International Amphitheater, Chi- 


cago. 


April 
AMA National Packaging Exposition, 
Auditorium, Atlantic City. (no date 


as yet) 


5- 7..Electrical Industry Show, Shrine Ex- 
position Hall, Los Angeles. 





wk 8th . . National Oil Heat Exposition, city 
not designated. 


9-12..Society of Automotive Engineers, 
Aeronautic Displav, Aircraft Pro- 
duction Forum and Aircraft Engi- 
neering Display, Statler, New York. 


20-25 .. Union Label Industries Show, AFL, | 
Civic Auditorium, Seattle, Wash. 


Arts Associ- 
and Mil- 
Milwaukee, 


23-28.. American Industrial 
Schroeder Hotel 
Auditorium, 


ation, 
waukee 
Wis. 
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com. MINING 


brings latest news 
of mining progress 


Each issue of Coal Mining is 
eagerly read by top coal men for 
the latest news about methods, 
equipment and personnel. For 
example, its continuing reports 
on the importance of mine auto- 
mation are winning increased 
readership and enthusiastic en- 
dorsements of top men in anthra- 
cite and bituminous. 

To sell men who buy wherever 
coal is mined . . . advertise in 
Coal Mining. sain 


—-COAL MINING — 


4575 Country Club Drive « Pittsburgh 36, Pa. 
Serving the coal industry since 1899 

















tity SALESMAN re 


WILL SELL MORE.. 





THE PERFECT SALES KIT 


COMBINES A. RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND For Full Line Folder 





1712 West Washington 
CHICAGO 12, ILL. 
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Automatic Control for . . 


; Reprint of aditorial features 
piepats for available are offered here as a special 


PRO DUCT NEWS e service to IM readers. Please 
} send number and name of 
Te swe | I tS article with exact amount in 
& APPLICATIONS coins, stamps or check to: The 
Editor, Industrial Marketing, 200 

E. Illinois St., Chjcago. 


PRODUCT NEWS of Industrial Marketing Sorry, we can't handle credit 
rs under $1. We'll be happy 


orders ur 


& APPLICATIONS feature articles i a to bill you for larger sums 


PR DU CT EWS | 1 Your industry ye or can lead to ripest markets 
& A PPLIC A TIONS by Nathaniel R. Kidder, August, 1955. 25c 
| Film Seotees aes obsolete machinery 


August, 1955. 


PRO D T N E 259 Distributor urges suppliers to use more training ads 
| Problems in Industrial Marketing, August, 1955. 10c 
PPL| cE: TI ONS ms i ee of a Belt Company and its marketing operations 
x A f \ | uly, Oc 


Don’t snub small space ads .. .. they're bigger than you think 


solid editorial backing | AOE Sons, Jue, TENS. Se 


Put coupon at top of ad, inquiries boom at International 


for your advertising by Paul R. Busey, May, 1955. 10c 
message to 30,000 ieee aap Senwdomy Pom pag per plent of reaching markets 





eles 


readers of coe How to know today how much you will sell tomorrow 
by Robert E. Randel, January, 1955. 35c 


ye age record again, place 508,788 pages in business papers in ‘54 
955. 40c 


April, ; 
A U T0 wf ATI C C 0 § T RO L “‘Droodles’ help sell Inland Steel's creosote oil 


by Merle Kingman, March, 1955. 35c 


BPA | R How to get distributors excited about your product 
& A Reinhold Publication BEA by Morris B. Rotman, February, 1955. 50c 


430 Park Avenue, New York a2: &. ¥. Z How SIC can match media with changing markets . . fast 
by Kenneth L. Walters, February, 1955. 25c 








Copy Chasers, including article by Walter P. Paepcke, Soneaey, 1955. 75¢ 


What do you need most to be an advertising manager? 
CLARK by Robert G. Hill, November, 1954. 25c 
Can you use inquiries as a ga obi ad . “heel 


by Howard G. Sawyer, Decem 1954. 40c 


Business paper volume to rise 5% to +.“ 000,000 in 1954 
by Angelo Venezian, December, 1954. 


How direct mail can help make your ads more effective 
RAN THEIR FIRST ADVERTISEMENT by Richard E. Tirk, November, 1954. 25c 
IN BRICK & CLAY RECORD 


1 9 2 0 | Board chairman surprise choice as Advertising Man of Yea 


Unusual shape of business paper ad attracts notice to Buchanan 
November, 1954. 10c 


Today, 35 years A portfolio of award-winning industrial advertising campaigns 
later, Clark Equip- September, 1954. 75c 
ment Company of Buchanan, 7 2 amy * 8 quality control campaign 
Michigan still uses BRICK y E. T. Jones, August, 1954. 35c 
& CLAY RECORD’S _interest- The sales engineer is losing orders, if he doesn’t use ads 
packed pages to carry its sales mes- by Bernard Lester, May, 1954. 10c 
sages to this specialized market. Before and after . . what have we learned from Readex? 
by Howard G. Sawyer, December, 1953. 50c 
The long list of similar long-time ad- Which ad attracted more readers? 
vertisers with B&CR is evidence that A selection of Starch scored ads from Industria] Marketing's monthly feature. $1.00 
both media and market “measure up | Stet: soeeiiastins tibiae 
through the years. A selection from Industrial Marketing's monthly department. 75c 
Booming and buying today as never eo tase gfeete show . . and learns about exhibiting 
before, this sales-sensational market 
: = Ses , How to know when to use manufacturers’ agents 
— spark your sales curve to new by Thomas A. Staudt, Oct. 1952. 50c 
ighs. 
Siete Pans orp ad omngets mw 1 aa ll years. . 
iP u Median industrial advertiser spends $150.0 
Write for com —=— by Bob Aitchison, Nov. and Dec., 1951. 25c 
plete New NIAA Brick ¢ C| seeneecns 
analysis of this ay 


booming market. 


A guide to better publicity 
Record by members of the Industrial Publicity Association, New York. 75c 


How to measure results of industrial advertising 
| by William A. Marsteller, May, 1949. 25c 


i : . How can I find what type to use? 
Bric k & . | rel y Recor re | by A. Raymond Hopper, April. 1948. 25c 


S I Market research combats high distribution costs 
5 SOUTH WABASH AVE., CHICAGO 3, ILLINOIS by Richard D. Crisp, Feb., 1948. 10c 
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et your 
share... 


of the 
multi-billion dollar 
industry that 
PLATING serves! 


i 
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i 
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\ Yes, PLATING reaches the multi- 
billion dollar plating and finishing 

| field with the only paid circula- 

' tion in the field. It is designed 
for the industry and for years has 

i been the authority of the industry. 

t 
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Send for your copy of the new 


Media Data File which will give 
you all the facts. 


lating 


445 Broad Street 
Newark 2, N. J. 





AN MERICAN WDecats 


@ INSTRUCTIONS 
@ TRADEMARKS 
@ NAMEPLATES 


MAXIMUM DURABILITY 
AND ECONOMY BECAUSE 
THEY ARE “CUSTOMIZED” 
FOR YOUR SPECIFIC NEEDS 


@ DIALS 

@ GAUGES 

@ WARNINGS 

@ INVENTORY 
MARKINGS 

© PATENT & 
SERIAL NOS 


© DEALER 
SERVICE 


® GUIDES ®@ INSPECTION 


MARKINGS 


@ INDICATORS 


i NOT alike! The 

+ ae ge laboratory formu- 

decal marking for your spe 

uct and use—assuring F ag —_— 

lif reater dependability an - a pa 
Complete design and art service aval al 

request. 


FREE write FOR SAMPLES AND LITERATURE 


American Decalcomania Mo 
4344 W Sth Ave, Dept. R, Chicago 24, Ill 


New York @ Cleveland @ Windsor; Ont Conoda 








Agency changes. . 
continued from p. 194 
Richard-Lewis Advertising .. New York, 


has been named agency for Plastic Ma- 
terials, Westbury, L. I. 


S. Gunnar Myrbeck & Co. .. 
Mass., 


Quincy, 


has been appointed to handle 


advertising for Compo Shoe Machinery 


Corp., Boston. 


Ashe Englemore Advertising . . New York, 
has been appointed agency for Illinois 
Zinc Co., Chicago and New York metal 
producers. 


Geare-Marston .. Philadelphia, has been 
named to handle advertising for the Smith- 
Valspar Marine Div., Valspar Corp., Phila 
delphia. The agency already handles all 
other divisions of the Valspar Corp. 


Charles Bowes Advertising .. Los Ange- 
les, will handle advertising for Beckman 
Instruments, Fullerton, Cal. 


Media changes. . 

J. R. Walderman . . former vice-president 
and director of advertising, Export Buyer, 
has been appointed director of advertising, 
Revista Industrial, New York. 





Boone 


Freeman 


William B. Freeman . . has been elected 
president, Miller Freeman Publications, San 
Miller 


Francisco. He succeeds his father, 


Freeman, who died Sept. 18. 
Julian H. Boone . . former promotion man 
ager, Power, has been named director of 
the communication and publicity depart 
ment, McGraw-Hill Publishing Co., 
York, and Walter B. Klein, former Eastern 


New 


district representative for Electrical West 
another McGraw-Hill publication, has been 
named New York district manager, Power. 


H. Charles Esgar . . formerly with Foundry 
Education Foundation, has joined the sales 
staff of Materials & Methods, New York, tc 
serve the Buffalo-Cleveland area. He suc- 
ceeds George L. Fox, Jr., who will now 
cover New York, northern New Jersey and 
eastern Pennsylvania and Stewart Hale, 

Continued on page 198 














WANT TO SELL 















Pacific Northwest 


BUSINESSMEN? 


When you want to sell prospects 
in the Pacific Northwest — 
advertise in the paper that gives 
them the news they want... 
the Portland Daily Journal of 
Commerce. 


—— 
ge 


™~ 


Complete Business News 


— 


For 61 years the Daily Journal 
of Commerce has built a reputa- 
tion among businessmen in Ore- 
gon, southern Washington, Idaho 
and northern California as the 
one source of complete Pacific 
Northwest business news. 


a 


SS 


Rates are low. Send for sample 
copy — start selling this multi- 
million dollar market now. 


Whi 





a 





Ue me 


Daily SevsmabohLommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


tl: 
Pacific Northwest Business 





GIVES YOU COVERAGE OF 
THE NEW AND GROWING 
ELECTRIC HEAT AND AIR- 
CONDITIONING MARKET 


A Business Magazine for the 
Electric Heating and Comfort 
Cooling Distributors and Jubbers, 
Dealers Contractors Sa'esmen 
and Installers, Heating Men in the 
Electrical Companies Public 
Power and Electric Utilities, and 
Manufacturer A voice and “‘lit- 
erature of the Art’’ for a vigor- 
ous, young, and potentially great 
industry serving the ever in 
creasing demands of America for 
better comfortable living 
Published by an organization with 
35 years of experience in trade 
journals serving Automatic Heat- 
ing Fields 

For manufacturers of equipment 
used in electrical heating and air- 
conditioning, here is the way to 
create preference with dealers 
to educate and help them sell 
and service your products 
HEATING PUBLISHERS, INC. 

West 45th St., New York 36 


pe pe ee 


PN 
PLO 0:00: 0:5 


4“ 
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INDUSTRIAL WRITERS 


Caterpillar Tractor Co., the world's 
leading manufacturer of earthmoving 
equipment, has openings for indus- 
trial writers in its Sales Promotion 
Department. Applicants for these re- 
should be ex- 


sponsible positions 


perienced writers although an_ in- 
dustrial background is not necessarily 
required. Strip film script writing, 
training and sales aid creation are 
involved. Security and advancement 
are certain for qualified men and 
starting salaries are well above the 
industry average. Applicants should 


send full 


and education to: 


particulars of experience 
Sales Promotion 
Department, Caterpillar Tractor Co., 


Peoria, Illinois. 


CATERPILLAR TRACTOR CO. 




















INDUSTRIAL PHOTO SERVICE 


SAVE MANY DOLLARS 
by using your personal camera (and fiash) to make 
your own industrial ‘‘shots’’. Then let our special- 
ized Industrial Photo Service ECONOMICALLY and 
QUICKLY develop and enlarge them to your needed 
sizes. SPECIAL PRICES ON QUANTITIES. 
PROMPT SERVICE: KEHRES PHOTO SERVICE 
1454M HAYDEN AVE., CLEVELAND 12, OHIO 


iF YOU SPECIFY TYPE 
Let us prove how the 
WORLD'S HANDIEST TYPE BOOK 
can save you 40 minutes a day 
We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition Send postal today. 
F.L.Bartz, 112-114 W. Kinzie St., Chicago 10, Ill. 











“‘DOCTORS OF LITERATURE”’ 


Will treat your brochures, direct mail, etc. 
Specialists in house organs. Handle anything 
from inception through mechanicals. Proved 
record with leading firms. Let us prescribe 
for you. Write LLD, Box 512, c/o 
INDUSTRIAL MARKETING 


200 E. ILLINOIS ST., CHICAGO 11, ILL. 








ADVERTISING SALESMAN 


With some experience in product selling and 
interested in traning to sell advertising in trade 
publication. Preferably under 32 years of age; 
salary and expenses. Full particulars required for 
personal intervew. Write Box 513, c/o Industrial 
Marketing, 200 E. Illinois St., Chicago 11, 
Illinois. 











ee Real Push 
Behind Sales! 


You'll find “Snips” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors. See indus- 
trial Marketing Data Book 


Snips Magazine 


S707 WEST LAKE STREET CHICAGO 44, ILLINOIS 
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Media changes 
Continued from p. 197 


formerly in Chicago, will be district man- 
ager for New England. 


Gordon A. Brauninger . . from Dallas, is 
now publisher's representative for Motor 
Age and Commercial Car Journal, Chilton 


Co., Philadelphia. 


Machinery . . New York, new rates: 


Space l-time 6-time 12-time 
1 page $512 $455 $425 

2/3 page 376.33 348.33 338.33 
1/2 page 256 235 227.50 


Sweet's Catalog Service Div. .. F. W. 
Dodge Corp., New York, has announced 
the following appointments on its sales 
staff: Garwood R. Wolff, former manager, 
sales promotion and advertising, to Eastern 
Sam L. Marshall, 
former Detroit district manager, to Central 
regional sales manager, and George H. 
Atherton, former Chicago district manager, 


to Western regional sales manager. 


regional sales manager; 


Industrial Equipment News . . New York, 
new rates: 
12-time 


$165 


6-time 
$170 


Space l-time 


1/9 page $175 


American Metal Market . . New York, has 
changed its advertising rate structure to 
newspaper line rate, and increased its 


rates as follows: 


Space l-time 6-time 12-time 

1 page $581 $534.52 $418.32 
(2324 lines) 

1/2 page 280 280 257.60 
(1120 lines) 

1/4 page 140 140 140 


(560 lines) 


National Engineer . . Chicago, has named 
the following advertising representatives: 
McDermott-Volckmann Co., New York; Ren 
Averill Co., Pasadena, Cal., and Walter 
Coulter for Ohio, Western Pennsylvania 
and Western New York. 

Oil Forum .. Fort Worth, Tex., has ap 
pointed Ren Averill Co., Pasadena, Cal. 
as publisher’s representative for Southern 
California. 


Raymond Keine . . has been named repre- 
sentative in the Cleveland office of Gil- 
lette Publishing Co., Chicago. 

Willis H. Pearson . . has been named ad 
vertising sales representative in Cali- 
fornia, for The Timberman and Western 
Building, Portland, Ore. 
cated in San Mateo. ® 


He will be lo- 








New Product Digest 


The monthly magazine for busi- 
nessmen with a career interest in 
creating, financing, manufactur- 
ing and marketing new products. 
Authorize us to bill you $10.00 for 


annual subscription, or for single 


issue send one dollar. 


New Product Digest, 
Dept. B30 
Box 2052, Austin, Texas 











Statement of the Ownership, Manage- 

ment, and Circulation Required by the 

Act of Congress of August 24, 1912, as 

Amended by the Acts of March 3, 1933, 

and July 2, 1946 (Title 39, United States 
Code, Section 233) 

Of Industrial Marketing published monthly 
at Chicago, Lllinois, for October 1, 1955, ex- 
cept semi-monthly in June. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and business 
managers are: 

Publisher, G. D. Crain, Jr., Evanston, Il. 

Editor, S. R. Bernstein, Chicago, LIIl. 

Managing editor, R. S. Hodgson, Glenview, 
Ill. 

Business manager, C. B. 
field, 
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Groomes, Deer- 


The owner is: (If owned by a corpora- 
tion, its mame and address must be stated 
and also immediately thereunder the names 
and addresses of stockholders owning or hold- 
ing 1 percent or more of total amount of 
stock. If not owned by a corporation, the 
names and addresses of the individual owners 
must be given. If owned by a partnership 
or other unincorporated firm, its name and 
address, as well as that of each individual 
member, must be given.) 

Advertising Publications, Inc., 200 E. Illi- 
nois Street, Chicago 11, Illinois. 

G. D. Crain, Jr., 110 Burnham Pl., Evans- 
ton, Illinois; G. R. Crain, 110 Burnham Pi., 
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C. Crain, 238 E. 23rd St., New York, N. Y.; 
C 
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other security holders owning or holding 1 
percent or more of total amount of bonds, 
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4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder ap- 
pears upon the books of the company as trus- 
tee or in any other fiduciary relation, the name 
of the person or corporation for whom such 
trustee is acting; also the statements in the 
two paragraphs show the affiant’s full knowl- 
edge and belief as to the circumstances and 
conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that 
of a bona fide owner. 

5. The average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the 12 months preceding the 
date shown above was: (This information is 
required from daily, weekly, semi-weekly, and 
triweekly newspapers only.) 

G. D. CRAIN, Jr., Publisher. 

Sworn to and subscribed before me this 
20th day of September, 1955. 

(Seal) E. M. STEGER 

Notary Public 
(My commission expires April 3, 1956). 
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Help Your Agency to Help You 


In the October issue of IM, an agency president re- 
viewed some of the problems which led to the resigna- 
tion of an important account. Basically, he said, the 
advertiser refused to consider the agency as a market- 
ing counselor, regarding it only as a group of advertis- 
ing technicians. 

Comments by Harvey Scribner, president of Russell 
T. Gray, Inc., well-known Chicago industrial advertis- 
ing agency, at a recent meeting of Associated Construc- 
tion Publishers, paralleled this opinion to a consider- 
able degree. He said that the advertising agency should 
function as a part of the manufacturer’s sales depart- 
ment, and when it does not, it cannot operate as suc- 
cessfully in behalf of the client as it might. 


“Some companies do not even invite their agencies 
to attend their sales meetings,” he added. “It is im- 
portant, in the creation of the most effective advertis- 
ing, for the agency to be familiar with competitive 
problems, comparative prices, sales volume and dis- 
tribution, lists of equipment owners, etc., and this kind 
of understanding of the sales picture is bound to make 
for better advertising.” 

We do not believe that the arm’s length treatment of 
advertising agencies by clients is typical, but the con- 
tinued references by experienced people to the limiting 
factors placed on agency service indicate that too many 
companies are not using their agencies in the most 
profitable way. 

The client pays for agency service, even though this 
may be represented largely by commissions on space, 
and since most manufacturers with comparable appro- 
priations pay about the same, the company which gets 
a good job from its agency is obviously getting a bigger 
money’s worth than the client who holds back essen- 
tial information. 

H. D. Anderson, Rish Equipment Co., a highly suc- 
cessful distributor of construction equipment, who also 
spoke at the ACP meeting, referred to some advertising 
of machinery manufacturers which he said misses the 
mark as far as emphasizing the features which help to 
make sales to contractors is concerned. He blamed lack 
of agency familiarity with sales problems for this kind 
of advertising. 

Here again the agency which has adequate oppor- 
tunity to study its client’s products, not only from the 
standpoint of design, but also to see them in action 
in the field, is bound to be inspired by demonstrations 
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“Some companies do not even invite their agencies to at- 
tend their sales meetings. . .” 


of product superiority which can be reflected in con- 
vincing advertising copy. 

If the advertising isn’t telling the story which sales- 
men and distributors in contact with customers are 
finding most effective, then there is obviously lack of 
the kind of team-work which makes industrial market- 
ing effective. 

Incidentally, one of the greatest advantages of an 
over-all merchandising program which harnesses all 
marketing activities to assure a completely integrated 
effort is that advertising and sales do speak the same 
language and tell the same story. Merchandising con- 
trol at the top level should have as one of its prime 
objectives the development of a dynamic sales idea, 
applied at all levels of advertising and distribution. The 
agency needs to have this clear and coherent merchan- 
dising program in mind if it is to make advertising work 
as part of a successful selling team. 

The more the agency knows about the company, its 
products, its distribution and its problems, the better 
job it can do. And the better job it does, the greater 
freedom the advertising manager will have for plan- 
ning, for field work, for. closer liaison with the sales 
department and for merchandising. 

You can wrap it all up by saying that the more co- 
operation you are able to give your advertising agency, 
the greater the value of its services to you will become. 


2B, auc/) 


G. D. Crain Jr. 
Publisher 















Wise advertising dollars buy for tomorrow 
| as well as today. 
| Inthe power field — _ market lies 
with the hard-working students now en- 
rolled in America’s ine snjeactie schools. 
Power is read and used in at least 98% 
of the ECPD’ colleges in the U.S. 
Wehavea new booklet that measures and 
| defines rege ic ch pot tial — core of 
tomorrow's mark whic you ius 
Write foe's Power ( one For 
i facts on a big advertising extra," 





IF YOU WANT To MOVE A PRODUCT PUT J * BEHIND IT 
“Wa. Hi 





DRIVE GEAR BOXES 


Ki 


LANDING GEAR 
ASSEMBLIES 


a 


SWIVEL JOINTS 


VALVES 


MECHANICAL FUEL PROPORTIONERS 


DOOR LOCKS 


HYDRAULIC 
MOTORS 


You need AVIATION AGE 








— Aviation’s Technical M AgAZNE 


In AVIATION AGE you reach both important parts of the 
aviation mechanical equipment market... the original 
equipment market consisting of aircraft, engine and com- 
ponent equipment manufacturers and military aviation 
development commands...and your replacement and main- 
tenance market made up of airlines, business aircraft, service 
operators and military aviation operating commands. 
Within each of these aviation groups, AVIATION AGE 
takes your product story to the Technical Management 
Men who evaluate, specify and select mechanical equip- 
ment as well as other products, materials, equipment and 
services. 
AVIATION AGE provides a technical information 
service—including important editorial treatment of 
mechanical equipment—for aviation’s Technical 
Management Men, covering: 


RESEARCH & DEVELOPMENT — DESIGN ENGINEERING 
PRODUCTION ENGINEERING — AVIATION OPERATIONS 
MAINTENANCE ENGINEERING 


Technical advertising fits in with this technical editorial 
environment. About two thirds of the 100,000 inquiries 
we receive a year are in response to such advertisements. 
If you have a story to tell about the specific properties, 


specifications and performance of your mechanical equip- 
ment for the aviation industry—emphasize it! When you 
get technical, you’re talking the language of aviation’s 
Technical Management. 

And note this: over 50 of your competitors, all with 
similar marketing goals, are now successfully using 
AVIATION AGE... drawing hundreds of inquiries and 
sales leads every month. 

_ To get thorough coverage of your aviation market and 
inquiries from the men who specify mechanical equipment 
in aviation, use AVIATION AGE—the only magazine spe- 
cifically designed for Aviation’s Technical Management. 
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